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New ARISTO-MAT 
Display Merchandiser 


WILL TRIPLE YOUR PROFITS 


ut 
mvs Guaranteed by 
Good Housekeeping 
© sey “ 


45 aoveaty 


FREE TRIPLE PROFIT 
MERCHANDISER 355 DEAL 


With 1 dozen fast selling assorted Aristo-Mats, which contains 
the 17 inch by 19 inch size only. 
YOUR ; FAIR TRADE YOUR 
COST | RETAIL PRICE} PROFIT Fair trade prices, 
ear orn i Chrome Master $1.98 
Ys Doz. 401 FLORAL QUEEN $4.66) $7.16 | $2.50 fiorai queen $1.79 


> Sa | Candy Stripe $1.00 
Yz Doz. 1010 CANDY STRIPE 2.67 4.00 1.33 Slightly higher in 


Ys Doz. 1200 Chrome Master 5.12 7.92 2.80 _ States " tg 
pinnate We ics maaniioseetatacatnatntelmcctas A Tee Wms ockies. 


$12.45 $19.08 | $6.63 


AGATING 





PHOENIX TABLE MAT COMPANY 


1315 West Congress Street * Chicago, Illinois 
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AHEAD OF THE WORLD 
IN QUALITY ! 








ALL WITH 
REVERSIBLE 
REPLACEABLE 
BLADES 





Lasts at least 100 times longer. 
Replaceable cemented carbide 
blade, the hardest metal made by 
man, 4 edges, 4 different-shaped 
corners. Removes surface from 
metal, wood, masonry, etc. faster 
—without scratching or gouging. 


RED DEVIL SUPER SCRAPER 
| with genuine CARBOLOY BLADE 





No. CS1 











RED DEVIL SCRAPERS, including the 
leaders shown above, represent the most com- 
plete line of fine quality Wood and Paint 
Scrapers made for every specific purpose, 


Products of Red Devil Took. Irvington 11, N. J., U.S.A. 


regardless of price... Buy froma single manu- § 
facturer that backs you up on every sale. 
Handsomely packaged—nationally advertised 
and universally accepted. 
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Information about what 

YALE & TOWNE are doing 

to help YALE dealers 
make more money 


NEW YALE MERCHANDISING PROGRAM 
OFFERS EXTRA PROFIT OPPORTUNITIES 


Bi-monthly “promotion package” coordinates various sales promotion methods to attract and sell more hardware business, 


Here’s promotion on a 
real mass-sales basis. 


Raymond K. 
Watkins, Trade 
Sales Manager 
of THE YALE & 
TOWNE MANU- 
FACTURING COM- 
PANY, Stamford, 
Connecticut, an- 
nounces that re- 
tail promotions 


Raymond K. Watkins 


_ on popular, fast-selling YALE hard- 


ware will be produced on a regular 
basis of one for each two-month 
period throughout the year. 

A schedule of promotions has 
been made up which puts a com- 
plete selling package of new mate- 
rial into the retailers’ hands approx- 
imately every eight weeks. This rate 
of frequency, explains Mr. Watkins, 
is the most practical one for hard- 
ware items. 

Each promotion will be issued in 
complete packaged {>;m, consisting 
of a minimum quantity of merchan- 
dise, a lithographed display. News- 
paper mats will be sent on request. 

These promotions will be an- 
nounced in this magazine ahead of 
your retail promotion, and will co- 
incide with the appearance of the 
SATURDAY EVENING POST ads fea- 
turing these products. 


YALE INTRODUCES NEW 
TECHNIQUE IN “POST” ADS 


YALE & TOWNE, one of the oldest ad- 
vertisers in the SATURDAY EVENING 
POST, springs a new advertising 
technique in their 1950 program. 
Advertising readership has shown 
that one of the best-read features in 
both magazines and newspapers is 
the so-called “Ripley” style of car- 
toon, created by the late Robert L. 
Ripley of “Believe It or Not” fame, 
in which little-known facts are pre- 


sented in the form of rather infor- 
mal drawings. 

Capitalizing upon the popularity 
of this type of cartoon, YALE & 
TOWNE’S advertising has borrowed 
from the lore of lock history some 
little-known facts about locks and 
has given them the “Ripley treat- 
ment”. 


In each of YALE’s ads this year in 
the post, there will be shown a 
drawing of some ancient and aston- 
ishing application of locks, to- 
gether with a representation of one 
of YALE’s most modern product de- 
velopments. 

As an example, one of these ads 
describes what is probably the ear- 
liest method of opening a bolt from 
the outside of the door. This lock, 
designed in Greece, probably was 
the first lock to offer a real advan- 
tage of security to a house-holder. 
But, unfortunately, it required the 
most cumbersome and yet pic- 
turesque key ever developed. It was 
in shape and size much likea reaper’s 
sickle. Inserted through a hole in 
the door above the bolt, :ts tip en- 
gaged the bolt with the handle still 
projecting through the door, and 
the key could be 
turned to actuate 
the bolt. These 
keys were car- 
ried crooked 
over the shoul- 
der and must 
have been ex- 
ceedingly in- 
convenient. 


Can. einges 


Bust A man 
| comune 


Cane av wig! = > 


In the same ad 
isalsoshownthe 
very popular 
040 “One-Arm”’ 
Springlatch, the 
nightlatch which 
the dealer can 
demonstrate 
“with one hand 
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behind his back”, a far cry from the 
inconvenient keys of the ancient 


Greeks. 


How to Sell 
More Hardware 


YALE’S new Packaged Promotions 
will make it easy for you to sell more 
hardware. 


YALE a 





These colorful, eye-catching dis- 
plays give you maximum sales ap- 
peal in a minimum of counter space. 
The information displayed on these 
silent salesmen tells customers a 
story on the uses and ease of instal- 
lation of the products shown. They 
simplify your salesman’s selling job. 
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LARRY REYNOLDS 
CREATOR OF ‘‘BUTCH”’ 
FAMOUS COLLIER’S CARTOONIST 


“EVERYTHING Aseq06. on Hlager,/" 
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or 

C. HAGER & SONS HINGE MFG. CO. - St. Louis, Mo. —_— 

FOUNDED 1849 — EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENCE ast 
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There is no better example of Master's highly 
developed skill in producing the finest in pad- 
locks than Master's world-famous Secret Service 
Series. Nowhere else in a padlock can you find 
a greater combination of protective features! Look 
at the powerful laminated case . . . the sturdy 
shackle . . . the brass cylinder, pin-tumbler 
mechanism. Quality! Yes . . . even to the keys, 
only the word “‘finest’’ can describe the con- 
struction, security, materials and engineering 
behind Master's Secret Service Padlocks. 

For you, this is the kind of top-quality mer- 
chandise that builds business . . . because your 
satisfied customer is your best customer — your 
longest customer. And when you sell Master 
padlocks you can’t offer finer protection! 


ORDER FROM YOUR JOBBER 


Simply ‘“‘write in** the number of 
dozen you need, add your name and 
address across the bottom of the page, 
and mail to your jobber — or hold 
for salesman's call. 





$1.50 


RETAIL 


he eat 


Master lock Company, Milwaukee. Wis. e 
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HEAVY, HARDENED 
STEEL SHACKLE 
Maximum strength and grip. 
Strong spring tension; self- 

locking; swivel action. 


POWERFUL 
LAMINATED CASE 
Hard wrought steel plates, 
layer-laid . . . each cut 
out just enough for its part 

of the mechanism. 


LARGE BRASS 
LOCKING LEVER 
Extra wide, extra heavy. 
Patented design protects 
against ‘‘rapping’’. Driven 
by stainless steel spring. 
EXTRA-STRENGTH 
RIVETING 
Heavy riveting on special 
Presses under pressures up 
to 300,000 Ibs. makes case 
stronger than a solid block 

of steell 





RETAIL 


lly,’ $1.00 8 





GENUINE BRASS CYL- 
INDER, PIN TUMBLER 
SECURITY 
Phosphor bronze springs, 
nickel-silver pin tumblers. 
Finest protection known to 

lockmaking! 


SUPERIOR 
TENSILE STRENGTH 
Shackle deeply imbedded, 
firmly gripped. Stronger re- 
sistance to ‘‘pull out'’ by 

actual test! 


NICKEL-SILVER KEYS 
Beautifully coined, individu- 
ally milled, precision cut. 
Practically unlimited key 
changes. 


CADMIUM 
RUSTPROOFED 
Expertly plated with pure 
cadmium for protection 
against rust. . . for longer 

lifel 


FAST SERVICE ON “SPECIALS” 
Keyed alike and master-keyed sets 
built in a few days. Order through 
your jobber. 









YOU'RE SMART 


in more ways than one... 


TO SELL YOUR CUSTOMERS 


ATKINS CZ/,07 


You’re Smart because: 
1. 





It’s a name your customer associates with highest quality 
and value. 


2. 


It shows your endorsement of quality merchandise — the 
kind that brings him back again and again — not only for 
saws but for every other hardware need. 


3. 
4 
CHECK YOUR STOCK and ORDER FROM YOUR ATKINS JOBBER TODAY 


Atkins quality means higher unit sales. 


The Atkins line covers every saw need. 









ATKINS No. 400 


America’s Finest Saw 


The saw for the craftsman who wants the best. Show it to him— 
let him handle it—inspect its beautiful workmanship—and you've 
made a sale and a friend! Mirror polish blade. Solid rosewood 
handle in“Perfection” pattern that prevents wrist strain. Hardened 
and tempered. Straight back, ship point. 24 and 26-in. lengths. 





ae aN 


ATKINS No. 65 

A fine saw for general carpentry. Bal- 
anced mirror polish blade. “Perfection” 
handle. Straight back, ship point. 20, 
24 and 26-in. lengths. 


# 






PA 


ATKINS No. 37 


Compass Saw 

Tenite utility grip. 17*x 18 gauge blade; 
hardened, tempered and polished. 8 pts. 
per in. Filed and set. 12 and 14-in. 


ATKINS MECHANIC-KUT 
CIRCULAR SAWS 





No finer circular saw for the home craftsman. 
Rip, cut-off or combination patterns. Six to 
10-in. diameters. Individually packaged, with 
one bushing. ATKINS No. 38 Compass Saw 
(Not shown) — Has extra heavy, inter- 
changeable blade, 16 x 17 gauge. Hard- 
ened and tempered. Pistol grip Tenite 
handle. 12 and 14-in. 
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E. C. ATKINS AND COMPANY 


a 
¥ 
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ATKINS No. 2000 
Light, but stiff blade. “Perfection-Grip” han- 
dle, set close to center of gravity, has no 


protruding parts to break off or rub hands. 
Straight back, ship point. 22 & 26-in. lengths. 


ATKINS No. 39 Keyhole Saw 

(Not shown) — 18 x 19 gauge for clearance, 
with minimum set. 10 pts. per inch. Uniform 
temper. Filed & set. Utility grip Tenite handle. 


=< sf 2s 
a = 


me - 


= 
ATKINS No. 36 Nest of Saws 
Compass, Keyhole and Nail Cutting blades 
with molded Tenite pistol grip. Blades easily 
interchanged. Slotted end permits 3 cutting 
angles. Filed and set. 


9,1 Ai 





Home Office and Factory: 402 South Illinois Street, Indi 
Branch Factory: Portland, Oregon + Branch Offices: Atlanta e 


ATKINS ALWAYS ANEAD 


6 


Chicago 


| +] 


e New Orleans @ New York 
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gent name for your old friends? 


PROTO TOOLS 
_ UUM TOOLS 


piggest NEWS in the tool industry today- eer 
ne ds service tools are now named PROTO 0° ‘ 
Pplomb tools. The line is more complete tha 


n 
uality is higher and more advertising, + 
yol sales: adh 


ol industry 


OTO tools 


19 
ef 


oO ‘ts elps are offered to boost your tc 
tl name that's making news in the to 
- more profits for dealers. Push PR 
Plomb tools. 

Write for catalog to 


pLOMB TOOL COMPANY ia 


Fe Avenue + Los Angeles 54, 4985 
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Far ahead 

with features for : 
' Cc 

faster selling, 
easier ‘ 
servicing ! <i . F 
ii th 
CS) r 
S 
Reports rolling in already prove it—the new “HN” S 


Ejecto adds still another winner to the sales-leading 

Myers line. It’s today’s most talked about water sys- 

tem ... quickly, economically convertible for shallow 

or deep wells .. . away ahead with other advan- Y 
tages for faster, easier selling and servicing. 





wee 


Shallow Well Twin Type Deep Well 
Ejector Package Ejector Package 


Ejector assemblies are conveniently 
packaged. The same pump and tank as- 
sembly serves for shallow or deep wells, 


for example — 


Myers new “HN” Ejecto offers greater capacities at 
higher pressures. It’s widely adaptable, more effi- 
cient, reduces operating costs. Ejectors are all- 
bronze—no corrosion. Shallow well type Air Con- 
trol is positive, trouble-proof. Many other improve- . 
ments include: Threaded connections—no gaskets, 

no cap screws; pipe threads on Ejector body for 

greater strength; strainer in pressure pipe—elimi- a 
nates clogged nozzle. The new “HN” Ejecto is easy r 
to install and service—pump is readily removed, 
taken apart, or assembled. A worthy addition to the 
complete Myers line of Ejecto and Reciprocating 
Type Water Systems! 


= © §S +B 





Complete internal pump assembly slides 
easily out of pump case—suction and 
discharge piping are undisturbed, 


THE F. E. MYERS & BRO. CO. © Dept. S-41, Ashland, Ohio 


Pe ST TT: 
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RED BRAND Fence 


means more satisfied customers 
because it’s GALVANNEALED | 
for longer life oe. Si 






































F es t 
YOU know that farmers insist on the best value for 
their money. 
; And, Red Brand Fence is the farmers’ best fence 
value because it’s galvannealed for longer life— 
longer life that means lower fence cost. 
Galvannealing is the exclusive Keystone process 
; that fuses zinc to the strong steel wires of Red Brand 
F Fence. What’s more, Red Brand Fence wire contains aie 
: e ee i See SSL : 
the right amount of copper for additional wear and XN >E/) BRy a 
rust resistance. FE 4 
oy | 5 Ws NC == y 
: Yes, the longer life of Red Brand Fence is an hon- =& = ] 
est, convincing sales point. Maybe that’s why Red 6 bests 
. : \ Ss MESS Se 
Brand is preferred to others—and easier to sell. SSS 
Stock it, tell your customers about it and you’ll sell it. \ 
BUSINESS IS BASED ON HELPING 
YOUR CUSTOMERS—BOOST YOURS WITH 
THE RED BRAND PLAN 
Red Brand now provides you with a sound sales 
plan that increases your fence business and your 
; , : Red Top 
over-all business as well. It’s a simple, easy-to-work @ ; 
~ Steel Posts 
- plan that provides a real service to your customers Fer your customers’ complete 
... makes them better customers for you. fencerequirements, you'll want 
: to stock and sell Red Top Steel 
If you’re interested in boosting sales and profits— Posts too. They are made of 
ou : tough, springy railroad steel, 
ask your Red Brand representative about this money- iin aids ihe of eeidliited Sud 
making plan the next time you see him. for maximum post strength. 
Red Top Steel Posts can't rot, 
burn or split. 
enw 
re . : 4 * 3 » e yy, 
} O O 
: 
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YES, THE GRASS IS GREENER IN THE 


Gruen Spot --. 


Next season, come over and play in our A COMPLETE GARDEN HOSE EQUIPMENT DEPARTMENT 
yard .. . and see how much more money — ready. to set up in store window or garden 
there is in promoting Scovill’s GREEN section, requiring no more space than nor- 
SPOT line of garden hose equipment. mally allotted to garden hose equipment. 

The GREEN SPOT line gives jobbers (Diagrams on the back of the product 
plenty to talk about to dealers... gives cards suggest the most effective arrange- 
dealers plenty to talk about to customers. ments. 


“BONUS ITEMS” 


for extra sales—items more people “ | PRODUCT DISPLAYS 
want and would buy if they knew FEATURING DON HEROLD CARTOONS— 


about them and understood their : : 
use. “Bonus Items” get special easy-to-understand pictures explain the 


attention in the GREEN SPOT product and suggest uses to the customer. 
promotional material. 


“DON HEROLD”’ 
BACK AGAIN— 


a repeat performance of the 
very successful booklet by the 
famous humorist and cartoon- 
ist, don herold. “‘How To 
Water Your Lawn Right’ 
will increase demand for 
GREEN SPOT. Available 
free to your retailers. 


SPRIN 
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They add tun & etficiency 
to sprinkling 


ROSAS 


pee aE 


CHOICE OF 3 “BASIC SALES STARTERS” — quirements. Basic Sales Starter No. 1 is shown 
pre-arranged groups of stock, displays and_.sales above; Nos. 2 and 3 consist of smaller stock for 


helps designed to suit three different retail re- minimum investment, limited space, etc. Also 
open stock. 


PRODUCT TAGS— 


they help sell by telling how 
to use GREEN SPOT items. 
Package inserts help sell other 
GREEN SPOT items. 


NEW CATALOG— 


which will soon be in the hands Mater riers 
of virtually every worth- 
while retailer in the country. 


RIGHT NOW—eet in touch with Scovill about the extra profit opportunities in the GREEN 
SPOT line. Address Merchandise Division, Scovill Manufacturing Com- 
pany, 36 Mill Street, Waterbury 20, Connecticut. 


1een Spot ." - 


GARDEN HOSE EQUIPMENT GREEN 


A PRODUCT OF SCOVILL 
SPRINKLERS - FAN SPRAYS + HOSE NOZZLES - QUICK CONNECTORS - COUPLINGS - HOSE MENDERS + CLAMPS - NIPPLES + GOOSENECKS 
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New Process VIGORO 
best gardening news 








of year—say dealers 


Goes further than ever — nourishes plants 


longer — yet supplies a balanced diet for 
greener, healthier, more complete growth! 


For years Vigoro has been America’s best-known 
plant food . . . America’s fastest selling plant food. Now 
millions of gardeners and home owners will regard Vigoro 

even more highly. 


Tell your customers about New Process Vigoro 
and the extra benefits lawns will get from its 
application. Display it prominently in your 
garden supply department. Make the most of 
this opportunity. You’ll make greater sales 
and profits — have more satisfied customers 
because of the improved results Vigoro helps 
produce, 


*VIGORO /s the trade-mark for Swift & Com- 
pany's complete, balanced plant food. 


mes 
End-o-Pest a End-o-Weed fam SWIFT & COMPANY 
- . . provides all the . . « destroys over 100 sh Plant Food Division 

pest protection most different kinds of weeds. Lgecte) | U. S. Yards Chicago 9, Ill. 
gardens need! y 7 j 
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*3 Power Mower Sizes 
18, 20, 22-inch cutting widths 


*4-Cycle Engine 


*New Attractive Prices 


For the 1950 season Johnston offers 
a new 22-inch Lawn Patrol Power 
Mower in addition to the 

popular 18 and 20-inch models. 


Equipped with 4-cycle 

engine, this expanded line offers 
increased, profit possibilities — 

there is a Johnston mower to 

meet all average mowing requirements. 


Precision-built by skilled workmen, 
Johnston hand and power mowers 

are backed by over 30 years’ experience 
in building quality mowing equipment. 
With ordinary care these really fine 
mowers will last a lifetime. 

Get the full story from your jobber. 


JOHNSTON LAWN MOWER CORPORATION 


Ottumwa, lowa 


ufacturing Company, Racine, Wisconsin 
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BE SURE TO SEE THE 


of Our New Additions 


FEDERAL 
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HOUSEWARES 






Sugar Meter 














Cap Remover \: “Sa. " 
° ° ° No. 723 
We cordially invite you to be ‘ \ 


among the first to see the new 





members of a nationally 
known popular fast-selling 
line 


Cocktail Shaker 
No. 810 





BOOTHS 










\ 
Ice Chopper 
No. 820 Mix Stir 













Deluxe Nut 
Meat Chopper Nut Meat Chopper 
No. 573 No. 572 





774 * 776 


tt the Show 


If you cannot attend the show be sure to write for 
the free Federal Practical Housewares Catalog. 
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No. 459 





f 


No. 470 


Fork 'n Spoon Tongs —_— ——s 





Onion Chopper 
No. 294 





No-Drip Servers 
Nos. 427—429 
430—431 


Deluxe Onion Chopper 


No. 295 Oil and Vinegar Set Twin Server Set 


No. 465 No. 453 


FEDERAL TOOL CORPORATION, 3600 W. PRATT BLVD., CHICAGO 45 
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the NAME yolks know snakes (propia. qrour | 


jo perfect Teast ~ @ You might call this one of retailing’s oldest rules—“‘It’s easiest 


to sell the most of the brand that’s known the best.” And never 
" was that truer than it is of top-demand “Toastmaster’’ Toasters 
and ‘“Toastmaster” “Hospitality’’* Sets. 

But that’s only part of the profit-picture. The ‘Toastmaster’ 
Products you sell stay sold! They don’t come back to haunt you 
with service problems that slash profits, that sap hard-earned 
customer good will. 

Yes, and the ““Toastmaster’”* name towers way up as a trafhic- 
builder, too. Folks bent on buying this brand don’t shop—they 


| for sabe that Alay bold. buy! And in the process, they are customers for many another item 


in your store. 
ade time | It’s worth remembering that “The name folks know makes 
profits grow.” For our part, we Il continue to build the best prod- 
uct of its kind—and back it with the best-remembered promotion. 





**ToasTMASTER” and “Hospitrauity” are registered trademarks of 


McGraw Electric Company, makers of ‘“Toastmaster’’ Toasters ‘“Toast- * os . 
master’ Electric Water Heaters, and other ““Toastmaster’’ Products Visit us in Booth 188-192, 
Copr. 1950, ToastMasTeR Propucts Division, McGraw Electric Com- ° 
National Housewares Show, Jan. 19-26. 


pany, Elgin, Ill. 


, 1950 


HARDWARE AGE, JANUARY 12, 1950 15 












DISPLAY YOUR CHINA TO ITS BEST ADVANTAGE 


It sells more easily that way. Sell many of these gadgets to your customers. Most 
of our line is now made of solid brass. They look as if they were made of solid gold. 


© a 
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REGAL DOUBLE SPRING MAJESTIC BRASS UNIVERSAL SINGLE CUP & SAUCER STANDS, 
PLATE HANGER PLATE HANGER SPRING PLATE HANGER TWISTED WIRE 
Simple in construction. ; 
Meets yt requirement of Where a plate hanger is Individually wrapped. Gild- Can be adjusted to show 
a plate hanger. Sizes for wanted with a lot of looks. ed tips. Made where ex- cup and saucer to best ad- 
plates as follows: Sizes for plates as follows: treme competition must be vantage. 3 sizes. Tea Cup, 
#0 for 4” to 5%” = . met. A better hanger in this demi-tasse and miniature. 
#% for 5” to 6%” #321 for 4” to 5” price range. Made in 2 sizes. All sizes $1.50 doz. 
#1 for 6” to 71%” a ad Se — oe aa for _—* 5” = 
2 for 71%” af a 2 we ” and large size from 7” 
Geter oo 10%" #325 for 9” toll” ~~ — t@ 11”. $1.00 doz. ALL MADE FROM 
#4 for 101%4” to 11%” #326 for 11” to 12% SOLID BRASS 


#5 for 114%” to 124%” Solid Brass. Lacquered. All 


#6 for 12%” to 17%” i doz. Individu- 
All sizes $1.50 doz. Indi- prin — 
vidually wrapped. 


ALL SOLID BRASS 





WALL 
PLATE 
RACKS 

All Solid Brass 


To hang as many 
plates as desired 
on a wall in 
series. Small for 











Small Size — PLATE RACKS J — - oe = 5 f T TE 

Med. Size $1.50 For Seven Plates bf ™ > a. es teem 35c. oo a we 
doz. $12 doz. RACKS RACK Additional hangers $2.00 

Lge. Platter $3 Racks for 20 piece set Racks for skel- doz. Large size for plates outstant 
doz. $2.00 each. 32 piece set eton dinner over 10”. First hanger 50c. 

Solid brass $3 each. 52 piece set ware set. All additional hangers $2.40 life, the 

except small size $4.50 each. $1.25 each. doz. All solid brass. ’ 

o grec 

NEW LOW PRICES ON THE BEAUTIFUL AND ORIGINAL PRINCESS CERAMICS cee 

sturdy, | 

... will 

. Ser 

lifatime 





1. 
Miniature cups #300-D Demi-tasse #350 Demi-tasse #400 Slippers $24 dz. 
& sau. $15 dz. $24 dz. $30 dz. #500 Slippers $30 dz. tasse $30 dz. pr. 


ERNEST TATCHER ‘enstcsmes' 


and REPRESENTATIVES 
266 N.W. 26TH STREET @ MIAMI, FLORIDA WRITE 
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SETTE Ball-bearing Clothesline Pulleys 


. with twin ball-bearings that make this pulley 
outstandingly different from all others. Lubricated for 
life, these ball-bearings assure easy and quiet rolling. 
No grease or oil to stain the clothes. Light weight, but 
sturdy, it’s attractive in appearance, weather-proofed 
... will not rust! Made of the best materials obtainable 
... SETTE Ball-bearing Clothesline Pulleys will last a 
lifatime! WRITE FOR DETAILS! 
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SETTE Self-closing Faucets 

... for steel drums or barrels — dispensing gasoline, 
kerosene, oil, alcohol, anti-freeze, paints, lacquers, 
thinners, benzine, and other liquid products. No wash- 
ers or gaskets to wear out! Automatic self-closing — 
can be securely locked. Over 8 million in use. There are 
8 reasons why the SETTE Faucet should be your own 
and your customers’ choice. WRITE TODAY for com- 
plete information. USE THE COUPON! 


MARQUART MANUFACTURING CO., 
1241 High Street, Oakland 1, California 


Please send me details and prices on 
SETTE Ball-bearing CLOTHESLINE PULLEYS 
SETTE Self-closing FAUCETS 


Name ——— tensapeeneeadetieneeasemneem — 
— — oo = i 


ee — 


— a_eaeeer a 
(Zone) 


City 





NN ihe — 


17 






Imely statemen 


of interest to wholesalers and retailers 






























from the Lux Clock Manufacturing Co., 


Waterbury, Conn. 


Fred Lux, President, Lux Clock Manufacturing Co., 
Waterbury, Conn., makers of spring movement alarm 


and novelty clocks—and the world’s largest manufacturer | 





of precision timer movements for industry. 


“We, at Waterbury, are clock makers. My father was a clock maker, and a good one. 
I learned my business under him and I hope some day to be as good as "Tg was. 








° . ° e | Ronse ome 
“We claim for ourselves mainly a knowledge of the design and manufacture 
of LOC d clocks. 5 
™ Se 
“But we know, too, that the same integrity that goes into the making of good clocks 
must be a part of the manufacturer’s relationship with the wholesalers and 
retailers who sell his clocks. 


“We have seen much evidence that there is need for clarification on points of policy 
and intent in the clock business. 


“Since Lux starts the new year with a completely new sales set-up and merchandising 


program, this seems like a good time to tell you about it. 


“Our first step was to acquire the DeLuxe Clock & Manufacturing Company, which 
had been the sole distributing agency for our clocks. 

“With no reflection whatever on the past policies or performance of that organization, 
I want to point out that we are now completely responsible for, and in a position to 
control the sales and merchandising methods employed in the distribution of our own 
merchandise. We now can set and carry out policies which are fair and equitable 

to our customers in the various fields we serve. 


“This sales operation has been placed under the direction of Mr. Edwin W. Kaler. 
Mr. Kaler is known to many in merchandising circles through his past activities in the 
distribution of such products as Talon fasteners, Archer hosiery, and Daystrom 
furniture; or you may know of him through the sales promotional work he has done 
for and with a host of prominent retail organizations. 


“T have asked Mr. Kaler to describe what our plans are and how they will apply to the 
benefit of all concerned. This he has done in the me ssage which appears on these pages: 





President Sales © 


Lux Clock Manufacturing Co., Waterbury, Conn. 
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What the new Lux Sales set-up means to you 
These are the general policies which we are now ina position to carry out. 
We will work unceasingly We will engage in vigorous 
to interpret the people’s sales promotional and 
wants and to plan and advertising activities 
produce quality designed to help wholesalers 
b merchandise that will meet and retailers move Lux 
; popular needs and clocks and timers in volume 
appeal to popular fancy. with minimum effort. 
y 
e We will make this On pricing—specifically— 
merchandise available in we will strive to work out 
such quantities and in such price structures to fit the 
assortments and at such needs of our customers. 
prices as to induce speedy Once worked out, those 
turn-over and ample profit policies will be rigidly 
for the wholesalers and adhered to by us. 
od one. i retailers concerned. 
yas. i 
& 
' Some Facts About the Company back of the Sales Organization 
clocks : 
4 The Lux Clock Manufacturing Company has been making clocks 
and timing movements for more than 40 years. It is the world’s 
policy largest maker of precision timing movements, including: 
& 
—the majority of timers for all cooking ranges made in this 
andising | country 
— photo timers 
hich —timers for precision instruments costing over 5200.00 
a —timing movements for parking meters 
; —automobile clocks 
nization. ; —timers for well known makes of toasters, sun and heat lamps 
on to and washing machines. 


i 
our own | ; : ihn coe 
So, you see, the same skill and care that goes into these precision timers 


le ' 5 

t for industry, produces the merchandise we make for you to sell. 
Lilies To those of you who are already customers, we welcome this 
ce in the opportunity of reassuring you of our mutually profitable relationship. 
om To those of you whom we have not as yet had the pleasure of serving, 
is done a cordial invitation to join with us in our plan for 

merchandising with a profit. 

ly to the 


» pages. 


Factory: LUX CLOCK MFG. CO., INC., Waterbury, Conn. 
Sales Office: DeLuxe Clock and Manufacturing Co.,Inc.,1107 Broadway, New York 10, N.Y. 





ant 
, Conn. 
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Kolling into 1950 


full speed ahead with a line and 
a selling program keyed to 


bigger-than-ever sales. 
See lUSCH - _ 
in Chicago! ——~ 
NEW! SPACE 17/55-56 _-— 
American 
Furniture Mart 
January 9-21 4 “} 
SPACE 353-359 qi 


National 















Housewares Show 
Navy Pier 
January 19-26 


- 


Now! Stools, Chairs, Tables 
| Oo | 








MODEL 11-A 





STEP STOOL: - 

All-metal, ht MODEL 4-E STEP STOOL: New 
COSCO qual- . chromium and enamel luxury com- 
ity—at a price bination, with matching enamel 


your customers 





can't turn down 


i | Yoh Mello M olela Sms \olol-Iechi-lhmelala-te| 
: for quick, easy ‘sales. Rubber- 
it i- 


sto] 4-¥ebtels tall) Mla a-te Mel ae olicla & fy carele 


“Swing-away” 


steps with em- 
bossed ‘'trac- ni 


tion tips.'’ Tubular construction. 


treaded steps. Red, black, blue 


or yellow. 


{ 


’ 


\ 





HIGH CHAIR: All-metal construc © sae 


MODEL 10-A UPHOLSTERED ~ J 4 











tion. Removable chromium tray. — 7 | | > = 
Adjustable footrest. Legs are |! 7 | MODEL 14-A aa CHAIR: Per- y if 
widely flared for safety. All-plas- ; l 4 fect for “tween-agers.” Seat 21" high. =. : 
tic Duran upholstery—red, blue a 4 \ Chromium finish. Duran upholstery in Z 
or yellow ; oe \ choice of red, black, blue or yellow. 
MODEL 10-B: All-enamel finish; ha iP MODEL 14-B: Same, with all-enamel ae 
white with red, blue or yellow. SS finish; no upholstery. Red, blue or 
| \ \ yellow 
| ! 
} | 
MODEL 8-H UTILITY TABLE: MODEL 8-K UTILITY TABLE: An 
|S A Ro a no) PC LOM T > La all-new rollaway table with two 
ap a priced for quick turnover. Extra- | full size shelves. 16” x 22” top 
deep, full size shelf. 1%" cas- 30” high. 2” casters. Tough, two- 
1 ters. Tough, two-coat, baked-on coat, baked-on enamel finish in 
enamel finish—-white or red red, yellow or white 
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Selective Color Assortments 


Cosco Products for 1950 will be offered in the same, preference-tested colors 
already on your floor—but with this important, profit-making improvement: 
Best-selling models will be offered in the full range of Cosco colors. Others 
will be offered only in the colors which sales records show are the fastest- 







les 


IL: New z ; 
selling and most popular. Results: You can carry the full line, yet reduce 
ry com- . ° ° . “ 2 ” " 
cr non) inventory—it gives you an opportunity to “trade up” on color. 
elgla-xe| 
Rubber- Ad ee D * 
iS tilve vertising Dominance 


Cosco’s national advertising for 1950 will be bigger than ever— 
reaching more people more often with messages that sell Cosco for 
you. Colorful, big-space advertisements will appear in 14 leading 
magazines with two to eight insertions every month . . . a total of 
143,202,490 “Buy Cosco” messages. It’s the biggest campaign ever 
waged for household stools, chairs and utility tables .. . and it’s sure 
to give you selling results to match! 


Catalog-Handbook 


20 pages in four colors—gives you all the facts on Cosco’s 1950 line and 
the selling tools available to build your Cosco volume. 


ASK YOUR DISTRIBUTOR FOR YOURS TODAY! OR SEND COUPON. 


> 


Hamilton Manufacturing Corporation 





Columbus, Indiana 


Please send me free COSCO Catalog-Handbook for 1950. 


Name___ ’ See eaemaaiieda 





Store 


America’s leading line of household | sddress = 
stools, chairs and utility tables Ra hercesnanecresinner sll Noctis 


HAMILTON MANUFACTURING CORPORATION + COLUMBUS, INDIANA 
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Confidentially. ! 
ARE 

YOU 

READY? 





LOWER PRICES he 
HIGHER QUALITY a 
BETTER VALUES 


= a 





eect LITT 
a . 
{ 





Spring is right around the corner. 
Anticipate your requirements. Buy accordingly. 


BUY THE FINEST e BUY PITEGOFF 
Don't get caught with your brush stocks down. 




















Complete Lines of Brushes 


are now available... 


U — NYLON — 


70% Bristle 


R DUOTIUP with PITOLIN 
30% Horsehair 












HN 100°) PURE BRISTLE with PITOLIN 
- 


THESE BRUSHES MAY BE OB- 
TAINED IN ALL SIZES AND TYPES. 


-_ 


More lines of brushes are 


No. 270 HOUSEHOLD ASSORTMENT 
with FREE COUNTER DISPLAY 


we 

















PLASTIC HANDLE HOUSEHOLD ASSORT- 
MENT WITH FREE COUNTER DISPLAY 


Complete line of 
ARTIST BRUSHES 


FOR SMART MERCHANDISING . .. 
MORE SALES . . . MORE PROFITS .. . 
BUY PITEGOFF BRUSHES 





AINTERS 
REFER 
ITEGOFF 


PITEGOFF BROTHERS, INC. 


320 VAN BUREN STREET ° BROOKLYN 21,N.Y 








WI Oy — we 
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News in Spackling Compounds 





Close this can 
lightly efter vsing 





Y TO USE! Schalk’s Patch Paste is reody 


the moment you are... ready to 
fill cracks, breaks, gouges, joints in 
plaster or wood. 

P Highly water-resistant. Seols cracks oro 
bath tubs, sinks, windows. The perfect 
spackling compound for leveling of wall 
and ceiling surfaces. 

}No mixing. No sizing. No sealing. No tine 
lost. Speeds job. Saves labor. Saves money 
> Paint over immediately. Safe under al 
water-mix paints, deep tone flots, gloss on 


enamel paints. 


NET CONTENTS. HALF PINT 














SCHALK PRESENTS 
ANOTHER WINNER! 


It’s the new word for spackling 
Compound: Schalk’s Patch Paste 


Half pint cans: Packed 48 ~ 

(four 1 doz. containers) to the case. 
List price per can, 50c 

List price per case, $24.00 


Quart cans: Packed 12 to the case. 
List price per can, $1.50 
List price per case, $18.00 


Larger sizes available. Prices on request. 





Order from your jobber! 


SCHALK CHEMICAL COMPANY + FACTORIES: LOS ANGELES AND CHICAGO 
HARDWARE AGE, JANUARY 12, 1950 


23 









o compceTeLy NEW/!... 
so compceteLy DIFFERENT 


It’s just received this U. S. Patent! 








FREE STANDING RACK (Type B) saves wall space, may be moved 
from place to place. Useful for both window and spot displays. 






: ee pe : Congoleum-Nairn wholesalers and branch offices 
WALL RACK (Type A) fits neatly beneath usual wall projections, is readily have full information on Gold Seal Rug Racks 


and quickly attached to any solid wall or partition in your store. 





THE GOLD SEAL RUG RACK 
is constructed entirely of 
steel, finished in light neu- 

Improved department appearance and merchandise tral gray to harmonize 
* protection! with any store interior. A 


Generous surface display and information labels major share of the cost is 
absorbed by Congoleum- 


HERE’S THE PROOF — Design Patent #155792 ] Quicker sales at higher profits! 
issued by the U. S. Government—that this is ° 

a completely new, original development in 2 
enamel surface rug display fixtures...a great 
improvement to help you build bigger and 3 





More attractive display with effective stock control! 


better sales! 


a 
Developed by Congoleum-Nairn Inc., the '» encourage self-service ... reduce time to complete 





rack displays six Gold Seal Rugs in a hori- sales! Nairn, making the price 
zontal position, the natural way to view “ i to dealers most reasonable. 
floor covering. It occupies no more wall space 5. Removes consumer doubts with large display of the Orders now being booked 
than the same rugs double-rolled and stand- * familiar Gold Seal trade-mark! by Congoleum-Nairn 
ing on end. Most important, it gives you ‘6 Encourages “trade-up” sales of Gold Seal Congo- wholesalers for immediate 
these great display advantages: ¢ leum, the prestige line with the highest gross profit! shipment! Was 


© 1949, Congoleum-Nairn Inc. **Gold Seal’’ and ‘'Congoleum"’ are registered trade-marks of Congoleum-Nairn Inc., Kearny, N. J. 
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-. Bruce Floor Cleaner 
L again and again! 


jl“, 





ll g 





“Sy Continuing Nationwide Surveys 
- Prove this Bruce Leader 
Builds Steady Repeat Sales! 


Of course, no regular Bruce 
dealer needs to be told that Bruce Floor Cleaner cus- 
tomers repeat again and again. Yet it would be almost 
impossible for him to tell us exactly how many repeat. 

So continuing surveys are made among the custom- 
ers themselves. Homemakers are interviewed all over 
the country, and they all tell the same story. 

Better than nine out of ten original purchasers, regard- 
less of the length of time since that purchase, are still buy- 
ing and using Bruce Floor Cleaner regularly today ! 

That means that every time you introduce ten new 
customers to Bruce, nine will continue to repurchase 
year-in and year-out. \ 

Right now, powerful Bruce national advertising is 
reaching over 93,000;000 readersof This Week, Woman’s ™ 
Home Companion, McCall’s, Good Housekeeping, and 1 
many local newspapers to help you sell those new users. 

It’s a profit opportunity you can’t afford to miss. 
You’ll find that Bruce Floor Cleaner’s outstanding | 
customer satisfaction helps sell more Bruce Doozits, 
Bruce Waxes, and all the other profitable Bruce Floor 
Products too! Feature Bruce Products now. 





moved 


qouet ysis oF 









‘> Guaranteed by > 
om Good Housekeeping 
5 . 2745 apvennist aes 
fices > “ 
eo 6 
lacks ; “4 All Bruce Floor Products are fair-traded. 
{> oe Bruce Floor Cleaner retails at 68c a 
; quart, $2. 10 a gallon. The long-handled 
Bruce Doozit, made especially for ap- 
RACK : plying and polishing Bruce Floor Cleaner, 
ely of i is $1.89 complete. Extra pads, 19¢ 
t neu- each. Write direct for complete price 
onize lists on all Bruce Floor Products. 
ior. A 
‘ost is 
leum- 
price 
nable. 
ooked 
lairn 
-diate 
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MODEL 11.58 460 POUND CAPACITY So le 
you 
Features Marquette High Quality hi 

an 
at NEW LOW COMPETITIVE PRICES Feat 
Worldwide public acceptance, increased production, and constantly = 
improving mass production methods combine to lower production costs. Let i 
Marquette scores again to give you the highest quality Freezers . .. at per | 
new, Low, FAST-SELLING PRICES. fer « 
This is Marquette's FOURTH Price Reduction in the past four years Mak 
... each reduction broadening the ever expanding market for Marquette reso 
Freezers. 195 
WRITE TODAY for complete details on pror 

song ee ee HOME FREEZERS REFRIGERATORS WATER COOLERS 
Marquette Dealership! SELF-SERVE FREE IENS And BCVERACE COOLERS 

Ee diate, nik te te ©. On. MARQUETTE APPLIANCES, Inc. Minneapolis 14, Minnesota REV 
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; ae own increased sales 
and profits have shown you 
the value of Revere’s 
advertising. 

In 1950 we are doubling 

our campaign. 

Full page color advertising will 
reach 686,000,000 readers — 
selling the beauty, durability 
and efficiency of Revere Ware. 
it will direct more business 

to your store and create 

more profit for you. 

So let your community know 
you carry Revere Ware. 
Display it in your window 
and on your counters. 
Feature it in your advertising 
and direct mail. 

Let it increase your sales 


per square foot as it has 





for other dealers everywhere. 





Make this your New Year's 





resolution:— "Insure greater 
1950 volume and profits by 
promoting Revere Ware.” 








REVERE COPPER AND BRASS INCORPORATED « Rome Manufacturing Company Division, Rome, N. Y. 
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Here (0 18/ the sensational S24czc Zonye with the 


exclusive “Convenience-Level” oven! 





NOW! RIGHT OR LEFT HAND OVENS! 


“Convenience-Level” can be set to any 
desired height, right or left, for tall or 
short people to eliminate back-breaking 


stooping, squatting and bending! 








NOW! 100% MORE STORAGE SPACE! 
Increased storage drawer capacity pro- 
vides more than twice as much utility 
space as conventional ranges! All your 
utensils are now at your fingertips! 








NOW! SAVE TIME WITH AUTOMATIC 
COOKING! Automatic Clock starts and 
stops oven without attention. Automatic 
push-button Pre-Heat Control. Just set it 
... then forget it. No watching or guessing! 


HARDWARE AGE, JANUARY 12, 1950 








EVER 


, 


industry: N 
largest mai 
ments. Nov 
and priced 
you can se! 
enough to | 


He 

op 

2 @ Or 
need to do 
a conventic 
four times ; 


Just one Ss 
Re 














\TIC 
and 
atic 
at it 
ing! 


1950 





g 
r 








New markets for you!... Greatly increased turn- 
over with reduced inventory! .. . Exclusive, dra- 
matic “‘Convenience-Level” oven! ... More sales 


through kitchen planning flexibility! That’s why... 


EVERY DEALER SHOULD HAVE THUS AMAZING MEW KIND OF RANGE IW MUS STORE/ 





I, The Select-a-Range gives you the widest range line in the 3 @ Select-a-Range is the only range with the much desired 
industry. Now you can sell a range for the smallest cottage or the no-stoop “Convenience-Level” oven. Surveys show that over 25% 
largest mansion ... from minimum to maximum cooking require- of your customers want a _ level oven. Now they can have it . 
ments. Now you can sell the building market with a range designed it’s exclusively Universal ...a “Convenience-Level” oven at the 
and priced for any project ... new building or modernization. Now height your customer selects . .. exactly as she wants it. 


you can sell the institutional market with a range big and flexible 
enough to meet requirements. 
Here are new markets, broader markets never before 
open to you in range selling! 


Here is a great sales advantage for you that no other 
range line can match! 


4, Select-a-Range multiplies your opportunities to sell com- 
plete kitchens ...25 arrangements to meet your customer’s most 
exacting whims. Your kitchen planning problems are simplified 
with fresh new designs by the nationally famous Royal Barry Wills 

. Select-a-Range models and other sales helps. 


2 ® One Select-a-Range on your floor is all the inventory you 
need to do a complete selling job compared with 6 or 8 models of 
a conventional line. Instead of turning over your range investment 
four times a year, for example, Select-a-Range turnover is 24 times! 
Just one Select-a-Range gives you a line of more than 25 models! 


Reduced inventory ... increased turnover ... equals 


Call your Universal distributor today or write immediately to 
greater range profit for you! 


Landers, Frary & Clark for complete details. Be the first in your 





r “| town with the sensational Select-a-Range! 
OVER 25 VARIATIONS FROM 3 BASIC UNITS! 


Gitte cca 


nationally famous small homes designer,, has 





planned six new startling kitchens around the sen- 
sational Select-a-Range. Featured in Select-a-Range 
national advertising, they have also been included + 


in your kitchen planning kit to help you sell! 





| 
} a 
LV 


UNIVERSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 

















Minimum low cost arrangement. Double oven ar 
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Available now! The new wire screening, made from ALCOA g ; , Sac 
AtcLtap ALumiNnum. It can’t red-rust. Will never stain NEW Alclad Aluminum Wire Screening is 
light-colored paint or masonry. It’s tough! Strong! Made woven by these leading manufacturers: 
by the same Alclad process that produces the metal Cyclone Fence Div. (American Steel & Wire Co.) ioe eipenoecaman 
now used in commercial and military planes, where top American Wire Fabrics Corporation 
corrosion resistance combined with maximum strength Hanover Wire Cloth Company ds 
is so important. Heilig Bros. Company, Inc. we 
It’s nationally advertised! With color ads in Better mak, S ao nny Ss 
Y d - Keystone Wire Cloth Company 
Homes & Gardens, American Home and Holland’s, New York Wire Cloth Company 
reaching over 6,400,000 readers. Pacific Wire Products Company, Inc. 
Backed by free promotional material, too! Window Pennwoven, Inc. 
streamers, newspaper mats and folders are yours for the Spargo Wire Company, Inc. 
< : 2 7 Standard Wire Cloth & Screen Company 
asking. For complete information fill in the coupon below. Reynolds Wire C 
4 , tage z aie oe eynolds Wire Company 
Don’t be late! Get set to tie-in with this “screen time Wickwire Brothers, Inc. : 
promotion that means added profits for you. Contact Woven Wire Fabrics Div., John A. nae 
your supplier—order Aluminum Wire Screening today. Roebling’s Sons Co. es 
prospective 
where 
ne eee ee ere ee ae ne Lee ee a ae ee ee ee a Se M nomiaue commen the new Ja 
' | SCREENING MADE FRO ae at 
' Gentlemen: é 
r Please send me information about your free promotional — a >) - & 
" material on aluminum screening. at i . 
4s » +4 + M uote 
1 Nome HH ALCLAD ALUMINU 
4 iii tt 
1 Address i rt tirtttt 
> This tag identifies wire screening made of Alcoa Alclad Aluminum. 
City State Look for it on the screening you buy. Your customers will. « HARDWA 





Avuminum Company oF America, 1415A Gulf Bidg., Pittsburgh 19, Po. 
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Jamesway Dealers! 


LOOK AT THE BIG ADVERTISING CAMPAIGN WE'RE 
PUTTING BEHIND YOU TO BOOST YOUR 1950 SALES 





Each ad will reach 12 million readers! 


They're attractive... loaded with sales appeal! They'll 

be read by potential Jamesway customers in every section 
of the country. Together, the ads form a hard-hitting 
campaign that includes one full-page 2-color ad and two 
half-page 2-color ads. They will be used in 27 farm 
magazines — reaching approximately 12,807,000 

readers. The eye-catching layouts will get the atten- 

tion of the farmers and dairymen in your 

community. Convincing, easy-to-read copy will 

give them the interesting, factual story of 

Jamesway quality-built barn equipment. Our entire 
advertising program has been planned with you in 
mind. We're confident it will help you make more 
sales... bigger profits during the coming year. 


Ft. Atkinson, Wis. Elmira, N.Y. Los Angeles 33, Cal. 

















World’s Largest Makers of TIME-SAVING EQUIPMENT For Cows, Hens, Hogs 
















| PLUS FREE 
> 
a PLUS FREE POSTER 
CIRCULAR veedvalen 






Free ad mat makes it Use the poster anywhere 







easy to run ads in your "This power-packed, in your store. Display it! 

local paper — over your printed salesman helps Identity yourselt with 
own name. They'll tell clinch the sales you've the ads appearing in 

prospective buyers been working on. It the farm magazines. 

where they can buy gives your prospects Remind your customers 
the new Jamesway detailed facts about of Jamesway TIME-SAVING 

arn Cleaner. Jamesway Quality-Built Equipment. 
Equipment. 


' \f uoure no 
Yes Gir! It pays to be a Jameswan dealer ee et one, Plan now *0 


Put a Jamesway Department in your Business 
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Sacobsen Facobsen facobsen hacobscn mB woRTHt! 


PFHE BEST DEALIN | 
y ' { 
MOWER SALES | 


Direct to Dealer Sales — No Middleman. Attractive Discounts — 


Bigger profits on every mower you sell. Jacobsen — The name your customers know — 


A company backed by nearly 30 years’ experience in the development of quality power mowers. 








New Low Prices. The Most Complete Line in the Industry - 


a size and type mower for every grass-cutting need. 









JACOBSEN 
LAWN QUEEN JACOBSEN 
An outstanding value. 2 models — 20-inch cutting width BANTAM 
at $127.50, 22-inch at $137.50 with these features — powerful Unsurpassed in the lower price range. 
Jacobsen 2-cycle engine, automatic recoil starter, fully shielded Handles so smoothly a youngster can run 
chain drive, reel tip protective shields. Thousands of Lawn it with ease. Three sizes at these low prices 
Queens have proved their worth in tough day-in, day-out — 18-inch cutting width, $99.50; 20-inch, 
commercial service as well as in residential use, $109.50; 22-inch, $119.50. 
JACOBSEN ESTATE 24 JACOBSEN LAWN KING JACOBSEN ALL-STEEL HAND MOWER 
24-inch cutting width, $270.00. 26-inch cutting width, Clean-shearing, easy handling. Noted for 
Rear wheel drive. Cuts close to $270.00. Powerful, rug- precision construction and long life. Two 
obstructions, eliminates much ged, handles tough cut- sizes, 16-inch cutting width, $28.50; 18-inch, With the 
hand trimming. ting smoothly, easily. $29.50. easily 
Worthin: 
into 
e 
JACOBSEN POWER LAWN EDGER JACOBSEN POWER SCYTHE JACOBSEN PARK 30 { 
$95.00. Ideal for $235.00. Smooth working. 30-inch cutting width, $395.00. A heavy ” 
trimming along sidewalks, Vibration practically duty mower throughout. Available with 
pathways, etc. eliminated. two 20-inch Trailmowers and Riding sulky. 
Get the full story on these fast moving, Racine, Wisconsin 
nationally advertised, nationally wanted power Subsidiaries: Worthington Mower Company, Stroudsburg, Pa. 
mowers. Write for full details. Johnston Lawn Mower Corporation, Ottumwa, lowa 
; | ‘ a ; 
Dacobsen Sacolsin Ff OLOVALY acobsen Sacobsen tacobsen ~} acolscn 
32 HARDWARE AGE, JANUARY 12, 1950 HARDWA 








Len, & WORTHINGTON WORTHINGTON WORTHINGTON WORTHINGTO 


IN 


i et a ci ok 


WORTHINGTON 
ROTARY DISC 
MOWER 


for only S 29 20 ous freight 


Here, for the first 

time, is a mower 
with full rotary disc 
design and other big 
mower features for only 
$89.50. The 18-inch Worth- 
ington Rotary Disc com- 
bines the proved quality of 
larger, more expensive 
Worthington mowers 
with these new features 

to provide unmatched 
ease of handling: 
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With the two-piece handle 
easily disassembled, the 
Worthington 18 fits neatly 
into car trunk for quick, 
easy transportation 

to summer cottage 

or camp — an ideal 
town-and-country 


NGTON 


mower. 





LIGHTWEIGHT — Only 59 lb. complete. Easily 
lifted and carried by one man, yet tough enough to 
slice cleanly through the heaviest growths. Mounted 
on 4 large roller bearing wheels, it glides with a 
feather touch over smooth or rolling ground. 


SMOOTH POWER — Famous Jacobsen 2-cycle 
engine gives a power impulse with every crankshaft 
revolution — twice that of ordinary engines. This 
means smoother, steadier power at slow speeds. Four- 
cutter disc (previously used only in more expensive 
mowers) leaves a smooth swath at fast walking speeds 
while engine purrs at less than half-throttle. 
CONV ENTENT~ Mows forward or backward for fast 
work in close quarters. Cuts within an inch of obstruc- 
tions to eliminate much hand trimming. Chops clip- 
pings into fine mulch—no follow-up raking necessary. 
Get the full story on this low cost mower with the 
big mower quality. Write us for further information. 


New Worthington 18 Rotary Dise mower. 

Cutting width — 18 inches. 

1% hp. Jacobsen 2-cycle engine. 

Six other models — cutting widths up to 62 inches. 


WORTHINGTON MOWER COMPANY, Stroudsburg, Pa. 





Subsidiary of Jacobsen Manufacturing Company, R , W 
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“WERE KEEPING OUR KEYSTONE 


FRANCHISE IN THE FAMILY!” 


Scores of dealers have held Keystone franchises This is how Keystone will further support 
for almost fifty years because they have found that its dealers in 1950: 
Keystone’s relationship with its dealers is built ODORLESS KEYSTONA, one coat oil base 


upon these five assurances: paint of the same Keystona quality that has 
— ‘ set the standard for 40 years, now odorless. 

@ Quality finishes since 1628 ae f : en 
: a Permits painting the year round. No objectionable 
eA century of public acceptance ' paint odor whatever. No more smarting eyes or 

m 7 e , discomfort for the painter or home owner. 

e A fair margin of profit in a protected 
territory CAVALCADE OF COLOR BOOK,175 jumbo 


Dealer-slanted national and local paint samples of popular decorator colors 
es ‘ seetifal nastele. 
advertising and beautiful paste 


Assures customer of exact color choice without test 


Continuous, exciting merchandising smears. No store mixing. No big inventories, 


Write today for further information about a Keystone franchise. 
Make 1950 your big year with Keystone! 


PYEYSTONE VARNISH COMPANY *:: 


BOSTON °« 71 OTSEGO STREET, BROOKLYN 31,N.Y. * CHICAGO 
There's a Huality Keystone Finish for Every Sur$ace Pat 4 Every Puryose 
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Your customers will buy NYLON paint brushes 


Smoothest painting 
Easy to clean 
Durable bristles won’t break off 
Also ideal for water-thinned paints 
Uniform quality of bristle 
Better appearance 


Confidence in NYLON 


Stock and display NYLON paint brushes for 
BIGGER PROFITS through: 


]. Increased sales of paint brushes 5. Faster deliveries, fewer lost sales 


2. Higher unit value of sale 6. Lower inventories, less working 


3. Dependable merchandise, no capital needed 


mark downs 7. Uniform quality, fewer returns 


4. Stable prices, no losses on in- 8. No spoilage from insects, fungi 
ventory or vermin 


ASK YOUR WHOLESALER OR MANUFACTURER FOR 
YOUR SPRING ASSORTMENT OF CONSUMER “NYLONS” 











THIS ADVERTISING DESIGNED TO REACH 
3 OUT OF 5 FAMILIES™ 






L HARD-HITTING RADIO 


! . 

; $ 

SCiF sage aint 4 COMMERCIALS ON 
Z NCE Y che fm» 


CZZz> \94 NBC STATIONS 

Nylon brushes will be featured 

throughout the Spring on 

Du Pont's popular “Cavalcade 

4 of America", heard every week 


day evenings, 8 p.m.). 


** by 12,000,000 listeners (Tues- 











a a ee 





LO OK at all this FREE Store Display material to 


help you reap full benefit from this BIG Spring Sales-Push! 





NYLON PAINT nts dl 


st painting * Durable bristles wo t break off 
* Easy to clean * Also ideal for water-thinned p 


ee” When you ask for a point brush, ask for a NYLON 





COUNTER CARD WITH 
EASEL BACK, 9” x12” 


rome i F (3) 
TWO FULL COLOR WINDOW STREAMERS, 9” x 24”—414” x 12” # 


ed DISPLAY IDEAS TWO “ADVERTISED IN 


LIFE” STICKERS, 41%” x 6” 


A PRACTICAL, DOWN-TO-EARTH 


. Pa," 
, y &,” < 
DISPLAY INFORMATION PIECE - 5 6 EXTRA! BiG CONTEST! 


Substantial cash prizes... 
restricted to personnel of re- 





tail stores selling “nylons”. 
Contest will be based on 
information in this leafie 
which gives answers to 


“HOW TO DO IT” BOOKLETS, GIVING questions asked most abow! 


0 - D ER Y 0 | 7 N Y LO s SOUND PAINT BRUSH INFORMATION ciieiiuiiitesdies. 
. AINT BRUSH E S N OW ] ALSO INCLUDED—MATS, SPOT RADIO COMMERCIALS, PUBLICITY RELEASES FOR LOCAL NEWSPAPER 
7 


NYLON PAINT BRUSHES l. 








e for smooth painting 
a @ easy cleanup 
QU POND 


Better Things for Better Living... through Chemistry |) "ARDWAR 








to 
sh! 


dve,,-: 
me tise 
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CONTEST! 


h prizes... 
sonnel of re- 
g “nylons”. 
) based on 
this leafie 
inswers te 
most abow 
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WEST ORANGE 
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KA Y-TITE in Colors Means 


More Cash for You! 
© EE Wine ge © 
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“SPANISH BUFF® 
ig PypYyy So 
YOUR CUSTOMERS HAVE WHITE AND 8 COLORS FOR SELEC TION . . 


FOR BASEMENTS »P 





Women, especially, approve the fact that they 
can get color effects and at the same time 
seal up damp masonry on basement walls with 
Kay-Tite. 














‘A | «HOUSES WITH STUCCO 
al & Can be re-newed—and in color—by applying 
Kay-Tite right over present stucco base. 


AT YOUR JOBBERS 


7T2 ITE COMPANY 


NEW JERSEY 
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Poloron Products, Inc.’s new display gets a specialized sales story 
across fast. Like most island displays in Drug, Hardware, and Sport- 
ing Goods stores, the “silent interviews” this unit creates with passing 
shoppers average 9 seconds in duration. This point of purchase piece 
parades its line of picnic products so quickly that Poloron encourages 
dealers to group the related products of other manufacturers around 
theirs. Dealers and jobbers heartily endorse this type of related selling 
at the point of purchase. The enthusiasm this display arouses at dis- 
tributive levels further stimulates maximum dealer acceptance for the 
display—and extra sales for Poloron. This dramatic and highly effec- 
tive display is another example of efficient use of our outstanding 
creative facilities. 


We would welcome the opportunity to work with you on your display, 
label or packaging requirements. And if your immediate problem 
warrants, we'll gladly offer the services of our unique Marketing 
Division, without obligation. 


CONSOLIDATED ‘ithocraphing 


MEMBER OF POINT OF PURCHASE ADVERTISING INSTITUTE Corporation 


1013 Grand Street, Brooklyn 6, N. Y. * EVergreen 8-6700 


¥ 


8 


WHEN SECONDS COUNT... 








MR. J. D. BROWN 
President of Poloron 
Products, Inc. who col- 
laborated with us in 
the development of 
this successful display. 


ADVERTISING AGENCIES are cordially invited to draw on our specialized Point of Sale Advertising “know-how.” 
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Spark yot 
by displayi 
cartons thai 
customers ti 
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14-OZ. ICED 


10-OZ. BEVERAGE 


ty LIBBEY 


Eight 
of a kind 

in attractive 
carton—$1.50* 


Spark your ‘‘Emerald Glass’’ sales 
by displaying these attractively designed 
cartons that are sO easy for you and your 
customers to handle. 


W eee 
ATCH these matching “Classic” Tum- 
bler Sets in Emerald Glass sell 
themselves on sight! 


new 


Emerald is a gleaming gem-tone usu- 
ally found in rich antique glass . . . and 
it ties in perfectly with the green that 
the Editors of House & Garden, in con- 
junction with outstanding decorators, 
are sponsoring as a key color in home 
furnishings for 1949-50. 


Beautiful with either traditional or 





*Suggested retail selling price. 
Slightly higher in the South and West 
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6-OZ. JUICE 


EMERALD GIASS 


Sure to be a best-seller because it’s related to 
the key color in home furnishings for 1949-50! 


modern china Emerald Glass 1s 
practical, too. Each classic-shaped glass 
has a heavy solid base and rims that are 
guaranteed: “A new glass if the ‘Safedge’ 
ever chips!” 

Priced within reach of everyone... it’s 
sure to be a best-seller. Stock up now— 
and tie-in with the big Emerald Glass 
national advertising in LIFE and 
HOUSE & GARDEN. Contact your 


Libbey sales office, or write us direct! 


B EY G L A S 8 Distinctive Olassware 
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Why sell } half a seat! : 





GET THE See Herculean’s PEARLTONE 

at the National Housewares 

WHOLE STORY $ how, Booths 296-298 Navy 
FIRST! Pier, Chicago, Jan. 19-26! 


12 


42 HARDWARE AGE, JANUARY 12, 1950 HARDW 











ee, 





Selling price, without quality, 
means just that! 


Why give your customers “half a seat” by 

selling on price alone without regard to quality 
. Tisking returned merchandise!, loss of cus- 

tomers!, and inevitable decreased volume! 


Today, the profit-wise buyer knows there is no 
substitute for quality at a sales-tested price... 


that now more than ever, there is no substitute 


for Herculean’s new PEARLTONE SEAT! 


Don’t risk your money on “half a seat!” Make 
sure you're getting full-quality, full-weight, and 
at the right price. Remember—only Hercuiean’'s 


PEARLTONE SEAT gives you 


... proven customer satisfaction. increased de- 
partment volume with the finest pearl-finished 
plastic seat ever produced. 


. an unconditionally guaranteed seat thot 
has the Good Housekeeping Guaranty Seal. 


. ». @ seat whose published prices have been 
continuously fair traded to insure a substantial 


markup for dealers and distributors. 


. . a plastic seat that has received more 


voluntary store advertising than any other 








Pear] 


YOUR GREATEST PROFIT BUILDER 


seat and is being successfully promoted by 
Gimbel's, Goldsmith Brothers, Ludwig Bau 
mann, Kaufmann’s, John Wanamaker, Straw- 
bridge & Clothier, Snellenburg’s, Lit Bros., 
William Taylor, Halle Bros., J. L. Hudson, 
Famous Barr, Mandel Bros., The Broadway 
Dept. Store, D. H. Holmes, Maison Blanche 
Denver Dry Goods, Bamberger's, William 
Hengerer, Robert Simpson, T. Eaton, May Co., 


and many, many others 


- an exclusive formula and design, devel 
oped in our own research laboratories, that 
protects you against the use of defective ma 
terials, and guarantees consistent high stand- 
ards of manufacture .. . standards that wil] not 
be lowered to meet competition of those sell 


ing inferior merchandise 


Master displays, window dis- 

‘ plays, mats, envelope stuffers, 

IT'S counter cards, brochures, 
ALL hard - hitting, year - round 
national advertising. Use 

YOURS them all, and sell more 


PEARLTONE SEATS! 


tone 





Raitt OR UTURD op 


3% 


Send for your assortment of self-selling PEARLTONE SEATS 
today! Your choice of eight beautiful, bathroom coordinated, 


pearl-finished colors 4:95 fair traded, Denver & West 5.49 fair traded. 


HERCULEAN APPLIANCE CORP. 
12 WEST 37th ST. 
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WE ALSO WISH TO RESTATE OUR SELLING POLICY 
WHICH YOU HAVE APPROVED FOR OVER FORTY YEARS 


We believe that in restating our policy, it will 
assure you we are doing our part to bring you 


A Prosperous 1950 


CC"; we say “Happy New Year” to all of the hardware dealers of 


America, we express a sincere wish. But we also believe that we are 





backing up our wishes with constructive action when we restate a selling policy 
which has met with the approval of the hardware dealers of America for so long 


a period of time. Here, stated briefly, is that policy: 


“To manufacture only quality tools.” 


"To price those tools fairly, providing a profitable margin 
for the hardware dealer.” 






“To protect the legitimate hardware trade by con- 





tinuing to classify retailers as ‘dealers’ and whole- 


VU salers as ‘jobbers ’‘.” 


“To back up both jobber and dealer with national 


Si 


advertising and display material.” 


95? CRESCENT TOOL CO. 
| \ JAMESTOWN, N. Y. 1C) 
a? 





—_— A) 
. CRESCENT TOOLS & 





BRANCH ¢ 
416 W. Ei 
Ave., Port 
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You put it squarely on 


SIMONDS 
‘Red End’’ Blades 







designed furnaces. And what have you got? Exact- 
ly what you would expect to have . . . the finest 
blades made for hand frames or power machines 


Take a special 
Simonds steel . . . formulated, poured, and spec- 
trometer-checked in Simonds modern electric 
























mills. Cross-roll that steel 90° for uniform qual- ..- Simonds “Red 
ity. Mill the teeth... and set them automatically. End” Hacksaw 
Then salt-harden the blades in special Simonds- Blades. 
i: de = Sr. Other Divisions of SIMONDS SAW AND STEEL CO. 
\% © : Ri a making Quality Products for Industry 
INSERTED-TOOTH, SEGMENTAL, AND SOLID SAWS FILES = METAL BANDS §=— FLAT GROUND STOCK HACK SAW BLADES 17 31 tie 
ie Grinding - aaa 


Wheels Simonds Products 
ond Grains ber Ganado 





Special Electric 
Furnace Steels 


BRANCH OFFICES: 1350 Columbia Road, Boston 27, Mass., 127 S. Green St., Chicago 7, IIL; 
416 W. Eighth St., Los Angeles 14, Calif.; 228 First St., San Francisco 5, Calif.; 311 S. W. First 


Ave., Portland 4, Ore. Canadian Factory: 595 St. Remi St., Montreal 30, Que. 
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“SWINGIN SPRAY” 








mT RIVED AA) 


The only sprinkler of its g 5 


type to retail at SUGGESTED 


RETAIL PRICE 


Prepare now for the biggest spring gardening season you've 
ever had! Hit a tremendous new market for extra-volume 
sales... with Melnor's Swingin’ Spray. A natural for fast 
turnover and quick profits...Check these 6 powerful selling 
features your customers will be checking: 


1. Streamline design to catch every eye! 


2. Sprinkles a rectangular area up to 40’ x 50’—2,000 square 
feet in one setting. 


. Easy-to-set adjustment for smaller areas. 





. Water-driven gears — rustproof — never need oiling. , 
Order too from the complete Melnor line 


5. Rustproof, non-corrosive stainless steel and aluminum, 
with solid brass bushings. 


6. Fully guaranteed construction throughout. Complete line of brass hose couplings and 
menders. 


of garden accessories - 


Melnor’s Swingin’ Spray is the lowest priced quality sprin- 
kler of its type on the market. Don't be caught short—ORDER SQUARE SQUIRT — the famous stationary 
NOW FOR A BIGGER SPRING THAN EVER BEFORE! rectangular spray for small rectangular 


lawns. 


MELNOR Metal Products Co. MIST RAY HAND SPRAY — Gentle, wide 


112 Lafayette St., New York 13, N. Y. Ey Se ey ar aa a 
CATALOG ON REQUEST! 
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For More Sales, Greater Profits...Sell 1950's 





S ENYAX G1 DF — Yard Chief 


\ 


FINGER-TIP 
j Clutch and 
/ | Speed 
} Controls 
/ 
j 
/ 





BRIGGS & a 


as 
—— < \ STRATTON 






“STA-TEMP” “ee 

a4 TIMKEN ~ Hardened & 

4 BEARINGS : Tempered 
Blades 





|. SAVAGE STANDS OUT BY COMPARISON 
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Now, the quality line of Rockford Brass Valves will come 
to you in colorful, sturdy boxes for more efficient handling 
and to make your stock shelves bright and appealing to 
prospective customers. 


ARCHI 










BUILD 
— WHOL. 
@ AND V 
| io oF wr Gass & - 
Ahead in Design , 


oughly dependable and guaranteed to function efficiently 
on all jobs for which they are recommended. Write today 
for our latest folder in order that you may have complete | ‘ 
data on the Rockford Line in your files. 


Sturdy, fast-acting, precision-made valves that are thor | 





wh Stl 


No. 819 GATE VALVE Capable of hand- 
ling jobs, with absolute safety, up to 
125 pounds working pressure. A sturdy, 
quality-built valve with double disc, 
rising stem and oil proof packing. 
Thoroughly dependable on oil, water 
and steam lines. Sizes range from 14” 
oo 2”. 


No. 814 BRONZE SEMI-PLUG TYPE 
Specially designed for oil line service 
... also used for water, air, gas, steam 
and general purpose. Note cutaway 
view showing special improved Rock- 
ford design of stem and seat. Sizes | 
range from 14” to 2”. 





eeeoeoeveeveevoeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeoeeeeeee eee eee 6 | 














* 
* 
No. 830 SWING CHECK VALVE Brass - 
disc swing check valve for use @ 
on steam and water lines. Built to ¢ No. 816 FIBRE DISC GLOBE VALVE For 100 
handle pressure up to 125 pounds e Specially designed for domestic hot or were wre 
with absolute safety. One of the e cold water systems. Particularly twisted fc 
numerous time-tested Rockford e adapted for water softener installations these Kw 
valves that has no superior. Sizes e in both homes and industrial plants. positive } 
range from 14” to 2”. e Pressure up to 125 pounds. Sizes 4” service. 7 
i. wo 2”. research 
e formance 
REPS EESS SOP SESS ERPOPESOCHS OOO SCO ERE REO DOES a 
pi with the 
° standing 
‘ count: qu 
No. 831 HORIZONTAL CHECK VALVE = No. 814A ANTI-HUM VALVE The im- ie einai 
Horizontal brass disc check valve Rs proved Rockford oil burner line con- | makes a ] 
for general purpose up to 125 . trol valve throttles out objectionable 
pounds pressure. Built tothe ex- burner noise with perfectly balanced 
acting Rockford standard which 4 control. Phosphor bronze ball and There is 
has been a guarantee of quality for ~ \ spring ... special stuffing box with oil every do 
59 years. Sizesrangefrom'4"to2”. proof packing. Made in 3%” female Availabl 
e I.P.S. only. ssideatie 
* all popula 
eeceoeoeoeveeveeoeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeee eee goa 
rite fo 
‘ catalog. 


och ford [Brass Workes << .2 


(PLUMBING BRASS GOODS SINCE 1890) 
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ARCHITECTS AGREED THAT KWIKSET LOCKS WERE BEAUTIFUL... 

BUILDERS DISCOVERED KWIKSET LOCKS WERE EASY TO INSTALL... 
WHOLESALERS, JOBBERS, DEALERS APPROVED KWIKSET LOCKS’ LOW COST... 
SS AND WE PROVED THAT KWIKSET LOCKS COULD TAKE IT... 


We couldnt wait 100 years 


— 





: 2 
° e 
Pre OVUM eS LNOnNM SO...WE BUILT OUR OWN PROVING GROUND 
ciently ' ; 
e today NM UYyvel / / / AND NOW PRODUCE THE EQUIVALENT OF 


100 YEARS WEAR IN 100 DAYS! 


mplete 


G TYPE 
service 
s, steam | 








cutaway | 
d Rock- 
Sizes | LOCKSETS 
peee 
VALVE | For 100 days and nights, random selected, Kwikset locks 
© hot or were wrenched and slammed back and forth... turned and 
cularly twisted for the equivalent of 100 years of everyday use. And, 
lations these Kwikset locks stood up under every gruelling test... 
Plants. positive proof of their ability to provide years of trouble-free 
izes 14” service. These routine factory tests are part of a continuous 
research program designed to prove the efficiency and per- 
formance of Kwikset locks. 
laa You can recommend Kwikset locks to your customers 
with the complete confidence that you are offering an out- 
standing residential lock value. Kwikset locks lead on every 
count: quality, beauty, ease of installation, and a price which it 
he im- | is considerate of your customer’s pocketbook—a price that NAA 
ne con- | makes a profit for you. Vy 
ionable 4 
alanced , 4 
“oad There is a Kwikset lock for 4 
vith oil every door in every house. i5 
femal 
_ Available for standard y) 
residential installation in Yj 
all popular U. S. finishes. V4 
(eeaen Deadlatch is optional. 14 
Write for our file size 
catalog. DISTRIBUTORS 
RD et O 
»I1S INDUSTRIES, INC. 


1107 East Eighth Street 
Los Angeles 21, California 
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“Lightning 
Line” staple- 
set Brushes 


When it comes 
to sweeps, dusters 

and scrubs, _ the 
Pittsburgh “'Lightn- 
ing Line’’ pays off 
in greater profits. 
Same warehousing sys- 

tem assures adequate 
stocking af minimum in- 
vestment. Order now. 











PF hat EAS 16 
fh 


SCRUBS 






(6) 





DUSTERS 






Other Profitable Lines 


Pittsburgh brushes also avail- 
able in the exclusive Bristle- 
Neoceta family and the 100% 
Neoceta family for one-half 
and two-thirds of the price of 
pure bristle brushes. 




























PITTSBURGH 





Sivipe auaity 


PAYS YOU A PREMIUM 
in Bigger, Faster Profits | 


Your customers, from master painters down to 
homeowners, know Pittsburgh Gold Stripe 
brushes do the jobright . . .and they’re cheaper 
to use in the long run. 

Your repeat sales will be adequate testimony 
to the fact that Pittsburgh brushes give smoother, 
neater paint jobs with less effort in less time. 

And you don’t have to invest heavily in 
stock either! Thanks to Pittsburgh’s unique 
branch warehousing system, you can carry mini- 
mum supplies and still be assured of the stock 
you want when you need it quickly. 


No other paint brush offers more to your customers 
than Pittsburgh’s Gold Stripe Line. 

(1) Top-grade, straightened, pure bristle, selected to give 
maximum carrying capacity. 

(2) Constant bristle formula developed by master craftsman 
with painstaking care to insure longer wear, greater efficiency 
and tre economy. 

(3) Proper taper for smoother application and cleaner trim. 
(4) Riveted steel ferrules (originated by Pittsburgh) combine 
fine hardwood handle and the right bristle into a long-life 
team. 

(5) Especially designed handle to give the perfect balance 
that means easy handling; saves wrist and arm strain. 

(6) Life Saver Jacket of new, improved fiber keeps brush 
lively, straight and clean. 

(7) The Gold Stripe is your customer’s guarantee of better, 


‘faster paint jobs every time, because all brushes are designed 


as a unit under job-tested conditions by master painters. 


Stock Pittsburgh Brushes for faster turnover 
More sales—bigger profits. Call the Pittsburgh Branch 
near you, or write PITTSBURGH PLATE GLASS COMPANY, 
Brush Division, Dept. D-2, 3221 Frederick Avenue, 
Baltimore 29, Maryland. 


old Siripe 










BRUSHES © PAINT ° 


PITTSBURGH 
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SANDING KIT contains Speedmatic-Sterling 1000 
Sander, Steel Case, Two Extra Sanding Pads, a 
Sponge Rubber Pad, Box of Filters, Oil, and Bear- 
ing Lubricant. Complete, with 115 Volt AC-DC 


Motor. New Low Price — $142 


Now—lIt’s the 
pedi 
SPEED-BLOC 


And that means speedier turn- 
over for this portable, air-driven, wet and dry 
sander. Complete with pad, ready to use — 


$i11 


Speedmatic Speed-Bloc with complete tray assembly — 


$144 
Speedmatic... the Line of Balanced Design 
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1000 SANDER 


.. - and that means bigger sdles than ever for you! 


When a sander as fine as the Sterling 1000 joins the finest, most 
up-and-coming line of portable electric tools on the market — there 
is big turn-over ahead! 

No need to introduce you to the quality and salability of the 
Sterling 1000. No need to remind you of the reputation of the 
name Speedmatic. So, today you have the Speedmatic-Sterling 
1000 Sander —a name and a machine that make selling easier 
and profits greater. 

Thanks to Porter-Cable’s efficient production and distribution, 
this top-performing sander now sells for less than before. That’s a 
profitable point. It is backed by Porter-Cable’s bigger promotion 
and advertising. That’s a profitable point. With it goes Porter- 
Cable’s fair, iron-clad dealer policy and nationwide service facili- 
ties. That’s a profitable point, too. You can’t go wrong on this one. 
Order today. 


PORTER-CABLE macnine company 


2621 N. Salina St., Syracuse 8, N. Y. 


Manufacturers of Speedmatic and Guild Electric Tools 


In Canada: Write Strongridge, Ltd., St. Catherines, Ont 






























THIS BOND PAYS OFF 
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“VEL DRY! 
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It’s easy to form a permanent and profitable bond with 
woodworkers in your neighborhood. Hobbyists, homeown- 
ers and handymen.. . everyone who works with wood... 
needs and wants Weldwood Glue. 

They’Il buy it where they find it. They'll return for it again 
and —_ And they’ll make your store headquarters for a// 
their hardware needs. 

HERE ARE 6 GOOD REASONS WHY WOODWORKERS WANT WELDWOOD GLUE 
1. Mixes quickly and easily with 
cold tap water. 

2. Spreads smoothly and easily. Wood itself. 

3. Sets fast! Joints can be light- _ 5. Stain-freeand moisture-resist- 
worked a few hours after nt. 

clamping. 6. Bacteria- and rot-proof. 
Stock Weldwood Glue in 15¢, 35¢, 65¢ and 95¢ size cans. 
Order from your jobber. Write us for dealer plan and name 
of nearest wholesaler. 


4.Tremendous strength... 
joints are stronger than the 


his carton 
A Disp lay eldwood Glue 


where customers can see it 








WOODWORKERS WILL ALSO WANT THESE TWO POPULAR PRODUCTS 





Firzite Satinlac 
La A 
A s ialty b Re -nded 
sé-deatebion SATINLAC i ie * sanule. 
material to be te ‘G inexpensive 


material for 
the proper 
finishing of 
Weldwood 
Hardwood Plywood and 
similar woods. It is a clear 
coating which is easily 
applied. It produces a 
durable, attractive finish; 
brings out all the natural 
Stain, paint, or enamel, it beauty of the grain. Does 
dramatically improves the not darken or yellow with 
final finish. age. 


applied over fir 
: plywood or 
ght em other soft 
- woods. Avail- 
able in white and clear, 
Firzite seals the wood pores 
... kills unsightly wild grain 
. Virtually eliminates 
checking and grain raising. 
Used as an undercoat for 











Write for more details on FIRZITE and SATINLAC 


UNITED STATES PLYWOOD CORPORATION 


Industrial Adhesives Division, Dept. 543 
55 West 44th Street, New York 18, N. Y. 


WELDWOOD riser 1 Seve 
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New VISE-GRIP 


WRENCH 
Merchandiser 


Can TRIPLE Your 


| Sales of 



























Display Given with purchase 
of 6 wrenches New Visual, Sales Active Dis- 


play! A high-powered salesman that’s working for you every min- Orde 
ute. All the wrenches you need for quick turnover. No wrenches of T 
hidden away. Customer SEES the tools, is REMINDED of his wish This 
to purchase. Board is of permanent plywood finished in 4 colors. 
Requires little space. Has easel for standing — drilled holes for 
hanging. Board is free — you pay only for 6 carefully selected 


tools, retail value $12.45. 


One No. 7 (7"' Standard) 
One No. 7C (7"" New Model 
without Cutter) 

One No. 7W (7'' New Model 
with Cutter) 


One No. 10 (10'* Standard) 
One No. 10C (10° New Model 
without Cutter) 

One No. 10W (10'* New Model 
with Cutter) 


New Involute Jaw Curve holds all shapes — nuts, rounds, irregu- 
lar shapes, with unbelievable ease. Knurled Jaw Tips prevent slip- 
ping. Has Thin Nose Super Wire-Cutter. Fine alloy steels. Spe 
cially hardened. Nickel plated finish. 


See your jobber for VISE-GRIP Wrenches and Free Display-Board 
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Introductory 
Assortment 


Order Our Special Assortment Package Consisting 
of Three Cans Each of Our Eight Popular Colors. 
This Deal Gives You a Splendid Opening Selection. 


PLUS 


Handsome 
Counter 
Cards 
and 
Window 
Streamers 


That Will Call 
Attention To These 
Fine Spray Enamels. 
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Here is one of the big reasons that QUIK-SPRAY 
works perfectly all the time! This patented, ex- 
clusive, rubber spray nozzle sprays a perfect, even 
mist just by pressing it. It can never become stop- 
ped up because all you have to do is remove the 
entire rubber end, knead it by rolling with your 


fingers and then replace it in position. Patented 
inner design allows for free, even flow of spray. A\, 












Not just a quality enamel in a spray-type can... but a NEW idea in 
a spray nozzle! This NEW principle overcomes all the problems that 
existed until now with other sprays ... and it is completely foolproof! 
Just count the advantages of QUIK-SPRAY 

e Easier to handle because the can is gripped in any position that 
tilts the can BEYOND the horizontal position ... the normal way 
to hold the can! 

e@ Patented rubber-like nozzle is easy to clean ... will never be 
clogged up... spreads an even spray. 

@ Stands upright on the dealers’ shelves ... will not deteriorate... 
requires no special handling. 

@ “Good to the last drop’”’. .. no waste in the NEW can! 


THESE COLORS: 


Finest § 79 White, Black, Chinese Red, Bright $ &9 
Quality Green, Lemon Yellow, Royal Blue 


Aluminum RETAIL and Gold Leaf, RETAIL 


SHEFFIELD BRONZE PAINT CORP. | 


CLEVELAND 19, OHIO 
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SELL AMERICA’S 


Complete LINE 


Watch your water system sales ‘come to 
life’ when you start handling DEMPSTER 
Water Supply Equipment. 





There is a huge rural and suburban de- 
mand for running water. By selling a com- 
plete line, and the kind of service that goes 
with it, you can be the dealer that taps this 
rich, ready made market. 


Get started right now. Team up with 
DEMPSTER, the name that has meant de- 
pendability to farmers for over 70 years. 








BEATRICE 


DNT-1-49 


_ DEMPSTER MILL MFG. CO. 


NEBRASKA 


















Shallow and Deep Well Recip- 
rocating Pumps ® Shallow and 
Deep Well Ejector Type Pumps 
© Steel Tanks © Windmills ® 
Irrigation Equipment ® Dis- 
tributors of Pipe, Fittings, and 
Plumbing Supplies 





























——— _4 





JACKMANCO- BARROWS for 
garden, green house and lawn 
are customer satisfiers. Made 
of selected materials to elimi- 
nate warping and shrinkage. 
Wood enameled in bright red. 
Choice of wheels — pneumatic, 
semi-pneumatic or steel. 





JACKMANCO LAWN ROLLERS are long time 
servants. Drums of high strength steel, electric- 


ally welded. Rounded edges avoid cutting sod. 
1” removable non-rust brass plugs. Adjustable 
scrapers. Plain or roller bearings. Green en- 
ameled drum, red enameled handles. Six num- 


bers to choose from. 


Superior 
Products 
Since 1876 
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JACKSON MANUFACTURING CO. 


HARRISBURG ¢ PENNSYLVANIA 
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LIGHTWEIGHT . .. RUGGED... COMPACT... THE PERFECT MOWER 
FOR THE AVERAGE-SIZE LAWN... DESIGNED FOR 
MR. SUBURBANITE AT A PRICE HE CAN AFFORD TO PAY! 


This Suburbanite is the power mower you .. . and most of your 
















customers have waited for. It’s made for the man with average 





needs .. . the man who wants an easy-to-operate, thoroughly de- 
pendable, precision-built power mower. It’s made for the millions 
who have demanded a power mower for their modest needs . . . 


| 
| 
{| 


at a modest price. You'll satisfy this tremendous demand . 
proudly offer the new Suburbanite at a sales-clinching low price 


MADE FOR rf; 


that means volume sales . . . at full profit. 


LIST PRICE 


$79 


F.O.B. FACTORY 


| BY THE 
MAKERS. OF 
RUGG-ED 

HAND MOWERS 








Here are time-saving, work- 
saving features...that make 
quick, easy sales for you... 
at a low money-saving price. 
It’s the light, easily maneu- 
verable Suburbanite power 
mower ... built for the mass 
market... for your customers, 
at a price they want to pay. 











OCEAN BRAND MANILA ) 
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THE E. T. RUGG COMPANY NEWARK, OHIO 
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ADDITIONAL SELLING AIDS FOR WISS DEALERS 


HP-1 AND HP-2 COUNTER DISPLAYS. HP-1 contains 3 pairs 
of WISS Hy-Power #908 pruners. HP-2 contains #906B pruners. 
These easy cutting, long lasting pruning shears are amorg the 
best selling pruners made. The small size of the display unit 
permits you to display them in several places in your store. 


GT-100 DISPLAY KIT. Illustrated in full color in the Saturday 
Evening Post advertisement. Garden shears assortment in box 
with transparent ‘window.’ It contains one pair each of hedge 
shears, grass shears, pruning shears, garden gloves and pruning 
guide booklet. A complete assortment for the enthusiastic gar- 


dener as well as an effective display unit for counter or window. 


ALSO— 

WINDOW STREAMERS! 
PRICE CARDS! 
COUNTER CARD! 


CIRCULARS! 
WALL POSTER! 
PRUNING GUIDE BOOKLET! 


NOTE: Send for the new 1950 WISS Catalog, which describes and 
illustrates the complete WISS garden shears line, and is packed full 
of helpful selling information. 


WISS garden shears—the most complete, highest quality 
and best known line in the world—will be aggressively 
merchandised in 1950. Alert WISS dealers can double 
their volume of garden shears sales by tieing-in with every 
phase of the plan—the biggest and most comprehensive 
advertising and merchandising campaign ever launched 
for garden shears. 


SPEAR-HEAD OF THE PROMOTION... 
FREE TO WISS DEALERS 


GT-50 DISPLAY. The best display ever developed for 
hedge and grass shears. It is modern, attractive, and re- 
quires little space. Makes a dramatic presentation of 
WISS garden shears, in such a way that customers can 
easily pick them up for examination. Every dealer should 
have this display, because it is prominently featured in 
the WISS national advertising! 


FULL-PAGE, FULL-COLOR ADVERTISING 
This advertisement will appear in the Saturday Evening 
Post in April. It will be seen by 9,618,956 readers. This 
advertisement guarantees extra volume and profit for the 
dealer who features WISS garden shears. 


Laas 
Wioo 
yy 20 buy W 





Reproduction of 4 color Saturday Evening Post advertisement. 
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WISS HY-POWER PRUNERS 

#908 8” #906B 6” 

eee Let your customer test these extra 
sturdy easy cutting pruners preferred 
by home and professional gardeners. 
WISS Anvil-type blade operates in- 

ed for stantly, with less effort, leaving a clean 

ind re- “unchewed” cut. #908 8’ —$2.50. 

. #906B 6 —$1.95 (for small hands). 

ion of 

rs can 

should 

red in 


#700 
WISS-CLIPPER GRASS SHEARS 


ING | 


ENGLISH PATTERN 
HEDGE SHEARS FITTED 
WITH RUBBER SHOCK ABSORBER 


These beautifully balanced hedge shears are 
considered by many users to be the finest 
made. Drop forged, tapered, polished blades 
cut with maximum ease and 
smoothness, and make hedge 
clipping fun instead of drudg- 
ery. #812E, 812" blade, $4.75. 
#91 E, 9¥2"' blade, $5.00. 


“ 





= Vertical action handles make these aia ean we 
vening shears the easiest grass shears to use. “ ; 
s. This Perfect adjustment, positive action, 
full length cutting, rust resistant, 
for the plated blades. $1.75. #801, not illus- 
trated, $1.40. 
AMERICAN CUTLER PATTERN 
, HEDGE SHEARS 
Superb example of American cutlery crafts- 
manship, with new comfortable handles set 
close together for maximum ease of" use. 
Drop-forged, hardened, tempered, tapered, 
concave blades. One knife-edge blade for 
superior cutting, other blade serrated to pre 
vent slipping. Extra light weight, perfectly 
#5600 balanced, #8-A, 8” blade, $3.75. 
FORGED GRASS SHEARS 
, NEW WISS 
Z As accurately and carefully adjusted #900 LONG-HANDLE GRASS SHEARS 
as the finest cloth cutting shears, but 
made to cut the toughest grass. They User can trim grass standing up, eliminating 
are full drop-forged of finest cutlery backaches and sore knees. Single wheel for 
steel. Blades are hardened, tempered better use in “tight’’ spots. Extremely light, 
and tapered to a point. Narrow sturdy, simplified construction. Positive ac 
blades make for greatest accessibility tion and clean cutting guaranteed with these 
in confined areas. The professionals new WISS-designed long handle grass shears 
choice. $2.25. $3.25. 
NOTE: Prices are slightly higher in Denver and West. y Wf 


STOCK UP NOW... DISPLAY, RECOMMEND 
AND PROFIT WITH WISS TOOLS! 


~NEe 5. WISS & SONS CO., NEWARK 7, N. J. 
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Quality for more than a Century — 








The Biggest Names in 


America’s Magazines- 








RESALE 


> APPROX. 10% 


COST 


You 


27 PRU 

4 PRU 
2 TREE 
| 14 GRA 
10 HED¢ 
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i MOP WRINGER PAIL 
~~ the Biggest Item of Its Kind in the World! 


Nationally Advertised 
in Magazines SS 
' Regularly Read by Over S 
22 Million People 
MAN 


SCHLUETER MFG. CO. + ST. LOUIS ates I 
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MAKE YOUR STORE GARDEN TOOL HEADQUARTERS 


i 5 7 Complete, perfectly balanced, ready-to-sell Assortment of popular 
| items that move fast. Included FREE, beautiful 8-color center dis- 
BES T S i I L é R 7 j play, four individual displays, and other selling material. When 

. set up as illustrated, it is a Pruner and Garden Shear Department! 


RESALE VALUE $119.55 Display and stock can also be used as separate units. 


APPROX. 10% HIGHER DENVER & WEST. 


' COST TO DEALER 76.37 Order from your jobber by number: PHG 4950 


You Make $43.18! 


27 PRUNING SHEARS 

4 PRUNERS Long Handled “ 
| 2 TREE PRUNERS nt Complete 8-Color 
| 14 GRASS SHEARS 

10 HEDGE SHEARS 


+ Detailed listing by Catalog Numbers 
and descriptions on request. 





20 PRUNING 
HANDBOOKS 
Worth $5 
INCLUDED 


FREE 





SINCE 1850 
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T’s EO , 
R AGAIN! |" 


WwiTH THE BIGGEST MASS apvertisiNG CAMPAIGN sptontors 


Reo’s 19. 


IN POWER MOWER HISTORY...ASSURING EVEN BIGGER hen the bi 
SALES AND PROFITS FOR REO DEALERS EVERYWHERE _ ~ 





A New Series of Reo’s 


famous big Color Ads in... 


26,000,000 readers 
12,000,000 readers 

5,000,000 readers 
12,000,000 readers 


21 ,000,000 readers 





] 


MILLION 
READERS 


tores by en 
’strue whe 


REO Ni 
















erybody kne 
ks, transit cc 
ales for you— 
ears ahead. 


REO MI 


complete tie 
Reo’s intens 


[> SSS 





Enter me nn Mem OD. 


SALES BOO 
ows all Reo mod 
tts. Tells how t 
Reo power 
iness. 


ij 
iy 
fis 


fi 
ti 
fir 


f 


if 


? 


ENVELOPE STUF 
ers and stuffers 
prospect list. 





PN dsc cixces's's Beacon Journal 
eee Post 
Bridgeport. ....... : Post 
eT eee Sun-Times 
Denver. ...Rocky Mountain News 
Detroit seieeia Free Press 
DOs b.6.2.4-s0uces has Times 
Erie elenaeed ; Dispatch 
WE. WaAgae. 2.006 Journal-Gazette 
Harrisburg, Pa....... News Patriot 
PN ava dan ele Post 
Indianapolis..............Times 


Youngstown 


parade” ads concentrate in these markets 


Jacksonville, Florida . .Times-Union 
Jamaica, N.Y 
Madison 
Newark 
New Bedford 
Portland, Me. 


St. Paul 


Salt 


Lake City 


Syracuse 


Washington, D.C........ 
WO ob cicniewmeren 


Vindicator 


L. |. Press 


..Wis. State Journal 


Star Ledger 


..-Standard Times 


Telegram 


ion ennke Pioneer Press 
nen Tribune 
Scranton, Pa.........Scrantonian 


. .Herald-American 


Post 
| 





“This Week’’ 
ads concentrate in these markets 





Aclanta - Journal Miami Daily New 

Baltimore — —S Milwaukee Jourm 

Birmingham . .News & Age-Herald Minneapolis Tribun 

Boston . .Herald New Orleans Times Picayuo @ 

Chicago ....Daily News New York Herald Tribune 

Cincinnati Le Philadelphia . .Bullew 

Cleveland ‘ Plain Dealer Pittsburgh Pres 

Dallas ..News Portland, Ore. Journ REO ROYAI 
Des Moines ..... Register Providence Sunday Journ ode bos eit 
re News Rochester . .Democrat & Chronict ai 4 
Indianapolis Star St. Louis Globe-Democ 

Los Angeles eee . Times San Francisco Chronic 

Memphis... . .Commercial Appeal Spokane Spokesman-Revet "Pn Delivery Char 


Washington, D.C... . Star 





Reo 





yyrs RE O acai! 


o dealers remember the sensational success Bigger production, bigger line, bigger value, 
Reo’s 1949 advertising and sales program, 


yhen the biggest power mower production in 


bigger market, bigger advertising coverage, 
bigger sales for you, everything’s bigger about 
istory was completely bought out of dealer’s Reo, to assure you the biggest Power Mower 


ores by enthusiastic customers. So you know sales volume ever. Be sure you get your share by 





’strue when we say: It’s Reo again—in 1950. ordering out your stock from your jobber, now. 


REO NAME... 
















erybody knows Reo—famous for 46 years on cars, 
ks, transit coaches, school buses. It means easier, faster 
ales for you—and assurance of parts and service in the 
ears ahead. 


REO MERCHANDISING PACKAGE 


complete tie-in program to enable you to capitalize 
Reo’s intensive advertising campaign. 







NEWSPAPER MATS 
For local use to tell 
your neighbors where 
they can buy their Reo 
—from you. 











SALES BOOK 
pws all Reo models and 


THE REO MARKET... 


At these new prices, everyone with grass to cut can afford 
a Reo. Dealers say 90% of the market has yet to buy 
a power mower. You can get this business with Reo. 


PROFITS PROTECTED 


Reo prices are fair traded, and guaranteed against 
decline thru June 1, 1950. 


REO COAST-TO-COAST SERVICE 


A continually expanding service organization assures 
your customers of prompt attention when they need it. 


CLASSIFIED "PHONE DIRECTORY LISTINGS 


Reo national ads tell readers to look for dealers’ names 
in the classified ‘phone directory. Be sure you are listed. 


on ™ Tells how to build Call your ‘phone company for details. 
ne Reo power mower 









$s. 







ENVELOPE STUFFERS 
s and stuffers to mail 
Prospect list. 


POSTERS 
For your store win- 
dows. Brings prospects 
in to buy. 





's 


Daily New 
Journ 


Tribune - he 
nes Picayunt ay" og Gene 
tald Tribune 

. . Bullews 
Pres REO NOISELESS 
HAND MOWER 

Jounal Ma sca te REO DE LUXE WING UNITS SNOW PLOW ATTACHMENT weet thee 
ee cre Ree begins ay Se TRIMALAWN Double the capacity Makes the De Luxe Trimalawn Precision Built. 
& Chronick - $99.95" 25° Cut, 1¥%e hp, 4-cycle of the De Luxe Trimalawn an all year ‘round machine $29.95" 
e- Democni! Reo Engine. $174.95" 


Chronic 
man-Revie# 


"Pha Delivery Charges 


Reo Mofors, Inc., 


Call Your Jobber 


Reo mowers are sold only thru leading jobbers, with well 
stocked warehouses near you ready to fill your orders 
immediately. Call your jobber now. 






RIDING TRAILER 


For Trimclaown— extra 









REO TOWN HOUSE 





LANSING 20, MICH. LAWN MOWER DIVISION, 























AL ‘FAST 
TURNOVER" 











wean) 


KEY KIT 


FOR HEX SOCKET SCREWS 


\ 











LEN "WITH A 
TIDY PROFIT” 





A dozen 7-size hex-key assortments, enabling 
the buyer to fit any hex socket set screw from 
No. 8 to 4%" or any socket head cap screw 
from No. 3 to 5%". Displayed to catch the 
eye. Priced to sell on sight at 75 cents. 


Dealer’s price $6.03 complete as illustrated. 
List price $9.00. Dealer’s Profit $2.97. Buy from 
your Allen Hardware Jobber. For further details 
on this and other = 
key and screw ty 
merchandisers, 
write directly to 
the factory. 






Hartford 2, Connecticut, U.S.A. 
NEW YORK, CLEVELAND, DETROIT, CHICAGO, LOS ANGELES 
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LIVE WIRES 


to keep your counters busy 


this spring 


1 
JUD) , bright wire goods 


in bulk...in bundles 





Come Spring, out come the screen doors 
and window screens...dozens of other 
household chores that require bright wire 
goods. So there's sure to be lots of demand 
for Judd's screw eyes, gate hooks and eyes, 
and screw hooks with their new bright zinc 
finish to catch more customers’ attention. 
Now's the time to stock up —in quantity. 


snakes hardware fr housewt0ves 


HLA] || |}COMPANY, WALLINGFORD, CONN 


87 Chambers Hl, New York 7, NY. 
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im SALES APPEAL 
CRAFTSMANSHIP 
PROFIT PLUS 





... that every sales-minded dealer wants! 


Heller hammers have everything: Finish and “feel” 
that sell fast! Unexcelled quality that helps promote 
your business! And an attractive profit for you, 
of course. 


OCTAGON PATTERN NAIL HAMMER, No. 530 


Alloy steel, fully polished 

Weight, 16 oz., clearly stamped on head 

Drop forged, tempered and correctly balanced 
Nail slot ground to chisel edge 

Clear lacquered, selected white hickory handle 
Semi-octagon, with rounded grip for comfort 


MACHINISTS’ BALL PEIN HAMMER, No. 802 


Highly polished and baked enamel finish 
Weight, clearly stamped on head 

Drop forged, tempered and correctly balanced 
Beveled edge on face prevents chipping, sprawling 
Clear lacquered, selected white hickory handle 

In sizes from 2 oz. to 3 lbs, 


Heller Hammers are packed '/, dozen in sturdy boxes 
with attractive end-labels for easy indentification! 


CONTACT YouR JOBBER for our FULL LINE of Carpenters’, 
Machinists’, Tinners’, Upholsterers’, Bricklayers’, Tileset- 
ters’, Blacksmiths’ and Farriers’ hammers. Also Brick- 
layers’ and Plasterers’ Trowels; multi-blade scrapers 
chisels, punches, Masterenches, files, rasps and other 


2g aigeetE nts 


€ quality tools. 
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@ No. 530, 16 oz., 
\ Heller Nail Hammer 


~ \ No. 802, 16 0z.,> 
4 Heller Ball Pein Hammer 


HELLE 


BROTHERS COMPANY 





Newark 4, N. J. Newcomerstown, O. 
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PYREX HAS NEWS 


This Big Triple-Decker Pyrex Promotion 





1. There are $$$ for 





you in this new 
“CERTIFIED 
PROFIT” display 


plan! 
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This “Certified Profit’’ Display is a proved business builder. 3 
It has been sales tested. ; 43 | 44 | 45 | 46 | 
“As a result of the mass Pyrex Ware display in my store I ” 2 Is 
have increased my Pyrex Ware business 21% in the past 30 
days,” says Chas. A. Righter of Righter’s Hardware & Supply a7 
Co., Dorchester, Mass. 31 | 32 34 | 35 | 36 mm 
So study it! Set up a similar display in your store. You'll 
sell more Pyrex Ware. You'll make more profit! 
15 | 16 18 19 
HERE’S THE COUNTER STOCK 7 
Total Retail Value $145.80 ——$19'_—_ > 
Total Cost. . . .« « « 87.48 
GROSS PROFIT ... 4 58.32 
No. 
Position Pieces Item 18— 2 512 Covered Dishes 36— 1 95 Bowl Set 
= 10 462 Custard Cups 19— 20 Misc. Parts 37— 1 658 Nursing Bottle Set 
2-- 10 463 Custard Cups 20— 8 809 Tumblers 38— 1 145 Homemaker Set 
3— 8 464 Deep Pie Dishes 21— 8 899 Tumblers 39— 1 658 Nursing Bottle Set 
4— 8 465 Deep Pie Dishes 22— Tumbler Display 40— 1 525-1 Casserole 
5— 8 58N Nursing Bottles 23— 16 812 Tumblers 41— 7 410 Ramekins 
6— 6 54N Nursing Bottles 24— 24 805 Tumblers 42— 2 430 Hostess Sets 
T— 4 508 Cup Measures 25— 1 400 Bowl Set 43— a 4 sizes Utility Casseroles 
%— 4 516 Pint Measures 26— 1 404-1 Red Bowl 44— 1 556 Measure Set 
o— 1 532 Quart Measures 27— 1 404-2 Yellow Bowl 45— 4 4 sizes Knob Casseroles 
10— 5 596 Funnels 28— 1 500 Oven Refrigerator Set 46— 1 Gift Set 
11— 8 229 Pie Plates 29— 2 233 Utility Dishes 47— 1 825 Platter Set 
12— 8 228 Pie Plates 30— 4 232 Utility Dishes 48— 1 295 Gift Set 
13— 10 = 210 Pie Plates 31— 4 231 Utility Dishes 49— 1 145 Gift Set 
i4— 8 209 Pie Plates 32— 6 214 Loaf Pans 50— 1 3 sizes Percolators 
15— 9 208 Pie Plates 33— 5 212 Loaf Pans s1— 1 8126 Teapots 
16— 16 206 Pie Plates 34— 4 222 Cake Dishes 52— 1 6763 Double Boilers 
17— 5 510 Covered Dishes 35— 5 221 Cake Dishes 53— 3 3 sizes Saucepans 
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\ 3. You geta 

; chance to win 

> VALUABLE PRIZE 
MONEY, too!! 

5 For Extra Profits—Do It Now 


s#) FOR YOU! 


Starts January!! 











2. It’s for you! 
A PYREX 
DOUBLE 
BOILER!! 





1. Place your order with your regular Pyrex Ware Dis- 
tributor. 2. Build your Display. 3. Get your Double Boiler 


now. 4, Enter Pyrex Prize Contest! 


“Corning,"’ ‘‘Pyrex,’’ and ‘‘Double-Tough”’ are trade-marks 
in the U. S. of Corning Glass Works, Corning, N. Y. 








tt 


You get this Pyrex Flameware Double Boiler as a bonus 
with an order of 10 or more cases of PYREX WARE when 
you agree to set up the “Certified Profit’ Display described 
on the opposite page. 

Keep in mind that this PYREX Flameware Double Boiler 
brings you $3.45 over the counter!! 


You may win one of 44 cash prizes ranging from $10 to 
$250. 

This is all you do: 1. Have your regular Pyrex Ware Dis- 
tributor enter an order for 10 or more cases on the Special 
Order form. 2. Set up a Pyrex “Certified Profit” Display in 
your store. 3. Write 50 words or less on “How the Pyrex 
‘Certified Profit’ Display Plan made money for me.”” That’s 
all there is to it! 


PYREX 


LL tla Fyne, bre 
Ue 2a 
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17 STYLES OF 
BATHROOM 
CABINETS 


Our line of 17 styles of bathroom cabi- 
nets gives you such a wide range of 
choice in both design and price that 
you are sure to find in it just the style 
of cabinet you are looking for at the 
price you want to pay. 


Send for our catalog showing both re- 
cess type and wall-surface, hanging 
cabinets — some plain, some ornate — 
some with stainless steel rim, some 
without. Fluorescent lighted or not— 
just as you wish. 


laste 17 Models 
FOR @ Write for descriptive 
LITERATURE literature on our complete 


line of bathroom cabinets. 


Ideal 


Cabinet Corporation 


Division of Deslauriers 
Column Mould Co., Inc. 


DETROIT 4, MICH. 


7722 JOY ROAD 


















new 


THE FAMOUS CAN-0-MAT LINE NOW ADDS 


CAN-O-MAT Jr. 
i 4 ta 


BSE Rte OST GO Rte IR AEM od 














(an-O Meal Ve 





With Removable Cutter...Cleans easily... 
No levers...No oiling... Fully enclosed 

Other Can-O-Mats $4.98 
with magnet $5.98 


All Chrome $6.95 





—gatt 


¢ro™ \ 
——_ 


Sturdy Attractive ¢ Sets 
up quickly ¢ Base 9"x7’, 
Height 10%”. This work- 
ing DEMONSTRATOR 
clinches more sales! 








See our ads—Satur- 
day Evening Post 
..-Ladies Home 
Journal ...Good 
Housekeeping. Tie 
in NOW ... these 
ADS have LOCAL 
influence, reaching 
YOUR customers! 





SEE RIVAL’S 1950 LINE AT HOUSEWARES SHOW ® CHICAGO c 
ORDER EROM ¥ 
Kansas City, Mo toa | 
Juice-O-Mat Steam-O-Matic 
AMERICA’S MOST COMPLETE CAN OPENER LINE 


_— 


MANUFACTURING CO 
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Real When you as an appliance dealer arrive at the 
-~— end of 1950 what kind of a story will it be? 

pace What kind of a ride has it been -- appliance- 

aver wise? Profitable or unprofitable? 


Dominion invites you to get aboard the profit 
making line -- the one that reaches the mass 
markets. Quality appliances at attractive 
prices are producing real dollar volume for 
Dominion dealers. 


New plans -- new promotions for 1950 will make 
AIGN the Dominion dealership even more valuable. 


Feel free to write for more information. 


Available through reputable 








“/ ~ a ; distributors across the nation 
ing. Tie " fe oe SEE THI < py 
oie ~.. Bee es bh cary ok 
eoening = %, = A N 220 . 222 
stomers: = 7 a 

; ATIONAL HOUSEWARES siedw’: 
CAGO 


Pi 3S yaw 19-26 


#5 i, es 


CORPORATION - MANSFIELD, OHIO 
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1950 HURRICANE POWER LAWNMOWER 


LOW PRICE 














SELLING FEATURES 


















Get Ready NOW For Spring 


— With HURRICANE 


Brand new, selling at an amazingly low price 
: for a big deluxe mower, this fast-moving 1950 
HURRICANE leads the power mower field with 

unsurpassed quality and value. Priced to 
meet the popular demand for an inexpen- 

\ sive but carefully engineered power mower, 

HURRICANE handles even the most difficult 

y mowing jobs with top-notch efficiency . . . 

' It glides effortlessly across established lawns, 

giving them that good-looking, professionally- 

kept appearance. 


If you want big, profitable power mower sales 
during the busy season ahead, mail 
the coupon below today! You'll 
receive full information about 
the new low-priced HURRICANE 
by return mail. No obligation, 

of course. 


ATTENTION JOBBERS: 


Several fine territories 
are still open. 
Contact NATION- 
AL METAL PROD- 
UCTS CO. imme- 
diately! 


== == MAIL THIS COUPON TODAY = 


= 

h 

' NATIONAL METAL PRODUCTS CO., INC. ‘ 
HB Dept. £-2, 2722 Cherry Street i 
§ Kansas City 8, Mo. 4 
Eves, | want to make money selling the HURRICANE line. Send me 
y illustrated folder showing all the sure-sale Hurricane features, i 
x and give me the names of Hurricane jobbers in my locality i 
i Name ee ee er ee ee . = 4 
i i 
i Street Address f 
i City Zone State « 


ee 
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PLYMOUTH 
FEATHERWEIGHT ly lide 
GARDEN HOSE 


SO GOOD IT’S GUARANTEED FOR 10 YEARS 


FEATHERWEDERT 


GARDEN HOSE & 





® Tough, durable plastic — outlasts rubber. 
@ Featherweight — a child can lift it. 




















@ Resists extreme hot and cold temperatures. MAN 

@ Resists scuffing, peeling, grease, oil, etc. 
@ Strong non-rust 2-way Perma-grip couplings. Albany, 
© Withstands 8 times city water pressure. Atlanta, 
@ In 25-ft. and 50-ft. lengths. ew 
The Plastic Garden Hose of Outstanding Quality | Baltimo 
Guarantees Greater Sales and Profits desis 
Distributed by Better Wholesalers dines 

PLYMOUTH RUBBER COMPANY, INC. es 

CANTON, MASS. Cincinn. 


Alse Manutacturars of SLIPKNOT, the World's Largest Selling Friction Tope 





i 
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reorits GROW FASTEK 


with Vertagreen 


America’s Fastest Growing Plant Food 


Backed by the Armour name and nationwide acceptance of Ar- 
mour quality products, Vertagreen has built record sales for 
dealers everywhere. Vertagreen advertising and promotion have 
built new plant food customers—new dealer volume. 





Greatest Ad Campaign in Vertagreen’s History 
Breaks Soon! 


MANUFACTURING PLANTS LOCATED AT: 


Albany, Ga. Columbia, S. C. Montgomery, Ala. 
Atlanta, Ga. Columbus, Ga. Nashville, Tenn. 
Augusta, Gs. Dallas, Tex. New Orleans, La. 
Baltimore, Md. East St. Louis, Ill. Norfolk, Va. 
Greensboro, N. C. Searsport, Maine 
Carteret, N. J. Houston, Tex. Sandusky, Ohio 
Chicago Heights, Ill. Jacksonville, Fla. Wilmington, N. C. 
Cincinnati, Ohio Jeffersonville, Ind. Winona, Minn. 
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Yes, Vertagreen again expands its ad- 
vertising program to help you move 
an even larger volume of plant food at 
a better profit. More full-color ads will 
appear this spring in leading garden- 
ing magazines. More ads in Sunday 
papers than ever before. Tie-in ma- 
terials—attractive displays, streamers, 
instructional folders, postal cards, 
mats — are yours for the asking. But 
make sure you have Vertagreen in 
stock, for customers will call for it. 
Order right away, or mail the coupon 
if you want more information on Ver- 
tagreen’s profit possibilities. Don’t de- 
lay — act today! 


Mail the Coupon! 


“PARRA ARRARARRABRASRSRSSRRRBRRSRSRSRSSRSE SESE SE SESE SEE EET 


ARMOUR FERTILIZER WORKS 


P. O. 


Box 1685, Atlanta 1, Ga. 


Vertagreen Dept. HA 


Please send me further information about Vertagreen. 














lama distributor retailer. 
(check one—no obligation) 

Name 

Firm 

Address 

City State — 





= 
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as 
TRADITIONALLY 


AMERICAN 


as the 


BALD EAGLE 


This lock set prac- 
| tically settled American frontiers 
| and is still doing yeoman service 
in a thousand and one ways and 

places. From Canada to Texas 

it is the answer to inexpensive, 
adequate, and easily installed 

locks. For over 71 years it has 

} been the best 








——- 





* PROMPT SHIPMENT 
* RIGID INSPECTION 
* HIGHEST QUALITY PARTS 
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* FOR 71 YEARS THE BEST MADE 







because of its high-quality iron 
casting which resists rust far bet- 
ter than steel. The ground-finish- 
ed bolts and latches; the snappy 
long-wearing action of doubly- 
inspected parts make it the old 
American standby in Skillman’s 
long line of readily available, 
reasonably priced hardware. 


SKILLMAN HDW. MFG™Co. 
e U.S.A. 


TRENTON-4 ° N. J. 
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CHICAGO 


SCREW COMPANY 


GTON BLVD., BELLWOOD, 1 


2701 WASHIN 1872 


Established 





CHICAGO “SAFETY PLUS’’ PRODUCTS INCLUDE: 


Socket Head Cap Screws « Socket Set Screws * Stripper 
Bolts or Shoulder Screws * Square Head Dog Point Set 
Screws * Socket Pipe Plugs * Keys for “SAFETY PLUS” 
Socket Products * Hexagon Head Cap Screws, Steel and 
Brass + Square Head Cup Point Set Screws * Headless 
Set Screws * Fillister Head Cap Screws * Fiat Head Cap 
Screws * Taper Pins * Milled Studs * Semi-Finished 
Hexagon Nuts, Steel and Brass * Semi-Finished Hexagon 
Costellated Nuts. 
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S” Replaceme 
Needs: 





ae Chicago “Safety Plus” Hexagon Head 


yx Cap Screws are precision manufactured 
for perfect fit at every replacement appli- 
cation. Hex heads are clean and abso- 
lutely uniform .*. . points are true and 
flat . . . bodies are accurately sized . . 
threads are pressure-formed to exacting 
tolerances. 


Contributing to the signal quality that 
makes Chicago “Safety Plus” products 
outstanding are a new plant with in- 
creased manufacturing facilities and im- 
proved production methods . . . plus the 
experience gained in over 76 years of 
continuous operation. 


With increased inventories of sturdily 
packaged, clearly labeled screws, you'll 
find greater profit in stocking and selling 
Chicago “Safety Plus” products. For 
service—for quality—for protection— 
sell the line for replacement that is used 
in original assembly in all fields of 
manufacture. 
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EARN NEW PROFITS FROM “WASTE” SPACE 













ere's an over-the-counter, “Packaged Lighting” Depart- 
ent that puts you into the profitable Replacement Fixture 
ysiness .. . overnight! A sparkling Moe Light Display in 
our store, pays-off right from the start in new sales—rapid turnover 
store traffic. Put your ceiling and walls (Waste Space) to work 
ot you right now. Display units are extremely easy to put up— 
erything necessary to install and mount fixtures is included in 
e package. Don’t miss it! With these powerful Full-Page 4-color 
idvertising campaign-starters in SATURDAY EVENING POST 

nd HOUSE BEAUTIFUL, Moe Light is opening up the biggest 

| ntapped profit-market in America today. Don’t miss it! 


MOE LIGHT CEILING “DISPLAY’’ M-5020 
YOU GET—Beautiful 6’x 4’ ceiling display ready for installation, plus—66 


—, individually packaged MOE Light fixtures. 
YOU PAY—Only the special dealer price for the 66 fixtures—$178.00.* 
Freight Prepaid. The ceiling unit is yours without extra charge. 


MOE LIGHT WALL PANEL M-5021 
YOU GET—Beautiful 4’x 3’ wall display ready for installation, plus—40 
1.20 | individually packaged MOE Light fixtures. 

. | YOU PAY—Only the special dealer price for the 40 fixtures—$108.00.* 
Freight Prepaid. The wall unit is yours without extra charge. 


MOE LIGHT COUNTER DISPLAY M-5024 

YOU GET—Beautiful 3-sided column counter stand, plus—30 individu- 
ally packaged MOE Light fixtures. 

» Rockies YOU PAY—Only the special dealer price for the 30 fixtures—$66.00.* 
Freight Prepaid. The counter stand is yours without extra charge. 


MOE LIGHT CENTER FLOOR DISPLAY M-5022 

YOU GET—Beautiful 8’ chrome stand combining the wall and ceil- 
ing units, plus—260 individually packaged MOE Light fixtures. 
YOU PAY—Only the special dealer price for the 260 fixtures— 
$633.00.* Freight Prepaid. The Moe Light Center is yours with- 
out extra charge. 


NOTE—These ruggedly-built displays include full-color Moe Light 
| Catalogs, price lists and a generous supply of dealer sales-helps. 





*Prices slightly higher west of the Rockies. 





ee TXT 
MOE LIGHT, INC., FORT ATKINSON, WISCONSIN 


O. K.... 1 know a good deal when | see one! Send that full-color cata- 
log and complete details on the MOE LIGHT PACKAGED" DEPARTMENTS. 

















x 0,000 wired homes in America. It's new business, 


NAME 
} customers, new profits. Call your nearest MOE Light 
Mlesaler and send right now for the new MOE LIGHT TITLE 
CATALOG and complete details on MOE LIGHT snmeunan 
GED LIGHTING” DEPARTMENTS. 
FE _, ADDRESS 
E LIGHT, INC. FORT ATKINSON, WISCONSIN = ony gene 


formerly Moe Brothers Manufacturing Company 
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MAKE XMas PROFITS 


> A YEAR 


with this Permanent Taylor Merchandiser 











My Ma 


Co 


cf 
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This horizontal model is adaptable for wall hanging or for mounting on fixtures, counters, or 
tables; vertical model is ideal for pillars and hard-to-use corners. 
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RIDGEMONT BAROGUIDE* COMBINATION Complete new 
“weather bureau” designed by Walter Dorwin Teague. 
Combination barometer, thermometer and humidity 
guide that enables your customers to predict local rain, 
cold snaps, high winds with real confidence. Clear, trans- 
parent frame with gold bronze trim and dial in har- 
monizing gold and ivory, 10% x 4%”. No. 2590, mm 
retails for $21. 


Registered trade mark, 






SEE YOU IN 
TAYLOR BOOTHS 
165-167 
AT THE HOUSEWARES 
SHOW! 
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E’VE never seen a permanent merchandiser 

make so much money so fast for dealers! 
Reports of 50 to 100% sales increase are coming in 
to us from more than 800 dealers who are already 
using it. 16” wide by 50” long (horizontal shown, 
vertical also available), it puts the popular and profit- 
able Taylor line up where it can be seen — then sells 
it on sight. January, February and March are the best 
months for selling Taylor outdoor and cooking ther- 
mometers—so the time to get this Taylor Permanent 
Merchandiser up in your store is right now! 
Green background with blondwood trim attractively 
displays full line of Taylor cooking thermometers, 
plus the most popular window, wall and desk ther- 
mometers and Humidiguide. Write today for details! 
Taylor Instrument Companies, Rochester, N. Y., and 
Toronto, Canada. 


j ‘Taylor Instruments 


ACCURACY FIRST 





~\ 











IN HOME AND INDUSTRY 
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Fly Fishing 
Rods $6.50 


Bait-Casting 
$2 to $20. ] 
Salt-water, 
to $27.50. ] 


Big Game F 
$125. Rods 


Write to De; 


AN 
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The leader always gives you more 


AT LAST... AN AUTOMATIC 
FLY REEL THAT’S RIGHT! 


IT’S THE NEW OCEAN CITY “90” 


Ocean City proudly introduces its first automatic fly reel, the 
“90,” result of many years research and experiment by Ocean 
City engineers and fishing experts. It gives the fly fisherman 
natural casting balance because it mounts naturally...an 
extra long control trigger that permits him a full-hand grip 
on the rod... manual control in addition to automatic... 
free-stripping ...and the finest automatic mechanism made! 


















ser 


It’s a sure hit...a powerful profit-maker. Stock it with the 
Montague “Red Wing” Rod shown here and you have the 
top items on the fly-fishing market! Order through your 
jobber now. 














andiser 
lealers! 
ling in 
already 
shown, 
profit- 
-n_ sells 
he best 
g ther- 


manent 






ictively THE ONLY COMPLETE LINE 


ne Fly Fishing—Reels $1.50 to $10. 
meters, Rods $6.50 to $55. 


k ther- Bait-Casting—Level-wind reels 
details! $2 to $20. Rods $5 to $25. 


Salt-water, Lake, River—Reels $4 
Y., and to $27.50. Rods $6.50 to $25. 


Big Game Fishing—Reels $20 to 
$125. Rods $20 to $82.50. 


Write to Dept. 62 for new Catalog 


aa, teeeceeeeceeeeeeeeeee® 


Montague “Redwing” Fly Rod IRWF 
Favorite of the experts ! Of imported cane, 
hand-filed, flame-finish split bamboo . . . 
the finest you've ever fished with! $35 


New Ocean City "90" Automatic Fly Reel 
Brand new. . . and the finest made ! One- 
piece die-cast aluminum frame with many 
exclusive features. Quick, quiet action. 

$10 


OCEAN CITY REELS 


OCEAN CITY MFG. CO., A & SOMERSET STS., PHILADELPHIA 34, PA. 


MONTAGUE RODS 


MONTAGUE ROD & REEL CO., MONTAGUE CITY, MASS. 








WORLDJLEADERS IN RODS AND REELS 
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100 MILLION EYES _ 


excetto 18” // 


National Consumer ). Seats em 
Advertising Campaign 
for 1950 


quickly. It is the. 
ideal all ’round 
power mower for: 
“THREE POWERFUL AIDS to greater than ever sales g8 ractory 
tb ‘make the 1950 Excello Power Lawn Mowers the na- 
--tion’s outstanding sales potential from coast to coast. 


average size 
lawns. Sturdy and 
my «°8Y to handle. | 
1, LOWEST PRICES EXCELLO 21” y 
+2. HIGHEST QUALITY BG&S1.6 hp. 
3. HARD HITTING NATIONAL , ; 
j CONSUMER ADVERTISING 


«which will appear in leading national magazines during 
~ the 1950 Power Mower Selling Season. 


Millions of readers all over the nation will be influenced 
in favor of Excello by our far reaching Advertising, Sales 
Promotion and Dealer Helps program — and thousands 
“of dealers and jobbers who cashed in on Excello pro- 
motion in 1949, will reap top sales and profits by tieing 
in with the Excello 1950 program. 


.- Decide now to be a Top Sales Winner. Make 1950 your 
biggest Lawn Mower profit year, with Excello— the 
quality line. Order from your jobber today or write =, _ 

- us for complete details. 


EXCELLO LEADS THE FIELD IN 
HIGHEST QUALITY -- LOWEST PRICES 


The list of Excello distributors and deal- 
ers covers the nation —and it grows con- 
stantly. Superior design — trouble-free 
performance — a complete range of lawn 
mowing equipment — liberal profit mar- 











The nation’s fa 
vorite for every 
lawn mowing pur- 
pose. Full 21 
inch cutting 
width. Rugged 
and powerful, 
economical, low 
priced. It’s 1950’s 
biggest all qual- 
ity buy at lowest 
economy price. 


EXCELLO 24" 
BG S 2 hp. 


\\Turn work into 
Hiplay with this 
powerful, heavy 
duty time saver. 
Its full 24 inch 
cutting blades 
really eats up 
acres of grass in 
quick time. Built 
for large lawns 
and estates, 


gins plus powerful sales promotion helps 
—Excello has everything for Biggest 
Sales and Profits. 






$149.50 


FOB FACTORY 









THE FAMOUS BRIGGS AND STRATTON AIR- 
COOLED, FOUR CYCLE, GOVERNOR CON- 
TROLLED ENGINES ARE STANDARD EQUIP- 
MENT WITH ALL EXCELLO POWER MOWERS. 


= Tal Coe ne; aN 


SINCE 1902 SPRINGFIELD - ILLINOIS 


76 HARDWARE AGE, JANUARY 12, 1950 © 














HARDWAR 





on’s fa 
" every 
fing pur- 
ull 21 
itting 
tugged 
werful, 
l, low 
's 1950's 
1! qual- 
- lowest 
orice. 


th this 
heavy 
= saver. 
24 inch 
blades 
ats up 
yrass in 
e. Built 
lawns 


AIR- 
CON- 
QUIP- 
NERS. 





12, 1950 








Naturally. That bronze screen will keep them 
out permanently. It’s made cf high-strength 
ANACONDA Bronze Wire that never rusts. 

And because it never rusts, it will never need 
painting. So it will never be clogged with either 
rust scales or paint blobs. 

And that means it will always let through 
plenty of light and air... 


... But no bugs! 


Bronze screening made with ANACONDA 
Bronze Wire is a pleasure to sell to your custom- 
ers and a pleasure for your customers to use. 

For more information about ANACONDA Bronze Scree) 
Wire, write to The American Brass Company, Waterbury 
20, Connecticut. In Canada: Anaconda American Bra 
Ltd., New Toronto, Ontaric 
* The American Brass Company does not weave bronze insect screen 


ing, but from the earliest use cf metal fer screens has furnished un 
form, high-strength bronze wire to the nation's leading manufacturers 


To make satisfied customers... sell 
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GET YOUR SHARE WITH 


aluma kraft 
ALUMINUM AWNINGS! 


(Manufactured by one of the country's 
largest aluminum awning fabricators) 


¢ Twelve-months’ Salability 

¢ No Measuring or Installing 

¢ Fits Any Standard Window or Doorway 
¢ Top Quality—Production Line Prices 








iva 


72 Aluma Kraft Awnings 
can be stored in a space 


2 ft.x 3 ft. x7 ft. 


We wuvayss— 
\ 


\ \ \ MANUFACTURING 
Xa t ALUMINUM 
4 \\Na bas " AWNINGS 
>. . « kh OO ee 
a e @ W MANUFACTURING COMPANY 
1324 No. Rock Hill Road 
St. Louis 17, Missouri 
| would like to know more about an Aluma 
Kraft dealership. Without obligation, please 
have your representative call on me. 
Pitt GRO cc cccccccccecccossccesecoes 
SP GE FE vcewceveesccdeseoecenes 
DE EES 6 be sescscavesoccenveness 


Tv cccestsecess Zone.... State...... 





OVER-THE-COUNTER 
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SELL 90% OF THE MARKET 
FROM THIS “THREE-SIZE” 
LINE AND KEEP OUT OF 
INVENTORY TROUBLE 


FOR SAFETY'’S SAKE, ALWAYS SAY TAYLOR. 
Your Hardware Wholesaler Has A Complete 
Line Of Taylor-Made Quality Products — 
Padlocks, Night Latches, Inside Lock Sets, 
Door Knobs And Key Blanks. 


TAYLOR LOCK CO. 


PHILADELPHIA 32, PENNSYLVANIA, U.S. A. 
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R-V-LITE 


Simply cut to size with ordi- 





nary scissors and nail down 
tight with wood strips. 


FLEXIBLE - WEATHERPROOF 
SHATTERPROOF - EASY TO 


CLEAN + TOUGH 
INSULATING - ECONOMICAL 
TRANSPARENT 


(except 400-T which is translucent) 


Yeu S-Zoll Ja ? t TRANSMIT ABUNDANT HELPFUL SUN RAYS F 
, (He. Meeene Lamy) eee 
NO. R-V 500-D 


cavities a real sales wallop { 


Advertises and displays for you! Equipped with built-in 
patent-pending accurate measuring device, Feed Monitor, 
sturdy table with cutting groove . . . all of rugged steel 
finished in light grey baked enamel. 


WINDOW MATERIALS 





STURDIER CHICKS STOCKIER PLANTS ” HEALTHIER STOCK 
in POULTRY HOUSES in GROWING FRAMES in BARNS & SHEDS 





EASILY INSTALLED FOR WSDE VARIETY OF USES 











Sell, 7 the othe t = e tal 
Ga ia ; A] = SUN-RAY BENEFITS PROTECTION for FUEL SAVINGS in 
(q for SUN PORCHES SHEDS, GARAGES STORM INSULATION 











Also SUMMER KITCHENS e WORKSHOPS e PARTITIONS e 

SKYLIGHTS e TEMPORARY WINDOWS IN NEW CONSTRUCTION 
e BASEMENTS e ATTICS 

e OUTDOOR SCAFFOLD PROTECTION FOR WORKMEN, ETC. 








Modernize your PRESENT R-V-LITE 
FIXTURE with TABLE ATTACHMENT 
UNIT No. R-V 600-DT. 

Includes table and .other devices 
similar to those on new fixture. 


ORDER FROM YOUR JOBBER TODAY! 
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DON T MISS THIS 


7500 ee 
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"Had the Tusk sunk, Navy ex-| River, but was: 8 
:|GET THE BIG NEWS FIRST HAND 
...on the FULL Line of {>}DEPENDABLE 
ots Controls for OIL - GAS - COAL-FIRED 
.4|Furnaces and Appliances. SEE THEM ALL 








A-P MODEL 252-A Control 
for Trailer Heaters. 








A-P MODEL 240-WYP Ther- 
mostatic Hot Water Heater 
Control for mobile units, 





A-P MODEL 240-Y SERIES 


Safety Oil Controls—for sin- 
or double burners, end 





A-P MODEL 240-GYRM FUR- 
NACE CONTROL with built- 
in limit feature. 








A-P COMFORT MASTER MOD- 
EL 240-ED Electric Conver- 
sion Set. Provides Thermo- 
static Heat Regulation for 
Heaters pans A-P Model 


| 240-D, U, or Y Series Con- 





| trols. (COMFORT MASTER 
naces, floor furnaces and 


Sets also available for fur- 
| trailer heaters.) 


A-P MODEL 240- GYR CONTROL 
Ty 


for Floor Type Furnaces 





A-P FUEL OIL TRAP-IT Im- 
roves burner operation by 
cone dl oil free from im- 
purities. 





UNAPAC * *SIX-IN-ONE"’ Com- 
plete Furnace Control. Has a ee a 
facilities for ALL furnace 





functions in one easily-in 


mo Oven Contr r Ranges. 





ror cas 











A-P MODEL 346 OILIFTER 
Automatically ‘‘lifts’’ oil from 
bulk storage to ANY appli- 
ance as high as third story. 








+ 

nd 

Le 

ins LY 
4s 

A-P MODEL 162 “SOLENOID 


GAS VALVE SET With NEW 
Non-gumming Solenoid. 





A-P MODEL 54 GASAPACK. 
Replaces 5 or more separate 
units. Automatic used with 
Thermostat and Transformer, 





A-P MODEL 54 APG MANUAL 
GASAPACK Control for Gas 
Heaters and Furnaces—100% 
sate. 








A-P COMFORT MASTER Auto- 
matic Heat Regulator Set, 
with Combined Damper Re 
ulator and Limit (¢ pln. 
Heat- Anticipating Thermo- 
stat, and Field Barometric 
Check Damper. 


2452 North Thirty-Second Street * Milwaukee 10, Wisconsin 


A-P MODEL 240-TOYR Ther- stalled, cumpem, lowauedh | AUTOMATIC PRODUCTS. company 


80 
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- » AIR CONDITIONING .. 


Millions Know the Satisfaction of 


DEPENDABLE 
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. REFRIGERATION 





FOR HEATING . 
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FOR HEATING .. . AIR CONDITIONING .. 





. REFRIGERATION 





HAKDWAR 





REFRIGERATION 


. « AIR CONDITIONING ... 


FOR HEATING . 


REFRIGERATION 


. AIR CONDITIONING ... 


FOR HEATING . 


. REFRIGERATION 


ING .. 
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IT’S EASY | 
ALL THE WAY 
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! is TAN LEY | Residential 
SLIDING DOOR HARDWARE 


==> 


2a 
~ 





Sliding Doors Pay Extra Dividends in smart appearance, easy, 
Single door with pocket. effortless operation, and more freedom for furnishings. Lead- 

) ing architects, builders and suppliers are emphasizing these 
advantages in the trend to lightweight interior doors where 
compactness and convenience are important. 





——. 


Single door mounted outside. 


_ 


Double doors with pockets. 





Wide Range of Applications (several shown here) is matched 








by modern Stanley design ... V-shaped track for minimum 

——$—$—_$_—— = Sie: a ‘ ° ° ° . 
—— gree friction . . . quick and easy adjustment with a screw driver 
Double doors mounted outside. without removing trim. Complete plans are packed with 


: each set. The Stanley Works, New Britain, Connecticut. 
rea 
Double by-passing doors, 
@-——8 
=: R 

— aa 

Three ne doors. 
— > Send for this special folder that illu- 


Lt. =i een . . . 
ge ———_ 2 strates and describes complete line, with 
Four by-passing doors, 











door plans, header construction and in- 
stallation details. 


[STANLEY ~a 


HARDWARE + HAND TOOLS « ELECTRIC TOOLS + STEEL STRAPPING 
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90,000 Sales Mess0 








e FIELD & STREAM 

e SPORTS AFIELD 

e OUTDOOR LIFE 

e HUNTING & FISHING 

e OUTDOORS 

e HUNTING & FISHING IN CANADA 
e ALASKA SPORTSMAN 

e CAPPER’S FARMER 

e RURAL NEW YORKER 

e PROGRESSIVE FARMER 

e NEW ENGLAND HOMESTEAD 
e PENNSYLVANIA FARMER 

e SUCCESSFUL FARMING 


e FARM & RANCH WITH 
SOUTHERN AGRICULTURIST 


© POPULAR MECHANICS 
© POPULAR SCIENCE 

© MECHANIX ILLUSTRATED 
© BOYS’ LIFE 

° OPEN ROAD FOR BOYS 
° TRUE 

© PATHFINDER ¢ 
© GRIT 

© AMERICAN RIFLEMAN 








SAVAGE: 


82 


EVERY MONTH 
ges in 1950 





REG. U.S. PAT. OFF. 


Here’s a new promotion that’s impor- 
tant news for every arms dealer. Next 
month —and every month in 1950 — 
you'll see in this publication the ‘Guns 
of the Month”— Savage, Stevens and 
Fox models that are “natural” for prof- 
itable promotion. And we’ll include 
sound selling tips, merchandising sug- 
gestions—the know-how you'll need 
for year-round gun volume. It’s the most 
practical and helpful merchandising 
plan ever offered to the arms trade. 
Watch for it—beginning in the Febru- 
ary issue of this publication. 


BACKING YOU UP... 


in your “Guns of the Month” promo- 
tions is the bigger-than-ever Savage 
national advertising campaign for 
1950. We'll reach your best customers 
with more than 75 million messages in 
the publications listed at the left. 
They'll be pre-sold on Savage — so, be 
sure they find a complete stock of 
Savage, Stevens and Fox rifles and shot- 


guns when they come to your store. 


Savage Arms Corporation 
Firearms Division 
Chicopee Falls, Mass. 


STEVENS: 


SAVAGE * WORCESTER Power and Hand Lawn Mowers 
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CHICAGo C sCOl} 
FLYI* Roller Skate 






Channel Arch —Osci 
lating Truck ar Shoe 





mpor- 
Next 
50 — 


‘Guns 


s and = Wo. 101 & | Prd ~~ 
- SS THICIso eLASR SB 
' prof ws? ae: 
: SILEN’, ler Skatme »- 
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bi: CHICAG9 SCOUT 
> most FLYING Roller Skates 
















dising Phe most s 

trade. ie lve ler Skates 

Febru- No. 181 They outwear ordinary steel 
cHICAGo : ra 
ZEP 

romo- — 

avage TRADE MARK REG.U.S.PAT.OFF. i 

1 for 

5 oe 
omers | The World s Finest Roller Skates = 
pes in } No. 173 aus High St oe 
left. F ! ” Bearings 
so, be 


ck of | Tops For Sale - Profits - Acceptance! 
| shot- 
“CHICAGOS” are your best, most profitable roller skates to 
sell because they offer your customers more FUN—more MILE- 
AGE—more SATISFACTION. 


Here’s PROOF—The Flying Scout Steel Wheels give # times 
more mileage. The OUTER TREAD when worn, gives way to 
the SECONDARY TREAD, which is case hardened to give 
longer wear than the original tread. After secondary tread is 
worn, wheels are still serviceable and will not fall apart until 
worn through the rivets. 


store. 





“CHICAGO’S” forceful national advertising in Life and Seven- 
teen Magazines, plus the NEW COUNTER DISPLAY BOX 
and other helps afford dealers the greatest selling advantages. 





No. 75 


TRIPLE-TREAD 
STEEL WHEEL 






Next LIFE Ap Appt bE} 
Order from your Jobber. Sell 
“CHICAGOS” — Write for dealer helps. 


CHICAGO ROLLER SKATE CO. 




















4 | d Mfrs. of Rink & Sidewalk Roller Skates, — No. 73 No. 84 
All 4 Industrial Fuses—Screw Machine Products : ZEPHYR yes 
Mowers 4456 W. LAKE STREET CHICAGO 24, ILLINOIS f soup hea ~ STEEL 


12, 1950 
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“Blue Heart’ manila rope 





PART NO. 


$$ _$_$$__ 


Men who use rope soon learn the difference between brands. They know 
that they can proceed with speed and confidence when they have rope of the 2175 
assured tensile strength, smooth flexibility and easy handling 

qualities which always characterize dependable, long lasting H & A “Blue Heart” 2200 
Manila. That’s why, on many a job, you’ll see someone untwist the strands 2225 
of every new coil, to look for the famous blue thread center, recognized 2250 


around the world as the identifying marker of “Blue Heart” Manila Rope. 
2300 


there Is no better rope than H & A “Blue Heart” 2400 





In addition to ‘Blue Heart’’, H & A produces cordage of all standard com- 
mercial grades, including Transmission Rope, Drilling Cable, Lariat Rope, 
Yacht Rope, Twisted and Braided Jute Packing, Jute and Hemp Twines, Hard 
Fibre Twines, Lath Yarn, Tarred Marlines, Plumbers and Marine Oakum. 








os SEN 











THE HOOVEN & ALLISON COMPANY 


“Spinners of Fine Cordage Since 1869” A : i 
XENIA, OHIO ; 


BRANCHES: KANSAS CITY, MO. © OMAHA, NEB. © MINNEAPOLIS, MINN. 4 





thehils rz 
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Dealers Everywhere wrt 


CASHING IN ON THE NEW 
MAUREY V-PULLEY MERCHANDISER 


SIX MONEY-MAKING REASONS WHY: 


Vv 60% Gross Profit V Quality without Equal 


Vv Tremendous Market Vv Nation-Wide Acceptance 


V Fast Turnover Vv Sells Itself 


Here’s a sure-fire sales aid .. . the new MAUREY Counter 
Merchandiser. Designed to take as little space as possible (11” 
base), it can be placed on any convenient counter where the 
traffic is the heaviest. Either assortment consists of 24 pulley 
sizes proven by a national survey to be the most popular sellers. 
At least 75% of your customer requests will be for V-Pulley 
sizes supplied by either assortment A 24 or B 24. 

MAUREY V-Pulleys sell themselves. Cash in on this fast 
growing profitable business. Order the pulley assortment that 
will fit the size V-belts you stock from your wholesaler today 
or clip and mail coupon below for immediate shipment. 








ww ~ 
“A” BELT “o” Bet = ¥ 


ASSORTMENT NO. A24 


Suggested consumer price... . $19.31 


Your cost 


Your cost with merchandiser. . .11.99 
Your profit (62% gross profit) 7.32 


Cross section of V-Pulleys 
in Assortment A 24 shows 
how either “A” or “O” 
belts fit in the combina- 









ASSORTMENT NO. B24 


Suggested consumer price... .$28.97 
Your cost 
Your cost with merchandiser. .. 17.78 


Your profit (61% gross profit) 11.19 


Cross section of V-Pulleys 

_ in Assortment B 24 shows 
how either “B” or “A” 
belts fit the combination 
groove. 


tion groove. 




































































a Shipping Weight 23 Ibs. “sp” BELT“ “A” BELT _ Shipping Weight 26 Ibs. 
PART NO. — QUANTITY —_B_ PART NO. OUTSIDE =| QUANTITY sn lw 
DIAMETER %" 1%” 1%” DIAMETER v” | %” %,” 
2175 1%” 4 2 2 4200 2” 4 2 2 
2200 2” 4 2] 2 4250 2%” 4 2 | 2 
2225 ri Naa 4 2 2 4300 3” 4 2 2 
2250 2%" 4 2 2 4350 3%” 4 2 2 
2300 3” 4 z 2 4400 4” 4 2 2 
2400 4” 4 2 4450 AY," 4 2 2 
i") tee eo, nee = + 
H Maurey Manufacturing Corporation 
Py if 2907-2923 South Wabash Avenue, Chicago 16, Illinois | 
aT Gentlemen: Please enter our order for the following 
1444; (0 Assortment A24 and merchandiser (] Assortment B24 and merchandiser | 
2h V Check one above. Note: You will be invoiced by your Wholesaler. 
\4 TTT GC ALM ame or company i. 
ty C0 ie e 1) R A T | i) n STREET ADDRESS_______ einai — 
CITY, ZONE, STATE__ —— | 
WORLD'S LARGEST MANUFACTURER : 
OF PRESSED STEEL AND CAST IRON My Wholessler is_____ anne rre na l 
SINGLE GROOVE V-PULLEYS MAUREY GUARANTEE: Satisfaction or your money back. 


2, 1950 
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GOLDBLATT 


Mason Tools 





Give You... 










Faster 


Greater | Turnover 


Profits 





Satisfied \~ 
Customers \w 


One Source for All Needs 
Buy all your masonry tools 
from Goldblatt — one order, 
one shipment, one billing. 
Easy, convenient. 


ATTRACTIVE 
DEALER DISCOUNTS 
Goldblatt sells direct to dealers, 
is therefore able to offer espe- 
cially attractive dealer discounts. 


SEND TODAY FOR FREE 1950 CATALOG 
Write for your copy of Goldblatt’s illustrated 
catalog describing the largest and most com- 
plete line of masonry tools and supplies. 





Goldblatt Tool Co. 


1920 Walnut Street Kansas City 8, Mo. 






FIRST CHOICE OF THE TRADE FOR 65 YEARS 




















adjustable hangers . 
etc. all for f.h.p. drives. 








CHICAGO 'S...3 NEW... 


| 
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The No. 40ST-O display features 


1§ assorted pieces including couplings 


. pillow blocks . . 


bearings . . 
. . shaft collars, 


This display will make your store 


the headquarters for home, farm and 
factory transmission supplies ... there 
are no dust catchers here . 
are proven sellers. 


.. all items 


Finished in red, white and blue and 


requiring a wall space only 13” wide 
by 25” high this attractive display 
vill sell for you. 


MICiZD 












DISPLAYS 


A COMPLETE POWER 
TRANSMISSION 
DEPARTMENT 


‘Right at Your Fingertips” 
The No. 60ST-P pulley dis- 


play gives you a complete line 
of the 57 fastest selling "A" sec- 
tion pulleys . . . sizes range from 
11/2" to 10" in diameter . . . bore 
sizes come in 1/2"-5@"-%4" di- 
ameters. 

There's no more hunting thru 
drawers or on shelves ... all items 
are clearly marked and in full 
view. 

This attractive display is finished 
in red, white and blue, and re- 
quires a wall space only 16" wide 
by 36” high. 














The No. 80ST-M mandre! 
display offers you 7 of the 
fastest selling mandrels. 


There are models for saw- 
.. for farm... home...and 
for farm... home... and 
factory use. 


Featuring this display will 
increase not only mandrel sales 
. but pulley, belt, saw and 
buff sales will increase as well. 
The display is 16" wide and 
32” high and is finished in red, 


white and blue enamel. 








MFG'D BY 


DIE CASTING MFG. CO. 


2510-14 WEST MONROE STREET 


CHICAGO 12, 


ILLINOIS 
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CONSISTENTLY 
YEAR AFTER YEAR... 


... WITH 
PRODUCTS 
DESIGNED TO 
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Dipped PROULS IN neal ate 


R AAAS 


PURE MOLTEN ZINC 


REEVES STEEL AND M 
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The Modern Complete Line 
of Wood Screws 


Thanks to an improved manufacturing proc- 
ess, Southern offers a full line of wood screws 
made to closer tolerances than ever before 
possible. 


The great perfection of these screws assures 
your manufacturing customers more accurate 
fit. Your retail customers, too, will know 
they can depend on the uniform quality of 
Southern Screws. This means more sales for 


you from completely satisfied customers. 


Southern manufactures a wide selection of 
screws in steel and brass with slotted and 
Phillips heads. Deliveries are prompt. Mod- 
ern packaging in bulk and gross quantities 
assures you of full measure, easier handling, 


stocking and shipping. 


Order Southern Today! 


Or write for full details on this modern, complete 


line of quality wood screws. 


FACTORY WAREHOUSES 


4100 Dell Avenue, 
North Bergen, N. J. 


325 West Ohio Street, 
Chicago 10, Illinois 


280 Decatur, S.E., 
Atlanta, Georgia 


SOUTHERN 


SCREW COMPANY 


Statesville, North Carolina 


1388 West Kine Avenue, 
Columbus 12, Ohio 
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ZEPHYR 500 SERIES 
Ya-Inch Electric Drills 


he, SOD. 6<.000 $29.65 
(With Jacobs Hex Chuck) 


ee $34.65 
(With Jacobs 
Geared Chuck) 


ZEPHYR 1950 SERIES 
Y4-Inch Electric Drills 


No. 1950-G....$19.95 
(With Jacobs Geared Chuck) 
No. 1950-H....$17.95 
(With Jacobs Hand-Tite Chuck) 


Your best bet... either one or both 


These drills are the latest in proved, streamline design. 
In its capacity range, each represents a big advancement 
in the combination of high power, quality and refinement 
in construction, and long-life performance. Due to the 
shape, size, and light weight, each offers a new handling 
ease and convenience that readily appeal to the user. 
They are your best bet for maintenance, production, and 
utility drilling operations. 







Backed by a consistent advertising program in 
leading industrial and consumer publications. 


Write for new Booklet on Portable Power Tools and 
ask for Portable’s Complete Sales Plan and Discounts. 







AT ilies: ilom cole) teal, (on 


Fractional HP Motors @ Electric Drills ¢ Polishers © Saws © Sanders 
Spin-A-Brush @ Spraymoster 


260 W. 79th Street, Chicago 20, Ill. 
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YES! THE LAST PLACE 1 
WORKED THEY USED /2 DIFFERENT 


MAKES OF CUTTING TOOLS, !T 
TOOK US FOREVER TO PIECE To- 
GETHER OUR TOOLING ON ANEW | 
SET UP, | THOUGHT A CALCULATING | 
MACHINE MIGHT HELP | 


NOT HERE! WES | 
STANDARDIZE ~ SAVES | 
TIME — IN PURCHASING 
STOCK KEEPING, THE Tool 
CRIB, AS WELL AS IN 
THE SHOP. 


A SURE, I'LL BRING 
MY TOOLS. DO | NEED 


A CALCULATING 
MACHINE, Too 7 






















CALCULATING 
MACHINE 7 








of Standard Shield Brand Tools 





1. Foremost Quality—In design—workmanship—mate- 
rial. 2. Complete Lime—One reliable source of supply 
for drills, reamers, taps, dies, milling cutters, end mills, hobs, 
counterbores, and special tools. 3. Complete Service 
Stoek—Over 10,000 items regularly carried in factory 
stock. 4. Nation-wide Availability—Stocked and sup- 
plied by leading Hardware Wholesalers coast to coast. 
5. Men Who Know Their Business — Our service 
staff has the advantage of 68 years of accumulated experi- 


ence in solving tough problems. 


Standardize on Shield Brand Tools for uniform 


cost reducing performance 


— STANDARD TOOL (0. 


Successor to The Standard Too! Company 


CLEVELAND 4, OHIO 
New York + Detroit - Chicago 
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IT LOOKS, FEELS AND SWINGS 








BUT IT WORKS 


HAMMER! 





6 TIMES AS FAST! 























PUTTING UP 
INSULATION 

















STAPL-ON sells faster — because 


it works faster. 


It drives SIX staples in the time 
it takes to hammer one tack the 


old-fashioned way. 


With one hand. Without ham- 


mer marks. 


And it holds tighter—its %4” or 
¥%” staples spread when driven. 


For tacking insulation, building 
paper, canvas, roofing felt, 
under-decking, wire cloth, light 
metals, glass substitutes, etc. 


There’s no substitute for fast- ' 


driving, easy-working, long-last- 
ing STAPL-ON!! 


AND~aon forget the 
steady profits in your 
steady sales of STAPL-ON 
staples. 


INDUSTRIAL AND OFFICE STAPLING AND TACKING EQUIPMENT 
NORWALK, CONNECTICUT 


90 
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TROJAN. SAW BLADES 


ALL TYPES 


























Jig, Coping, Jewelers’, Fret, Scroll, Hack, Machine 





World-famous Trojan 
Saw Blades. Over 130 
different types for 
every hand and power 
sawing operation. Un- 
equalled in quality. 
Teeth are individually 
filed and precision set. 
Blades are hardened 
and oil tempered for 
a long, sharp life. 


Ackermann - Steffan Div. | 


PARKER MFG. CO. 


Worcester, Mass. 





























Insist on 
TROJAN by name 











A DEALER- 


IDA TI TT 


=. —thati Cummins 
: é PORTABLE T0018 







Model 150—'%-inch 
General Utility Drill—$20.95 

















Model 200 
Y2-inch Drill—$39.95 


eainea 


Model 425 


ASK YOUR JOBBER! 


CUMMINS PORTABLE TOOLS 
4740 North Ravenswood Avenue 
Chicago 40, Illinois 








Here's the line that's selling for dealers 
TODAY! Customers like the extra value 
they get for their dollars . . . from 
modern quality construction, to the 
leading features of higher-priced tools. 
Dealers like the broader markets, 
steady turnover, aggressive merchan- 
dising help, greater profits, thot 
Cummins gives ‘em. It's a dealer- 
designed deal that's paying off NOW 
Interested? 










Model 607 BalanSaw—$62.50 
Y%-inch Drill—$33.00 ($68.00 with steel case) 
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Ti h VE 
~ the Walworth 












- Stillson Wrench 


with the new finish 






RUST AND CORROSION RESISTANT 





— Standard 
of Quality 





Since 


1869 






For 80 years the Walworth GENUINE Stillson 

has stood for the best of its type in pipe wrenches. 
Today, while the design remains basically unchanged, 
metallurgical improvements give the Walworth 
GENUINE Stillson even greater strength, hardness 

and toughness... and all parts have a special 
electroplated zinc coating to resist rust and corrosion. 
You can tell a Walworth GENUINE Stillson by its world-famous 
diamond trademark and the red handle. It comes in a full 
range of sizes from 6 to 48 inches . .. and is sold through recognized 
jobbers — order now. 


WALWORTH 


valves and fittings 
60 East 42nd Street, New York 17, N. Y. 



























DISTRIBUTORS IN PRINCIPAL CENTERS THROUGHOUT THE WORLD 
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Jr? P FOR YOUR PLANT AND PERSONNEL 
WITH COBURN FIRE DOOR HARDWARE 


Increase fire protection by installing metal clad 


or Kalamine doors with Coburn Fire Door 
Hardware. Dependable, smooth-operating Co- 
burn Fire Door Hardware will save valuable 
goods and protect personnel . . . and your fire 
insurance costs will be reduced. 

Coburn Fire Door Hardware is made to speci- 
fications of The National Board of Fire Under- 
writers and, where necessary, bears the U. L. I. 
label. Special sets are available for single and 


double incline or level slide doors; vertically 


COBURN PRODUCTS DEPARTMENT 


COLORADO FUEL & IRON CORP. 


WICKWIRE SPENCER STEEL DIVISION - THE 


EXECUTIVE OFFICE 
500 FIFTH AVENUE, NEW YORK 18, N. Y. 


92 





operated doors. All are equipped with auto- 
matic self-closing devices. Write for Catalog 
#210 showing the full line of Coburn Fire Door 
Hardware; charts showing required headroom; 
wall space and other vital information. 

Engineering help is available without obliga- 
tion. 

Other Coburn Products include #500 Swing- 
Over Garage Door Hardware Sets, overhead 
trolleys and conveying systems for carrying 
loads up to 3,000 Ibs. 


SALES ENGINEERING 
56 STERLING STREET, CLINTON, MASS. 
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Heres The ©“ AMPBELL CHAIN 


Cam-Cak* 


PROOF COIL CHAIN and BBB COIL CHAIN 
in REGULAR and HOT GALVANIZED Finishes 


Campbell Chain now comes to you packed in tough, new fibre-board containers 
—made to withstand the roughest hand!ing. 


Easter To Stoch...Selt...Display! 


No wood fo splinter. Takes less storage room. No nails to snag hands or cloth- 
ing. Type and Working Load Limit printed on label for fast identification. 





CAMPBELL CHAIN Ceram 


PENNA 


CG : 3 
<2 Cah S, 


00 $ 
“ORKING L040 timit Mibbbedd POUND 


CHAIN (oT 





AVAILABLE IN 





These Sizes This Quantity 
3/16” 250 ft. 
1/4’ 150 ft. 
5/16” 100 ft. 
3/8” 75 ft. 


CAMPBELL CHAIN Gemsany, YORK, PENNA. 


(International Chain & Mfg. Co.) 
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MARKED 


PURE MANILA ROPE 
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= marine and fishing 






=for home and farm 
= construction and industry 








I 


More customers look for the Red, White and Blue 
Markers - It's their assurance that Columbian guarantees 
every foot of its Pure Manila Rope for high quality, 








Rope is water-proofed .. . flexible . . . balanced . . . rot-proofed 
. non-kinking . . . lubricated. Easier to handle. 


durability, strength and long service. 
And it further assures them that Columbian Pure Manila 








2 


Less work for you - It's no longer necessary for you to 
pull rope up through the floor . . . lay it out in the 
aisle . . . measure and chop it off with an axe. It’s no 








back room. 
where customers can see it... and buy more of it. 


space. Quickly and easily, it measures the required length of rope 


and 


pleasure. 


longer necessary to hide your rope in the basement or 
The Columbian Rope Merchandiser puts your rope right 


It stands 532” high . . . takes only 22” x 1142” floor 


cuts it. Saves you time and work. Makes every rope sale a 








A 3 


Complete line of rope for every purpose 
Rarely, if ever, do you have to say “no” to a cus- 
tomer. Whatever your customer’s needs 








Columbian has the exactly right rope. For the farm, 
rope for hoisting, towing, lashing and binding. Tie, 
guy and hay fork rope. Many more, including binder 
and baler twine. 

For industry and construction, rope for scaffolds, 
staging, painters’ falls, trucks, hoisting, ladders, lash- 
ing, dumbwaiters, etc. 

Rope of every kind for fishing, yachting and marine use. 


Hard and soft twines, put up in small and large quantities. 
Order from your jobber. 


COLUMBIAN ROPE COMPANY 
400-70 Genesee St., Auburn, “The Cordage City,” New York 


===aaz 





Red White Blue 
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R-W Lock-Joint Trolley Track 


ooo FOr Any Door That Slides”’ 






Yes, Richards-Wilcox Trolley Track with the exclusive 
patented lock-joint feature, has now “gone gray”’ with a special 






new gray enamel finish. Longer lasting and more resistant to 
rust and weather, Lock-Joint’s distinctive new finish is another 
















outstanding first in trolley track achievement. Like America’s 
famous warships painted this same shade, R-W Lock-Joint 
Trolley Track outranks all competition, rates highest in 
sturdiness, efficiency and dependability. ; 





Insure customer-satisfaction and ‘increase profits 
with color-identified R-W Lock-Joint Track ... 


Patented R- W Lock-Joint method 
of supporting and coupling the gray Trolley Track. 


track, insures tight treadways, 





plus smooth, silent operation 
advantages of a jointless track. For further information, write, wire, or phone our nearest office. 






e J . 
wicox® ichards ilcox Mf O 
WILCOX a + e 
“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILEINOIS, U.S.A. 
Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. C 


'™ndianapolis St. Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Denver Seattle Detroit Atlanta Pittsburgh 
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NATIONALLY 
ADVERTISED AT... 


FAIR TRADED 
COAST-TO-COAST 


Federal allows freight 
anywhere in the US. 


WE’RE IN BOOTH #969-971 
AT THE HOUSEWARE SHOW 








The FEDERAL </> 
< 


DE LUXE 


“ict! Ie” 


THIS is the fa- 


mous traffic- 
a stopping 
Mderal wants to make certain YOUR promotions are backed up. 4 " : : ' ~ 
© See us in Booth #969-971 to arrange your schedule now for that’s helping 
f to sell mil- 

the first half of 1950 . . . and insure your 1950 profits! | lions of “Life- 
Ki time DeLuxe” 
= Seats .. . Be 
2 sure to show it 


RFEDERAL SEAT CORP. 


yi LONG ISLAND CITY 1, NEW YORK 


se everyone wants to promote Federal DeLuxe Seats — 




















Yosat Galec-rEll THE ALL-PURPOSE BAKER 


IT BAKES! 
IT TOASTS! 
IT ROASTS! 


No. 2A—Individual Packaging 
No. 2B—Bulk (Nested) Packaging 



































AMERICA'S FINEST POPULAR 
PRICED KITCHEN UTENSIL 


Here's the new Carlco BAKE-ALL for bet- 
ter roasting, baking, toasting, and heating! 
Scientifically designed and constructed for | @ 
strong, sturdy use. Rust-resistant, durable 4 
virgin aluminum cover with heat-resistant 
knob. Knurled and beaded for safety! 

The base is designed for quick cooking 
heat with a new convected louvre design. 
Constructed of heavy cold rolled steel, 
aluminized non-tarnishing finish. Reinforced 
riveted plated handle bracket with heat 
resistant handle. Sturdy, heavy wire rack— 
plated for rust-resistant use. 

Packaged in individual containers, one 
dozen to a master case. Also packed in 
nests for bulk shipments. 


Write Dept. 20-HA now for full 
pricing, delivery information. 


Potions 


* STURDY CONSTRUCTION 
° commons ALUMINUM 


° ALUMINIZED GRILL BASE 
° NEW QUICK, HEAT 
PRINCIPLE 


* RUST-RESISTANT 
* NON-TARNISHING 


CARLISLE MFG. CO. ...2. cece neeeee 
Revita’ REVIVA 


Vesed eres mee eb fot 


THE oo REMOVER FUR _—_ POLISH 





/REVIVA 


does what 


EDLUND 
JUNIOR 


Triple Action Fonte for Marred Furnctare | Tilial — : 
REMOVES stubborn surface spots | THINK O° F 


CLEANS = dirt and grime 


POLISHES (0 high dry lustre covering minor scratches | 
‘ONE EASY OPERATION © ALL IN ONE BOTTLE | 
Consumer Tested and Accepted for over Ten years. a 
NATIONALLY ADVERTISED 


Keep a stock on hand —it's always in demand! Fdod a 


$1.50 Pint, $2.50 Quart. 
pocked 2 re fied ot $1.00 Halt Pint ee os retoy ci cv.v_ | 1 2 wet ee ORR sl a) Mme gele) &) 
EDLUND COMPANY BURLINGTON, VT. 


A) NC G10))O)5 LONDON PRODUCTS 


68 WEST 58th STREET NEW YORK 19, N. Y. 





tt sage! 
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HERE ARE THE FACTS ABOUT 







First real news about self polishing wax 
in 19 years! Housewives coast to coast 
are talking... comparing. . . buying! 


Since this startling announcement was made, millions 
of housewives across the country have been demanding 
Johnson’s New Water-Repellent Glo-Coat because it 
gives them what they want —saving in time, labor, hard 
scrubbing. Water-Repellent Glo-Coat can be damp 
mopped again and again without killing the protective 
shine. When spilled things are wiped up, the wax re- 















mains. There are no drab spots left to mar the shine. It's Telling the nation 
the most economical wax polish in the world because 
no other self polishing wax saves as much work and the: great news! 


money. Tests show a Glo-Coat shine lasts up to 4 times 
longer! Naturally dealers are stocking up to meet the 
ever-increasing demand. 








And the real advertising push is just starting—note 
the tremendous advertising schedule at the right! 






Fibber McGee and Molly 
—reaching 20,000,000 listeners a 
week! ls 





a 


yed to sotect dealers 


the sensational new 1m- 
+ ‘Cl 7 sorepenemebeo to protect _ — 
Cn to hi ping New Glo-Coat a sufficient — < 
aa a a that all dealers now have New Water- re - 
ae ele shelves. No change !n aoe’ — 
+ ange al is exactly the same as before. But the 
oa 


are miraculously different! 





= 








Life Magazine |7 
—full pages reaching | 4 
26,000,000 readers a 

ki! ae 


176 Metropolitan News- 
paper's — 125,000,000 circulation 
—the biggest promotion ever put be- 
hind a self polishing wax! 





Announcement dela 
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Proudly Presents 


THE 
INDUSTRY'S 
OUTSTANDING 
NATIONAL 
ADVERTISING 


Watch for H-I’s striking full color 
1950 advertising campaign. It will 
break soon—pre-selling the great new 
H-I line of fishing tackle . . . building 
profits for you! 


11,276,786 customers will see H-l 
advertising in these great magazines 


e Outdoor Life 

© Sports Afield 

¢ Ficld & Stream 

¢ Hunting & Fishing 

e Outdoors 

¢ Outdoorsman 

¢ Fur-Fish-Game 

© Boys’ Life 

© Open Road for Boys 

© Saturday Evening Post 
° True 

¢ Salt Water Sportsman 
e Outdoor Tips 

© Western Sportsman 


Write us for your free copy of the 
new H-I catalog. And ask your H-I 
representative about our attractive 
“Advertising Special” proposition. 


HORROCKS 
IBBOTSON 
COMPANY 


UTICA, NEW YORK 


Largest Line of Fishine Tackle in the World | 








This Pincor testing machine can tear a power 
mower to pieces in 3 minutes—if it’s not built to stand 
the gaff. 

What “gaff” means: The mower being tested 
is run at speeds high above any it will hit in normal mow- 
ing service. Big hobs at the wheels set up terrific vibration 
—shaking the daylights out of the entire mower. Then— 
SOCK!—the machine throws the mower into reverse—so 
fast the eye can’t see it done! 

Such tremendous strains and stresses will 
never be met by a mower in normal use. But until a new 
Pincor model proves it can take hours and hours of this 
punishment, it can’t reach the Pincor production line. 

Good example: In the jaws of this “Murder 
Machine’’, ordinary cast-iron and bolted construction 
power mowers go to pieces in 3 or 4 minutes. 

With Pincor all-steel, all-welded construc- 
tion, its Austenized-hardened reel blades and bed knife and 
host of other long-life features, a Pincor power mower has 
withstood NINE HOURS of this concentrated abuse. This 
is equal to approximately nine years of normal use. 

No wonder—when you sell a Pincor, IT 
STAYS SOLD! 

If you don’t know about Pincor we'll be glad to send 
you a catalog. Just write and ask us. 


PINCOR 


PRODUCTS 


Manufactured by Pioneer Gen-E-Motor Corporation, 
5841 West Dickens Avenue, Chicago 39, Illinois 


Power Lawn Mowers * Hand Lawn Mowers © Electric Trimmers * Gasoline Engines 
Electric Generating Plants * Battery Chargers and Generators 
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TRAFFIC CONTROL for police, fire- 
men, watchmen, flagmen, parking 
attendants. 





DANGER SIGNAL AND SPOTLIGHT 
for emergencies on the road. Every 
truck and car should have one. 





SAFETY LIGHT FOR BICYCLES. Bright 
spotlight combined with red warning 
signal. 





Today's fastest-selling flashlight bat- 
tery. Sealed in steel... guaranteed 
against damaging flashlight. 
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Light when you need it! 
“ Replaceyourold | 
| soelars with. ; 
|RAY-O-VAC LEAKPROOES 
Sealed in Steel! j, 
| Stay fresh for years ! f 


a 
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Stops traffic... even in your store 


.. this fast-selling new Ray-O-Vac Traf-O-Lite! 


@ Here’s the most exciting flashlight item since the invention of Ray-O-Vac 
LEAK PROOF batteries! 

This combination danger signal and spotlight has instant appeal for shoppers 
of all ages. They immediately recognize the need for Ray-O-Vac Traf-O-Lite 

. worth its weight in uranium in an emergency, yet popularly priced. 

The Ray-O-Vac Traf-O-Lite throws a clear white beam through the end, and 
a penetrating red glow through the sides of the solid lucite rod. This rod is 
mounted on the famous Ray-O-Vac Baby Chrome Spotlight, giving 1500 candle- 
power beam. 

Not only sells on sight but attracts attention to your flashlight department. 

Handsome display card packed with each case of four Ray-O-Vac Traf-O-Lites. 
Order from your jobber today—and be sure you've plenty of Ray-O-Vac 
flashlights and Leak Proof batteries! 


THE SSN OF EETEST OARS 


| Ray-0-Vac Company 


MADISON 10, WIS. 


OF GREATEST NEED FOR FLASHLIGHTS AND BATTERIES. 





IT PAYS YOU TO FEATURE ALL RAY-0-VAC PRODUCTS, NOW! 
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thin Sh. 4 Le iT; e 
Twenty selected tool assortments available, 


individually framed or in multiple assemblies. 











Modern merchandising requires good 
displays. Tools well displayed are 
nine-tenths sold. And, as thousands of 
dealers know, when they're Indestro 
Tools they STAY sold and sell MORE. 
Men buy tools where a complete 
selection is offered! Feature the de- 
pendable, right-priced Indestro full 
line, display it on these handsome 
yellow-and-red boards, and increased 


tool sales volume takes care of itself. 
How to Start Indestro Profits Your 
Way! These merchandising displays 
are furnished without charge with 
selected assortmert of fast moving 
Indestro Tools—no dead numbers! 
You can make your choice from a eae 
twenty related tool assortments which x ey 
will add frequently overlooked valu- o} Ke 
able selling area to your store. Q Ly 








Start by writing for the free 88-Page Indestro Catalog. 


INDESTRO 2002 for Sewice YY 


INDESTRO MANUFACTURING CORP.,N. Kildare at Schubert, Chicago 39, IIl., U.S.A. 


YX Is 
indest4e — 











The Curtain Will Rise 
at the NATIONAL 

HOUSEWARES SHOW 
ou the Premier Showing of 


/ \ 













PRS A ORR GNP eR Re ORO REROP Re] oh? wo he ke shal a Wu ce na ~5-3-5-5 2 


11 MODELS IN STOOLS AND STEPSTOOLS 
5 STYLES IN UTILITY TABLES — ALL AVAILABLE IN CHROME AND COLORS 


METCO Yc Complete Line 
Metal Stools and Tables 


THE METALOID CO. 
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wew LABEL MAKES ATTRACTIVE pisPpLAY 


Cartons or packages of Bethlehem Bolts 
now carry this new, neat-looking label. 
Not only does the label make an attrac- 
tive display on your shelves— it also re- 
duces the possibility of error in handling, 
for its essential information is displayed 
in such large, clear type that it can be 
read with ease, even from a distance. 


The Bethlehem Bolts identified by this red- 
and-white label are as dependable as 
bolts can be. They come carefully packed. 
Consequently they reach you in good con- 
dition. And they have the strong heads, 
sturdy shanks and smooth-fitting threads 
that your customers demand. They're the 
kind of bolts that build repeat business. 





BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


On the Pacific Coast Bethlehem products are sold by 
Bethlehem Pacific Coast Steel Corporation 
Export Distributor: Bethlehem Steel Export Corporation —— 


gETHLEHEY 







e 
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PIN TUMBLER...for highest security 


DISC TUMBLER ...for dependable security 


Each Eagle padlock is a standout in its secu- 
rity class. With this complete line of keyed 
padlocks, you'll satisfy all your customers’ 


needs. Your wholesaler has them for you now. 
) 





LEONARD V. ROWLANDS 
General Manager 4 


JOHN G. WILCOX 
Advertising Manager 


Published Every : Vol. 165, No. 1 


KENNETH A. HEALE ah 
Managing Editor Other Thursday January 12, 1950 


GEORGE M. SANGSTER 
RUDOLPH S. WILD 
HAROLD S. MOORE ” o..00 

J. R. KEAGY The Hardware Dealers Magazine 
Associate Editors 
Cc. S. MULLER 
News Editor Established 1855, succeeding and embodying ‘‘Hardware’’ of New York, 
ALBERT J. MANGIN “Stoves. ond Heréwere Reporter,"’ St. Louts; "The Westere Nerdware 
“Who Makes It" Directory Editor Journal,"" Omaha; "Iron Age Hardware,"’ New York City; ""The Herd- 
ware Reporter,"’ St. Louis; ‘Hardware Sal ."" Chicago; "Hord- 
EUGENE J. HARDY ware Dealers Magazine,’ New York; ''Good Hardware,"' New York, and 
KARL RANNELLS "Your Business,"’ Philadelphia. 
GEORGE H. BAKER 


Washington Editors 


HARRY R. TERHUNE 
Los Angeles 14, Cal. 
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GEORGE S. McBRIDE 
Circulation Manager 





REGIONAL SALES OFFICES 
Boston 10, Mass. 
OLE B. BERGERSEN, 10 High St. 
Telephone: Liberty 2-4460 Just Among ee re 
New York 17, N. Y. Business Forecasts of Business Paper Editors 
E. R. SANDIFORD—JOHN NICHOLS Show Optimism for Start of 1950......... 


eo Services 1,000 Bikes a Year..............cceeeeeeeees 


Telephone: Murray Hill 5-8600 be ag handisi 5 ild Sal P Saatin 
Cleveland 18, Chto Package" Merchandising Builds Sales for Lentz........ 


WILL J. FEDDERY, 1836 Euclid Ave. Television in Windows — in Store — on the Air. . 
ee a tees Salesmanship and Prosperity, by Charles Sawyer....... 


Coteage §. 1. An Up-to-Date Housewares Section Helped Build Business 
WM. C. SCHOLEFIELD—MAL. M. WHITFIELD 


230 N. Michigan Ave. Modernized Store Steps Up Traffic 50 Per Cent......... 
Telephone: Frantiin 34008 One Advertising Dollar for Every Person in Town....... 


Son Francisco 4, Sel. Is the Day of Judgment Approaching for the Tax-Exempts? 
— EE by Loring A. Schuler ......ccccccccccsccccccscccees 


¥.. signs Goan san Remodeled Store a Mecca for Mr. and Mrs. Farmer...... 

Los Angeles 14, Cal. Incentive System "Peps" Employees’ Efforts............ 
: / L. H. JACKSON, 667 So. Hil St Look—No Display Windows!..............ceeeeeeeees 
ius aaiaesiihiandiness 1950 Forecast Shows No Let-Up in Building Boom....... 
Canadian Super Store Has 40 Complete Departments. ... 


One of the Publications Bulletin Board Helps Sell Traded-in Appliances......... 

—— Pi evn eee by ” Two Newcomers in Hardware Stress Idea of Service... . 
aa oe AN leit, ave ales a Brings oe to New Store.. tees 180 

Chestnut and Séth Sts. 100 East 42nd St. ow's the Hardware Business? . 234 
cee 4 Ye Pa. New 7 ry N. Y. News of the Trade Coming Conventions and Events. 244 
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New Prices Place Each Steel Product 
On Its Own in Line 
With Production Costs 


O hardware manufacturers the 

recent steel price rise is some- 

what complicated. Had it been 
a straight across-the-board. ad- 
vance it would be much easier to 
determine what the manufacturer 
will or can do about his prices. 
But it is not that simple. 

The average increase, including 
base price and extras, was $4 per 
ton. But that does not mean that 
every manufacturer will have that 
average. Some will have less. Some 
will have more. Some will have 
very much more. In the case of 
flat-rolled steel there were many 
changes in the extras which mean 
price increases from $5 to as much 
as $15 or more a ton for certain 
sizes and gages. On items like bars 
the same was true. But at the same 
time this is offset to some extent 
for a manufacturer who uses many 
sizes and gages by the fact that 
some have not been changed and 
some were reduced. 


change. Most or all manufacturers 
are attempting to keep up with 
the competitive market by making 
cuts in costs that allow them to 
stay in the swim and still make 
money. 

This means that manufacturers 
will: (1) look over the steel items 
they buy as to possible substitutes; 
(2) they may try to change their 
product design so that they will 
not have to pay the higher extras: 
(3) some may change to other 
products in extreme cases, and 
(4) some may install machinery 
that will do to cheaper steel what 
the mills do to it for the extra 
charges. 

We think that the steel price 
changes are more basic in nature 
than at any time in the past 20 
years. They are basic because they 
establish a principle that steel 
prices should keep pace with tech- 
nological changes and not be based 
on some pattern that has outrun 


they need this kind of pricing be- 
cause of the effect increased costs 
will have as far as pensions are 
concerned; as far as raw material 
costs are concerned, and as far as 
the need for capital to buy re- 
placements is concerned. 

A close check among steel users 
indicates that already there is 
plenty of thought on how to escape 
a lot of the steel price increases 
by changing design or by produc- 
ing something that is just as good 
but not as expensive. This many 
will do. They have done it before. 
They will do it again. 

It is believed that it will take 
several months for manufacturers 
to make an accurate study of how 
much more or less their steel will 
cost them. When that is deter- 
mined there will be a grand rush 
to do something about the items 
that have gone up by what the 
manufacturer believes is too much 
for his market to absorb. Some 


. It will be some time before most __ its usefulness. But more clearly it | manufacturers—producers of fast- 
c manufacturers have a clear idea means that each steel product is eners, and files for example—may 
a of the extent to which their costs being priced on what it costs to have to raise their prices and cer- 
a are increased on steel, provided make and not on what part of its tainly many will have to make a 
they continued to buy on the same _— cost: some other product may — decision which will have to in- 
pattern or the same size and shape carry if there is a loss. This is clude the chance that things they 
items. But that pattern will likely important. Steel mills claim that — buy will go up rather than down. 
a ae 
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Proper Timing of Orders for Futures Means 
Lower Prices—Late Buying Raises Costs 


RIOR to the recent World War 

the placing of advance orders 
for seasonal goods was common 
practice among wholesalers and 
hardware dealers. The hardware 
dealer—and the wholesaler—might 
well consider among their New 
Year’s resolutions the matter of 
placing advance orders for sea- 
sonal goods. This thought has 
found frequent expression in the 
pages of HARDWARE ACE, and as 
recently as the leading editorial 
in our May 19, 1949, issue. There 
is good reason for this—produc- 
tion costs and ultimate resale 
prices are kept down. During the 
recent World War manufacturers 
produced whatever they could and 
both wholesalers and retail deal- 
ers would buy almost anything 
they could obtain regardless of 
cost subject. of course, to govern- 
ment regulations. The consuming 
public, in turn, would buy what- 
ever it could get. 

However, the current habit on 
the part of all too many hardware 
dealers and some wholesalers of 
buying seasonal goods on a last- 
minute basis, invariably pushes 
costs and prices higher all along 
the line. Ultimately, the biggest 
loser is the retail dealer for he 
can’t sell goods he doesn’t have or 
can't get. If the dealer has those 
goods at a higher price than Mr. 


and Mrs. John Q. Public will pay. 
he loses volume and profit to his 
competition—often a chain store. 

The merchant who doesn’t con- 
sider the matter of the right price 
at the right time, at least in part, 
as a problem beginning at his 
own threshhold, continuing back 
to the wholesaler and thence to 
the manufacturer just simply isn't 
looking the facts in the face. He 
is ignoring that all important mat- 
ter of cost control—vital at all 
stages of distribution. 

Well in advance of any selling 
season the manufacturer must ob- 
tain materials, employ labor and 
sometimes buy new machinery, to 
gear his production schedules to 
his probable sales. When the man- 
ufacturer isn’t fortified with or- 
ders for future delivery he either 
curtails production or is forced to 
perform the warehousing function, 
which is one of the wholesaler’s 
obligations in the manufacturer- 
wholesaler-retailer pattern of dis- 
tribution. Each time the manufac 
turer's warehousing and_ labor 
costs advance, he must pass along 
those advanced costs in higher 
prices. When the manufacturer 
curtails production only to find 
himself flooded at the last minute 
with rush orders he has to in- 
crease his costs of operation 
through considerably increased 


CS Oo 


overtime pay and sometimes less 
efficient production. 

Last minute ordering is an eco- 
nomic luxury which has no place 
in our present distribution pattern. 
Proper placing of “future” orders 
brings with it invoice dating and 
means, in many cases, an added 
discount as well as other advan- 
tages, not excluding protection 
against price declines. Consumers 
are then assured of seasonal mer- 
chandise at a price, not loaded 
with economically unsound costs. 

A well-known hardware whole- 
saler tells us that his company has 
been receiving less than 5 per cent 
of its retail dealers’ seasonal mer- 
chandise requirements on future 
orders as against 30 to 35 per cent 
pre-war. He emphasizes that “this 
lack of cooperation and lassitude 
could soon prove to be the down- 
fall of us independents.” He is not 
exaggerating for the cost of this 
indulgence is a needless economic 
luxury. 

As stated in Point 1 of “The 
HarpwarE AcE Platform,” we be- 
lieve that: “With the proper cost 
control, distribution from manu- 
facturer to wholesaler to retailer 
will continue the economical and 
practical method for merchandis- 
ing most hardware and allied lines 
of merchandise.” 

Let’s resolve to keep it that way! 


There's Still Time to Tell Your Representatives 
About Taxing the “Tax-Exempts’ 


HE ery. “Balance the Budget” 

is an old one, but it continues 
to be a fundamental of good eco- 
nomics. With our present ever- 
mounting Federal expenditures 
that balanced budget gets further 
from accomplishment, with each 
succeeding day. It is a foregone 
conclusion that we must have 
greater Federal revenue — unless 
we greatly curtail the National 
Government’s spending activities. 
Since the latter course seems doubt- 
ful, at this writing, additional 
taxes are just about the only an- 
swer. And taxes are never popular. 
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If hardwaremen haven't already 
contacted their Senators and 
Representatives, in their homes, 
during the holiday season recess, 
about taxing the co-ops and other 
“tax-exempts,” then they may get 
in touch with them in Washing- 
ton. Remind your elected repre- 
sentatives that the co-ops, with 
their estimated $17 billions of 
business and estimated to make 
nearly $2 billion in profits, can 
and should be taxed on the same 
basis as they would be taxed were 
they the profits of private enter- 
prise. The names and home ad- 


dresses of your elected represen- 
tatives appeared in the Dec. 15, 
1949, issue of HARDWARE AGE be- 
ginning on page 68. If you haven’t 
contacted your representatives 
about taxing the “tax-exempts” do 
so immediately, at their Washing- 
ton offices. Senators may be ad- 
dressed at the Senate Office Build- 
ing, Washington, D. C., and mem- 
bers of the House of Representa- 
tives at the House Office Building 
in the same city. 

A deluge of requests might ac- 
complish “Tax Equality.” 

How about it hardwaremen? 
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THE LOCKWOOD BALL-BEARING DOOR CLOSER 
has ALL these ESSENTIAL FEATURES! 












Compare the new precision Lockwood Ball- 
Bearing Rack and Pinion Door Closer with any 
other leading make. On every point that counts 
most with users and buyers, the Lockwood 
Closer will pass with flying colors . . . proving 
the superiority of Lockwood's design and oper- 
ating principle. 

Basic factors that make up the backbone of 
any door closer test are listed on ay 
the chart at the right. Use them 
to compare the Lockwood Ball 
Bearing closer to any other closer. 
Item by item you'll agree: Lock- 
wood is far and away out front... 
in efficiency just as it is in sales. 


Make Your Own Comparison Test! 


Here are 10 basic features of design in the 
Lockwood Ball Bearing closer. Use them to 
make your own comparison between the 
Lockwood closer and any other make. . . . 








Lockwood Any 
Ball-Bearing other 
Closer make 
1. Ball Bearing 
Shaft. Yes 
2. Precision Ma- 
‘“@hining through- Yes 
out. 
3. Minimum of In- Yes 
ternal Friction. 
4. Minimum Resist- 
ance to opening. Yes 
5. Maximum Clos- 
ing Power. Yes 
6. Oversized Shaft. Yes 
7. Shaft and Pinion 
in one piece. Yes 
8. Continuously Yes 


HARDWARE MANUFACTURING CO. 


_ notched Ratchet. 


. Patented Leak- Yes 


. Climatic (All 
Weather Liquid) Yes 


proof Gland. 








What’s BEHIND this test 


or slamming. 


sage worth telling over and over again. 


L-12 


is important TO YOU! 


This comparative test will preve without doubt 
the superiority of the Lockwood Ball Bearing 
closer. But more than that, it will demonstrate 
to you why this closer performs in a way custom- 
ers can see and appreciate. . . why it lets doors 
open at a child's touch, almost as if no closer was 
mounted there at all . . . why it closes doors 
quickly and positively right down to the final 
click of the latch — with enough reserve strength 
to meet adverse conditions — yet gently and 
quietly so there is no unexpected sharp closing 


This test arms you with a powerful sales mes- 
Use it 
to back up your story of Lockwood superiority . . . 
with a net result of more sales than ever before! 


DIVISION OF INDEPENDENT LOCK COMPANY e¢ FITCHBURG, MASS. 
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Business Forecasts of 


Bsr on first quarter 


forecasts for 1950 of 31 business 
paper editors, or members of their 
staffs, business conditions in gen- 
eral look favorable for that period, 
in comparison with the same 
months of 1949. Opinions from 
24 of the 31 publications partici- 
pating in the forecasts, quoted 
below, are in some cases for fields 
which overlap each other. 

The symposium, released by the 
Society of Business Magazine Edi- 
tors, of which HARDWARE AGE and 
other Chilton publications are 
members, shows that of those 
quoted four business periodicals 
including this publication see a 
good first quarter in 1950, and 
probably as good as in 1949. Four 
editors suggest volume below that 
of 1949's first quarter, but in most 
instances not too far below. One 
publication foresees good business, 
while five think volume will be 


110 


Show Optimism 


about the same. Six publications 
forecast an even better first quar- 
ter. And one thinks that business 
volume in its field will be as good 
or even better. 

A few editors rather strongly 
forecast that 1950 will surpass 
1949 volume in their particular 
fields or industries. 


The Forecasts 
Here are some of the forecasts: 


Hardware. Optimism in the 
retail and wholesale hardware dis- 
tribution fields, for the first 
quarter of 1950, as compared to 
the same period in 1949, is rather 
general. Opinions range from “as 
good as the first quarter of 1949” 
to varied estimates showing antici- 
pation of even better volume. 
Estimated sales volume in_ the 
wholesale hardware field for the 
first quarter of 1949 was 584 
millions of dollars. Some whole- 
sale hardware houses forecast an 


increase of at least 10 per cent 
in their volume for the first quar- 
ter of 1950, compared with the 
same period of 1949 as well as a 
better record in unit sales. 
HARDWARE AGE. 


* * * 


Metal working industry. 
First quarter of 1950 will be a 
good quarter. Some lines such as 
machine tools and appliances ex- 
pect continued improvement. 
Strongest set-up will be in iron and 
steel. Operations in January, Feb- 
ruary, and March will be high as 
mills attempt to make up loss of 10 
million tons of ingots due to steel 
strike. Some sources are pessi- 
mistic on the long term outlook. 

The Iron Age. 


* * om 


Automobiles. Following close- 
ly the pattern set by car factory 
output, new-car sales will estab- 
lish all time records this year. 
Greater than 5 million new auto- 
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Business Paper Editors 
for Start of 1950 


mobiles will be purchased by the 
American public in 1949. In the 
used-car market sales have lagged 
and the price trend on these units 
is downward. Stocks of used cars 
in dealer hands are mounting in 
some trading areas. In the field 
of service and repairs, business 
continues brisk—particularly in 
body repairs. The over-all out- 
look in the automobile retail trade 
for 1950 is expected to continue 
good. Motor Age. 
* * * 

Automobiles. With effects of 
the steel strike rapidly disappear- 
ing, automobile plants throughout 
the nation are planning to put 
their production lines in high gear 
shortly after the first of the year. 
Most model changeovers also will 
have been completed by then, so 
by spring passenger car and truck 
production is expected to reach or 
exceed the highest monthly levels 


of this year. When 1949 ends, 
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Opinions range from somewhat better than first 
quarter to not too large a percentage below 
1949's first quarter. Some have forecast an 
even better 1950 volume for the entire year. 


the automobile industry of the 
United States will have turned 
out an estimated 6,200,000 cars, 
trucks and buses, a new all-time 
yearly record. Previously 1929 
held the record with 5,358,420 
vehicles. Automotive Industries. 
* * * 

Coal. If there are no further 
interruptions in production, coal’s 
market should hold firm through 
the first quarter of 1950. Coal 
business should continue to be 
fairly good through the year if 
the industry’s differences with 
labor can be settled without in- 
creasing the cost of coal to the 
consumer. Utilization. 

* * * 

Coal production. Outlook for 

the first quarter of 1950 is excel- 


lent if there are no additional 
work stoppages. Mechanization. 
— * * 

Dental equipmerit. The out- 
look indicates that business will be 
better than in 1949, Incidentally, 
1949 was ahead of 1948. Dental 
Survey Publications. 

* * * 

Department stores. Business 
will be good with dollar sales less 
than 5 per cent below 1949, First 
quarter 5 to 8 per cent off; second 
quarter 5 per cent off (without GI 
insurance refund decline would be 
more); third quarter 3 per cent 
to even with 1949; fourth quarter 
about dollar for dollar with 1949. 
Net profit up 20 to 25 per cent 
over 1948. 
Economist. 


Department Store 








Electric generating. Electric 
utility construction first quarter 
of 1950 will maintain the peak 
rate established in 1949. Total 
new generating equipment to be 
installed during 1950 will be 6 
million KW, 10 per cent below 
the all-time construction peak of 
1949. Demand for electric ser- 
vice continues to maintain growth 
at rate of 5 per cent per year. 
Electric Light and Power. 


* * * 


Foreign trade. A new record 
for U. S. exports of industrial 
equipment and materials is apt to 
be set in 1949. Continued in- 
dustrial expansion throughout the 
world, and heavier shipments of 
industrial commodities under 
ECA, are expected to hold exports 
of industrial equipment at the 
current level during the first three 
months of 1950. There seems 
little doubt that total commercial 
and industrial exports for the 
first quarter of 1950 will run 
slightly lower than the average 
quarterly rate for 1949. The guess 
is a drop of 15 per cent. Amer- 
ican Exporter. 


* * * 


Heating, ventilating, air con- 
ditioning. Certain categories of 
building will be off in 1950 and 
others will be up, with the net 
total down 3 per cent. Offsetting 
this is that part of this indusry’s 
business is in existing buildings, 
and there is growing popularity 
for air conditioning, industrial 
ventilation, and modern heating, 
in that order. Overall business 
done by the industry will increase 
10 per cent over 1949, Heating 
and Ventilating. 

* * * 

Plumbing and Heating. 
There is every indication that man- 
ufacturers, wholesalers, contrac- 
tors, and labor associated with the 
plumbing and heating industry 
will be working at top speed 
during the first half of 1950 and. 
in fact, throughout the entire 
year. The first quarter of 1950 
will see 50 per cent more plans 
filed and actual construction start- 
ed than in the first three months 
of 1949. Plumbing and Heating 
Journal. 


* * * 


Hotels. Although hotel sales 
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are at present 2 per cent below 
last year, they are not expected 
to drop further in the first quarter 
of 1950. A room occupancy aver- 
age around 85 per cent is antici- 
pated. Hotel Management. 


* * * 


Insurance. Premium income, 
so far as casualty and fire insur- 
ance is concerned—is expected to 
continue to increase, although the 
phenominal business following the 
wars end and the period of in- 
flating values can no longer be 
expected. Premiums are leveling 
out with more settled employment 
and stabilized values. The Syec- 
tator. 


* * * 


Motion picture theatres. A 
slight drop in theatre grosses in 
the first quarter of 1950 is to be 
expected. This is a normal pvst- 
holiday trend. There is reason, 
however, for optimism in 1950 on 


the whole. Exhibitor. 


* * . 


Optical industry. In the first 
quarter of 1950 the industry will 
experience the normal seasonal 
upturn from the low point of the 
year in November-December. In- 
tensification of promotional effort 
is planned for 1950, with more 
attention to creative selling, con- 
tinued emphasis on eyewear style, 
and greater stress on the precau- 
tionary value of several pairs of 
glasses instead of a single pair. 
Optical Journal. 

* * * 

Packaging. ' Every indication 
is that the first quarter of 1950 
will be as good, perhaps better 
than the last quarter of 1949. 
Packaging Parade. 


* * * 


Purchase and distribution 
products. These consist of han- 
dling equipment, packing materi- 
als, etc., and services such as ware- 
housing and transportation. These 
should show little change in early 
1950 from the last quarter of 
1949, overall. Equipment and raw 
materials buying will be conserva- 
tive, with buying largely directed 
to covering current needs and with 
inventories carefully restricted. 
The services will reflect this buy- 
ing policy. Distribution Age. 


Research. If generous support 
of research and development con- 
tinue, this Nation is destined to 
have available an amazing num- 
ber of new products, new proc- 
esses, new materials, and new 
knowledge on which to base its 
economic progress and advances 
in the material standard of living 
to its people. Mechanical Engi- 
neering. 

* * * 


Restaurants. In the first quar- 
ter of 1950 gross restaurant sales 
should just about equal those in 
the first quarter of 1949. Restau- 
rant Management. 

7 * * 

Shoes. Business through the 
spring of 1950 will be equal to 
and probably a little ahead of the 
corresponding period of 1949. 
Employment will be better than in 
the first six months of 1949. That 
improvement should be reflected 
in a favorable volume of sales. 

Boot and Shoe Recorder. 


* ” * 


For hire truck transporta- 
tion. Operators expect that busi- 
ness will in 1950 equal or surpass 
1949 volume. The slight slump 
which developed in the summer 
months of 1949 was wholly recov- 
ered in the third quarter. There 
is a trend toward greater accep- 
tance by shippers of truck trans- 
portation. It should continue in 
1950. Commercial Car Journal. 


* * * 


Tire and battery dealers. 
They expect better sales and prof- 
its than in 1949. Post-war new 
cars will be in the market for tires 
in 1950. Mild weather delayed 
normal replacement orders last 
fall, but replacement orders now 
due for an increase. Tires Service 
Station. 

* * * 

Transportation. On the as- 
sumption that major‘labor disturb- 
ances will not materialize in the 
first quarter of 1950 railroads are 
looking forward to a volume of 
freight traffic in that quarter as 
large as or possibly a little larger 
than in the first quarter of 1949, 
and a net income of about equal 
to the 1949 quarter. The trucking 
industry is expecting more traffic 
in the first quarter of 1950 than 
in the 1949 quarter. Traffic World. 
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Goff's repair man puts a motorized bicycle in first class shape. 


Services 1,000 Bikes a Year 


a and service of 


bicycles build traffic and profit at 
Goffs Hardware, Pontiac, _ Ill. 
(population 9,565) where  up- 
wards of 1,000 bicycles are ser- 
viced annually. The store has a 
special bicycle repair shop in the 
basement of the building where 
just about every repair operation 
needed on a bicycle can be per- 
formed. Mrs. Vere Goff, wife of 
the owner, states that the store ser- 
vices about six bicycles every day. 
Some may be small repairs, and 
then again others may have quite 
sizable repair orders. 

“Bicycle repairs range all the 
way from $1 to $25 as a rule,” 
says Mrs. Goff. “It depends upon 
the nature of the repair. Bicycle 
overhauling usually runs between 
$16 and $25, and when our man 
does one of these jobs, the bi- 
cycle owner usually has a_ bike 
which is almost like new.” 

The store draws trade on bi- 
cycle sales and service from a 
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radius of about 25 miles. Prac- 
tically all bicycle owners in the 
area know how complete the Goff 
service is on bikes and they do not 
hesitate to come in from consider- 
able distances for service. 


An Important Factor 


“The sale of new bicycles is also 
an important factor here,” says 
Mrs. Goff. “We give a 90-day 
guarantee with the sale of all new 
bikes and customers appreciate 
this. Furthermore, our extensive 
bicycle repair business provides us 
with a fine prospect list for the 
sale of new bicycles. Owners who 
get good service on bikes at our 
store are very apt to give us first 
chance when they are in the mar- 
ket for a new bicycle.” 

Bicycles and_ tricycles are 


painted at the service shop, but 
striping is not done. The usual 
charge for painting a bicycle is 
about $5. They are painted by 
hand as it has been found that 
this is by far the most practical 
method to use in this particular 
shop. 

Along with the sales and ser- 
vice of bicycles is the promotion 
of bicycle accessories: The Goff 
store carries a full line of such 
supplies, including wheels, spokes 
and seats and many of the repair 
customers buy such items. 

The store also stocks, sells and 
services motorized bicycles. Many 
of these bicycles are in use in the 
Pontiac area, and the owners like 
to know that there is a competent 
service shop in town where they 
can take them for repairs when- 
ever they are needed. 


Goff's Hardware repairs on an average of six 
bicycles a day. Painting jobs also help swell 
business for repair department of the store 











Masculine merchandise is on the left side and men gravitate in that direction. 


“Package” Merchandising 


Installation and service go with sales on all A 
things that go into home building. Appliances, PROCESS of ener- 
plumbing and heating obtainable in one spot getic and continuing expansion 


has marked the progress of Lentz 
Hardware Co., Yakima, Wash., 
since its establishment as a two- 
man hardware store 35 years ago. 
The store was founded by Jacob 
Lentz, who successfully steered it 
through its critical formative 
“ years and through much of the 
later period of expansion. 


45 Employees 


Today, Lentz Hardware oper- 
ates with a working force of at 
least 45 full-time employees. More 






The exterior of the 
Lentz Hardware Co. 
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The women's side of the store. In foreground is one of the store's “hot spots". 


Builds Sales for Lentz 


are added as special and seasonal as the retailing of appliances, What this means in practice, 


contract work require. The firm’s plumbing and heating equipment. will be seen in the firm’s method 


activities include not only hard- 
ware, houseware and appliance re- 
tailing, but plumbing and heating. 
and sheet metal installation as well. 
Operation of the business is under 
the active supervision of Jim and 
Herb Lentz, sons of the founder, 
and of Russell Petersen, their 
brother-in-law. 


Everything for a Home 


A principal reason for his firm’s 
success, Jim Lentz believes, is 
their “package” method of mer- 
chandising of virtually every- 
thing that goes into the building 
of a home with the exception of 
lumber. An essential part of this 





: : j Russell Petersen, son-in-law of the founder, explains the fine 
package is the installation as well points of a refrigerator he is showing to a prospective buyer. 
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PLUMBING ~ 
SHOW ROOM 
DOWN STAIRS 





The plumbing room is identified by an electric sign over the stairway. 


of operation of the plumbing de- 
partment. 

Plumbing sales (including la- 
bor) account for approximately 
one-fourth of the firm’s total vol- 
ume of business. Fourteen men 
are employed in this department, 
including seven journeymen and 
two apprentices on a_ full-time 
basis. Additional mechanics are 
employed when needed. 

The advantage of being able to 
install the fixtures they sell is ob- 
vious. In addition to contract 
work, the firm is able to sell fix- 
tures as a part of many remodel- 
ling jobs. Few customers would 
buy a wash basin from a hard- 
ware dealer, then go to a plumbing 
contractor to have it installed. 
On remodelling jobs, more than 
half of the firm’s customers buy 
the installed job, while the bal- 
ance do the work themselves. Ap- 
proximately 80 per cent of all 
plumbing fixture sales are made 
through installations (including 
new work). 

The store’s most effective “sales- 
man” on remodelling jobs has 
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been the plumbing fixtures dis- 
play room located in the base- 
ment. Before the fire which com- 
pletely destroyed the store in 1943, 
this room was located in the rear 
of the main floor display area. 
On rebuilding, this room was 
placed in the basement, and occu- 
pies a 25 by 70-ft. area. An elec- 
tric sign above the stairway clear- 
ly identifies the room. 


All Items Price Marked 


The ample size of the room per- 
mits display of a wide variety of 
all types of plumbing fixtures. All 
items are displayed where shop- 
pers may see and touch the mer- 
chandise, and all are distinctly 
price marked. 

“If items are not priced, a cus- 
tomer will very likely choose the 
most attractive and often the most 
expensive plumbing fixture,” Jim 
Lentz explains. “If the price the 
salesman tells her is more than 
she can afford to pay, she will in 
many cases not even look at the 
rest of the merchandise. With all 


items clearly price marked, on the 
other hand, she will go down the 
line making price and quality 
comparisons and often will de- 
cide to buy before she is ap- 
proached by the salesman.” 

Merchandise here is also dis- 
played in sets. Against the left 
wall facing the stairway, for ex- 
ample, is a row of four “stalls,” 
each displaying a complete set of 
colored bathroom fixtures. Against 
the right hand wall are sample 
kitchen installations, including 
sinks, drainboards, and cabinets. 
The entire room is well lighted 
with fluorescent fixtures. 

Heating equipment ties in nat- 
urally with plumbing sales and 
installation. Lentz Hardware is 
equipped to handle direct oil 
furnace installations, steam heat- 
ing systems, and radiant and 
baseboard heating. Again, vari- 
ety pays off through being able 
to offer a choice of any of the 
major accepted systems of heating. 

Circulating oil heaters are dis- 
played in the appliance section at 
the front of the main floor display 
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area. In addition, the firm has 
recently been displaying a com- 
plete oil furnace unit on a port- 
able display platform. The plat- 
form is moved occasionally to a 
different spot on the display floor, 
to renew its  attention-getting 
interest. 

The ability to do their own 
plumbing installations is an im- 
portant factor in sales of appli- 
ances. Where some appliances 
do not require special installation, 
others such as automatic dishwash- 
ers and sink disposal units must 
meet exacting plumbing require- 
ments to function properly. The 
firm is thus able to stand back of 
the appliance and installation, to 
ensure a satisfied customer. The 
cost factor on installations like- 
wise places them in a more favor- 
able competitive position. 


All in One Place 


Another factor of importance is 
the fact that customers are able 
to obtain their plumbing, heating, 
and appliances in one place and 
on one contract. The three de- 
partments thus complement each 
other, stimulating sales in all three 
departments. Sometimes, too, a 
sale in one department will lead 
to sales in one or both of the 
other two. 

In bid work, the firm finds a 
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A customer points out the sink she has selected. Note that 
the prices are clearly indicated on each and every fixture. 


positive advantage in being able 
to contract for several different 
classifications of work. They may, 
for instance, submit one “pack- 
age” bid for plumbing, heating. 
builders’ hardware, and general 
sheet metal work. In addition, 
they will submit separate bids on 
each of the different classifications 
they decide to enter. The package 
bid can be offered at a discount. 
usually of 5 per cent, due to 
economies in work and in material 
handling. Again, they may have 
another bid in as a sub-contractor 
to a specialized contractor who is 


putting in his own package bid 
but is not equipped to handle 
part of the contract himself. A 
convenience for coniractor cus- 
tomers who are interested in build- 
ers’ hardware, is a small room 
with table and chairs, and samples 
of builders’ hardware items _at- 
tached to panels on the walls. 


The Main Floor 


Lentz Hardware’s main floor 
display area covers nearly 6,000 
square feet of floor space. Offices 

(Continued on page 144) 
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Here is the plumbing display room. “Stalls” with bathroom sets 
are at the left while kitchen installations are shown at the right. 
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Several different models of sets are shown in this section of the 
radio department which shows cabinet, table and portable radio sets. 


Television in Windows—in Store 
—On the Air 


And in addition to all this, Kolodney Bros. sends 
out special invitations to "television shows’ in 
the store. Sell $14,000 worth of sets in a year 


W. ELECTRICAL APPLIANCES 
*N TOOLS + MILL SUPPLIES 
HEN people men HOUSEWARES * WALLPAPER 


tion New Britain, Conn., they RADIOS + REFRIGERATORS 
KOLODNEY 
ros. 








DISPOSALLS + ROOFING 
speak of it as the “Hardware RANGES" HARDWARE 
City.” Kolodney Bros., hardware ee 
dealers, at 66 W. Main St., New 
Britain, also think in terms of 
hardware, but feature other lines 
that fit into their picture as vol- 
ume and traffic builders. Tele- 
vision is one of these lines and it Mr, ---- has recommended you to us stating that you are 


IN THE CENTER OF THINGS 


NEW BRITAIN, CONNECTICUT PHONE 9-0365 


j idly increasi r interested ina Television Set. We are having a showing at 
= 6 rapidly SCTOSENS, volume our store on ---. We know that you will enjoy the program 
and profit builder for the firm. arranged. 

Television “goes over” at the If you have a friend bring him along. Refreshments will be 

served, 
Kolodney store because the firm 
goes out after that business to the TMOt ccewne 
slevisi set j Place: Kolodney Bros., Ino. 

extent that a television set in one pogrom gna I 
of their windows, operates nightly New Britain, Conn. 





with the exception of Saturdays 








and Sundays. Long after the store 
closes its business day this tele- Letters like this invite likely prospects to especially good tele- 
(Continued on page 154) vision programs in the store and make patrons of prospects. 
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Salesmanship and Prosperity 


Secretary Sawyer points to 1949 as having been a year in 
which the difficulties and hardships were less than antici- 
pated. More was produced than in any previous year with 
the exception of 1948. Disposable incomes are higher than 
last year's record 191 billion dollars. Savings reached a 


total of 196 billion dollars. 


He looks to our distribution 


system to expand the economy further and to competition 
among sellers to cut distribution costs. 


By CHARLES SAWYER 


U. S. Secretary of Commerce 


I RECENTLY completed 
my survey of business conditions 
in the United States. Since July 
I have talked with businessmen, 
labor leaders, and government 
officials in all parts of the country 
—New England, the Pacific Coast, 
the Midwest, the South, and the 
Southwest. Businessmen, labor 
representatives, and government 
officials throughout the country 
are convinced that the future of 
business is hopeful. I found evi- 
dence of a basic faith in the 
soundness of our economy and 
our way of life. 


Necessary Adjustment 


During the past year we have 
made the necessary adjustment 
from the period of postwar infla- 
tion to a period of normal com- 
petitive business activity. Just 
one year ago I delivered an ad- 
dress in New York City, at a time 
when all of us—businessmen, gov- 
ernment officials, and the people 
generally—were deeply concerned 
over the threat of inflation. Our 
production had reached dizzy 
heights. We were producing steel 
at a rate of 94 million net tons, 


*From an address before the Outdoor 
Advertising Association of America, 
Dec. 1, 1949, 
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higher than the wartime peak rate 
of 92 million tons. Our output of 
electric power was 50 billion kilo- 
watt hours in excess of the high- 
est wartime rate. Crop production 
had broken all previous records. 
Still we were lagging behind the 
demands of a booming economy. 


The Great Danger 


We knew, however, that the 
situation was full of danger. We 
remembered that in other com- 
parable situations such booms had 
burst, to be followed by depres- 
sion. My feeling at the time was 
that we could stop the spiral of 
inflation and bring about an ad- 
justment if all groups would work 
together and use some restraint. 
The great danger was that the ad- 
justment would be too rapid, that 
we would slide back down the 
spiral of inflation too precipitately. 

We can all look back upon the 
past year with satisfaction. Our 
adjustment has caused hardship 
to some, and we are sympathetic 
with those on whom the blows 
have fallen. The difficulties and 
the hardships of readjustment are 
less, however, than any of us an- 
ticipated. In the third quarter of 
1949 our national production was 
only 5 per cent below our produc- 





CHARLES SAWYER 


tion at the peak of the boom in 
1948. 

We measure our gross national 
product in dollars; and because 
of some decline in prices it is 
clear that we are producing vir- 
tually as much in goods and ser- 
vices now as we were a year ago. 
The important fact to remember 
is that we are producing more 
than in any previous year, with 
the exception of 1948. 


Reason for Decline 

It is important also to remem- 
ber that the decline in production 
during the earlier months of the 
year did not affect our people gen- 
erally. The main reason for the 
decline in production was a reduc- 
tion of inventories. 

For the year 1949 as a whole 
the disposable personal income— 
income of all individual consum- 
ers after the deduction of taxes 
is higher than last year’s record 
high figure, which was $191 bil- 
lion. This year consumers have 
been able to buy a greater quan- 
tity of goods and services than in 
1948 or any other year and at 
somewhat lower prices. In almost 
every line of merchandise a 
greater assortment of styles and 
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qualities was offered to the public, 
and many new or improved prod- 
ucts were placed on the market 
for the first time. The increased 
availability of housing facilities 
and automobiles illustrates this 
trend strikingly. In view of these 
facts, we might well call 1949 a 
“Consumer's Year.” 

With all this spending the 
people of the United States con- 
tinued to save money. On June 
30th of this year the total amount 
of cash deposits and liquid assets 
in the form of U. S. Government 
securities reached the tremendous 
total of $196 billion. This amount 
is in the hands of individual con- 
sumers. This money is a reassur- 
ing safeguard against future de- 
clines. It also has great potential 
for a growing economy. 


A Challenge to Skill 


Most of you are advertisers. 
It is your job to keep people buy- 
ing the goods and services pro- 
duced by the vast and complex 
business system of America. The 
facts I have given about the 
amount of savings and liquid as- 
sets in the hands of the American 
people are of tremendous impor- 
tance to you as advertisers. These 
facts are a challenge to your skill. 
It is your job to create the desires 
that will induce more people to 
buy more goods and services. 

As we approach normal condi- 
tions of production and distribu- 
tion in a competitive peacetime 
economy, more and more people 
are turning their attention to the 
role of distribution in maintaining 
our prosperity and stimulating 
further growth in our economy. 

Some have said that vigorous 
selling and marketing of goods is 
the whole answer to the problem 
of assuring prosperity. This, of 
course, is wrong. Prosperity is 
the result of many forces working 
toward the same end. The pro- 
ducer must supply goods in suffi- 
cient quantity and of a quality to 
satisfy the consumer. The con- 
sumer must have sufficient pur- 
chasing power to buy the goods 
offered for sale. We have learned 
from our experience during the 
first half of this century that when 
any one of these elements is out of 
balance with the others, the sta- 
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bility of our economy is threat- 
ened. We have learned much 
about the way in which inflation 
can result from inadequate pro- 
duction. We have learned how 
hard it is to increase consumer 
incomes in a time of depression. 

At the present time, as I have 
said, the people of the United 
States have a large amount of 
liquid assets which can be spent 
for the goods and services we 
produce. As this money is spent 
it will in turn generate more pur- 
chasing power, more investment, 
more activity throughout our 
economy. The various segments 
of our distribution system carry 

heavy responsibility for main- 
taining and increasing consumer 
expenditures. When we talk of 
maintaining balance among the 
major groups participating in the 
building of a prosperous America, 
we are talking not about a static 
balance but about a dynamic bal- 
ance. Distribution can _ provide 
the stimulus —the dynamic for- 
ward movement of our economy. 

Distribution costs have always 
been a favorite target for the 
radical. We hear much about the 
spread hetween the production 
cost of goods and the cost to the 
consumer. This spread, according 
to some, is unnecessary. They say 
we are cancelling the gains we 
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make through low-cost mass pro- 
duction by permitting our distri- 
bution system to become too 
elaborate and too costly. This 
serious criticism should not be 
disregarded. It should be an- 
swered with facts and careful 
analysis. 

It may be well to point out to, 
or perhaps remind, the critics that 
our system of distribution is pro- 
viding the American people with 
a wide range of service, and they 
cannot expect to get this service 
for nothing. 

We in the Department of Com- 
merce are undertaking to survey 
this whole problem of distribution 
costs. If we are given sufficient 
funds our survey will be wide and 
comprehensive. It is fairly ob- 
vious, however, that if the profits 
are as extravagant as some claim, 
the normal processes of competi- 
tion would bring smart operators 
into the field to pick off at least a 
part of these extraordinary profits. 


Comparison of Costs 


In examining the costs of dis- 
tribution as compared with the 
costs of production we must re- 
member that it is the gains in the 
total standard of living that count. 
One of the best examples I know 


(Continued on page 164) 
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A bright, well stocked and well lighted paint department at the Edward 
Genson & Son store, Kankakee, Ill., is placed near the center of the store 
where traffic is heaviest. Because this store has a heavy masculine trade 
in tools and other items men want, the colorful paint section appeals to 
them. The man who is building or repairing the home premises, and who has 
bought a hammer, or saw or nails or other tools, gets the "painting" idea 

here from seeing this bright paint department. 
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An Up-to-Date 
Housewares Section 
Helped Build 
Business 


Modern layout, colorful interior, good stocks 
and variety have combined to stimulate sales 
for the establishment of Eugene Maurer, Inc. 


a years ago the busi- 


ness operated by Eugene Maurer, 
Inc., 5423-27 Germantown Ave., 
Philadelphia, was primarily a 
housewares store. Today it is a 
complete hardware department 
store and its housewares depart- 
ment and other sections are enjoy- 
ing a greatly increased store traf- 


fic. This has been the case ever 


since the housewares section was 
modernized back in March, 1949. 
Completely re-equipped. with 


fixtures made by W. C. Heller & 
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The housewares depart- 
ment has its own show- 
room and two semi- 
open back display win- 
dows in which built-up 
displays are featured. 


Co., Montpelier, Ohio, the 60 by 
20 ft. housewares department has 
its own semi-open backed display 
windows, through which window 
shoppers and passers-by see a well 
lighted interior, having a yellow 
and blue color scheme and fluores- 
cent lighting. When shoppers 
visit the display room they find 
every item on any of the five 





island displays, the combination 


wrapping and cash register table 
and on all wall fixtures plainly 
price marked. 

Prior to the installation of the 
present layout, this showroom 
was devoted to both paint and 
housewares, the former lines hav- 

(Continued on page 144) 


Here's the right 
hand side of the 
housewares sec- 
tion. Save for the 
wall units fea- 
turing cutlery and 
the chrome-plat- 
ed items, all of 
the displays are 
of the open type. 
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A complete mod- 
ern tool display 
is featured upon 
the right wall as 
one comes in the 
front doors. 


Modernized Store Steps 


New establishment of the 


tells a tabloid-form story 


a. = traffic of more than 50 per cent 


built gondolas was reported by H. Marvin Smith, 

Made in 212 by manager, O’Malley-Smith Lumber 
5-ft. sections they C 550 Eichth < Y Ari: 

‘can be adapted 0., JOU KLighth St., Yuma, / riz., 

to any size that after the company moved into 

may be needed. its new store, April, 1948. 

The firm moved from its old 

0 and smaller hardware store to a 

modern new store that has a sales 

area 80 ft. wide and 48 ft. deep. 

As a result of the open displays 

and the greater facilities for show- 





Floor - to- ceiling 
windows and am- 
ple parking zoom 
are two features 
that attract the 
customers to the 
O'Malley - Smith 
establishment. 
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H. Marvin Smith, A, increase in store 
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A model kitchen 

is an outstanding 

feature that keeps 

attracting femin- 

ine customers to 
the store. 


Up Traffic 50 Per Cent 


O'Malley-Smith Lumber Co. 


via the medium of pictures 


ing hardware materials, the store 
now produces 20 per cent of total 
volume, Mr. Smith says. Thus 
the hardware, paint, plumbing. 
electrical and other “front store” 
items do 20 per cent compared 
with 38 per cent of lumber revenue 
and the balance in other building 
supplies. 

The photos show some of the 
displays that doubled store traf- 
fic at O’Malley-Smith Lumber Co. 
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Paint and accessory items are featured along the sidewalls as well 
as on open tables. Neatness is readily apparent in this department. 
It's a section that attracts homeowners and farmers and there is an 
abundance of stock from which the prospective customer may choose. 


Lighting fixtures are displayed in 
abundance under a canopy near the 
rear of the store. Both sidewall 
and ceiling fixtures may be found 
in this section. This area of the 
store is extremely popular with 
both male and female patrons. 
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One Advertising Dollar 


Last year H. G. Beatty & Co., Clinton, IIl., spent approximately 
$6,300, about 21/, per cent of the previous year's gross sales, 
for advertising. And Clinton's population is listed at 6,331 


a as 


employed by H. G. Beatty & Co., 
Clinton, Ill, is a highly effective 
sales tool which works 52 weeks 
a year building good will and ex- 
tra sales and informing the public 
of the wide variety of quality mer- 
chandise available at this “hard- 
ware department store.” 
Consider these outstanding facts 
about the Beatty advertising pro- 


gram: 
1. The size space used is usually 
a full page in the local newspaper. 
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G. Beatty & Compa! 


One Fore One Family One Hundred : 


2. Large size space is also used 
in weekly newspapers in the sur- 
rounding trade area. 

3. Illustrations are chosen care- 
fully and copy written well to 
make very readable advertising. 


Dominates the Paper 


4. The full page Beatty adver- 
tising program dominates the local 
newspaper. No other Clinton mer- 
chant is doing as effective an ad- 
vertising job or using more space. 

5. Special art work is purchased 


for illustrating ads, when distinc- 
tive seasonal effects are wanted, 
and when regular mat offerings 
are not suitable for the purpose. 

6. A full page plate of an ad 
is frequently made in Springfield, 
Ill., so that the Beatty ad can 
have the added effect of distinctive 
type faces, illustrations and lay- 
out. Cost of a full page plate often 
runs between $50 and $60, in ad- 
dition to regular space rates of 
about 35 cents per column inch in 
the local newspaper. 

Last year H. G. Beatty & Co. 
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These are typical of Beatty's full page newspaper advertisements. Copy shown in these ads 
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for Every 


spent about $6,300 for advertis- 
ing. which figures out to about 
21 per cent of the previous year’s 
gross. Incidentally, the popula- 
tion of Clinton is listed as 6,331, 
which means that the Beatty firm 
spent about one dollar in adver- 
tising dollars on every resident of 
the city. P 


Plans Well in Advance Fe 


H. R. Beatty, owner, who for 
many years has seen what effective 
advertising can do to move mer- 
chandise, works out his ad_pro- 
gram in advance with Miss Mabel 
McClelland, his assistant. Sea- 
sonal themes are developed to ad- 
vantage. Where special plates 
must be made, the ads involved 
must be planned weeks ahead, and 
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Person in Town 


How H. G. Beatty & Co. Advertises: 


Usually uses full page space in the local newspaper. 
Uses large size space in weekly papers in its trade area. 
Chooses illustrations carefully and writes interesting copy. 


Uses more space than any other local merchant. Beatty's advertis- 


ing program dominates the local newspaper. 
urchases special art work when distinctive effects are desired 
and when regular mat offerings are not suitable for purpose. 
equently has full page plates made out cf town in order to 
obtain distinctive effects with respect to typography, layout 
and illustration. 


oo 


the effort to give the advertising 
program the same careful analysis 
and preparation as is given to buy- 
ing and selling. 

People in the Clinton area have 


highly important if the ads 
be effective and capture 
um reader interest. He 
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may be indistinct due to reduction in size, but the ideas and treatment can be appreciated. 
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learned to look for the Beatty ads 
on such occasions as Father’s Day, 
Mother’s Day and the like, for 
they know they will always find 
excellent, well illustrated sugges- 
tions for gifts. 

An advertisement by the firm in 
late May one year—just before 
the June wedding season—carried 
the headline, “Lovely Gifts for a 
Lovely Bride” and listed “silver, 
china, crystal” gift items and other 


valuable “shower” suggestions. 


The "Romance of Paint" 


A full page paint ad stressed the 
“Romance of Paint” with some of 
the copy saying, “Painting is be- 
lieved to be man’s oldest craft. 

“It all started 30,000 years ago, 


or before—scientists say—in what 


is now southwestern France. Ac- 
cording to archaeologists the Cro- 
Magnan race of cavemen at that 
time began making drawings on 
the walls of their caves with 
colored paints, made with earth 
colors of red, yellows and browns, 
mixed with animal grease. . . 

. It was not until 1804 that 
the United States had its first 
white lead plant and not until 
1815 that the first varnish plant 
was started—both in Philadelphia 

. Even when the Beatty store 
was opened in Clinton in 1848, 
there were no ready-mixed paints 
in packages. Paint was hand- 
mixed on the job with white lead, 
dry colors and linseed oil.” 

In many of the Beatty ads 
there is evidence of “extra work” 
on copy, involving historical and 












One Family 


100 Years 


When 2 wore it 2 hundred years old, i: is interesting to look for perspective im 
pictures from the past 

* 2 friend” was not a morte on the = SII but an accomplithed fact, 
from the brut day that Haac B Beatty established his litle harness shop im Clinton— 
jus forty feet east of the present Beatty sore location He had come overland from 
Ohio to Iilinois with ideas. energy, and igre for mankind 

In the small room where he started business. customers loved 10 drop in and walk 
They knew they were im » sore that practiced the Golden Rule. The rich smell of 
me leather and tobacco, and the mellow light from onl lamps invived comsersation. 


telephones, or typewriters, than to mote the grave concern everyone felt over the com 
ing of bachtube 
Members of the medical profenion were fighting the idea of bathtubs, with 
that the practice of bathing was dangerous 10 the health—robbing the body 
of its natural hess cxttpsing oe Utoed vencts to Ronen 2 law bad jus ben pond 
In Philadelphia a law wae 
proposed making i: walawful ve bathe between November | and March 15 








other research which Mr. Beatty 
and Miss McClelland often do in 
order to make the store’s adver- 
tising more appealing and effec 
tive. The store’s ad creations 
bring much favorable comment 
from local people and also aid in 
building a splendid annual sales 
volume. 

Mr. Beatty has long believed 
that a hardware store should give 
people a chance to buy “good 
merchandise” rather than try to 
offer low priced merchandise. In 
his advertising, he tells the public 
about the quality hardware his 
firm stocks and sells. 

“And they buy it,” he says. 
“We have a small town as towns 
go, but customers here are no 
different than in other parts of 
the country. They want merchan- 
dise of good value, and they'll buy 
it if it’s displayed and advertised.” 

For example, some of the Beatty 
ads feature paring knives at 89 
cents, spatulas at 89 cents, butcher 
knives up to $4 and the like—and 
they sell to farmers and townfolks 
alike, even though the dime stores 
down the street carry paring 
knives that sell for 10 cents. 


Sell Quality Merchandise 


Throughout every department 
in the store, there are examples 
of quality merchandise —not 
stocked in some hardware stores 
in small towns, because some own- 
ers fear small town trade will not 
buy such merchandise with a 
higher price. It sells in Clinton at 
the Beatty store due to proper ad- 








‘Thos men hed worries... snd fears. that new things were curser not blenings. Ver ' 
they had le. And as time 
marched on. they grinned ot each ether and called out “Happy New Year'”—believing im it 
praca npemabtoee Seay cok over dhe nave menagenen 

soon after the death of his father, by 

‘Airsandior Gochem Bill, and others. Rican wes considered en enemy of 

several industries making oil lamps lamp chimneys, wicks gat burners, and s0 on. As for the 

amount to much because few citizens 








declared if it did come to way, his sore would sell lanterns for it—maybe even tires. 
Meanwhile he practiced the Golden Rule. and his cusomers were his {riends 


EH. Beatty joined the frm in 1899, and H.R. Beatty (who sill manages the Beatty 


Since 1906 Clinton has giver up its town pump. 1s Welsbach burners, its resentments 
sqsinn Ge Pore Pond ont Bong At, bo Gey, metly exsist its worry about flappers and 


their galoshes. 

‘Two frighttul wars have come and gone Two financial panics have been survived. Radio 
has become » commonplace Mah-Jongg has given way 10 Book Clubs. 

The Gallup Poll meanwhile has proved that we, the people, are more accurate, more 
often right im our predictioes than the experts and polriicians 

We dare to hope. therevore, that we. the people. will find the atom bomb 2 blessing instead 
of a carse... and that the Golden Rule will continue to bles our Country, our Stave, and our 
auhe city 


Be H.6. Beatty € Company 
















vertising and display. It proves, 
says Mr. Beatty, that people want 
good merchandise and will pay a 
reasonable price for it. 

As an advertising feature, Mr. 
Beatty carries what he says is the 
largest stock of bolts in the area. 
Some of the large size bolts, for 
example, are not in particular de- 
mand, but they are in stock. when 
someone wants them. Investment 
in some of the bolt sizes is only 
$2.50, states Mr. Beatty, but it’s 
worth that in advertising value, 
even though they may sell slowly. 

When a large state highway 
construction crew selected Clinton 
for its headquarters last year, one 
of the reasons was that the various 








This full page ad was featured at the time of the 100th anniversary. 
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contractors wanted to be close to 
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the Beatty store where they could 
get large size bolts, tools and 
other hardware items that they 
needed. From experience, they 
knew that the Beatty store stocked 
such items. 


The 100th Anniversary 


In 1949, the store celebrated its 
LOOth anniversary. For this oc- 
casion, Mr. Beatty and Miss Mc- 
Clelland wrote and published a 
series of ads which are classics. 
Local and Chicago libraries were 
searched for material of historical 
interest which would tie in with 
the store’s 100th anniversary. 

There are a number of out- 
standing ads in this anniversary 
series, several of which have been 
widely quoted. One such ad con- 
tains an illustration of a typical 
hardware store item, the head of 
a hammer striking a nail. 

The headline and copy said: 
“Did You Ever Listen to a Nail 
Being Pounded? . . . It has a 
rhythm, and the accent is always 
on the last pound . . . a ring of 
success, accomplishment, victory 
. . as if to say, “That’s that! . 
‘That’s done!’ ... pound... 
pound ... pound. POUND! 

“But one nail doesn’t build a 
house, or a business or a country 

. . and we have to say “That’s 
done!’ over and over again, one 
nail at a time, until a structure 
becomes whole . Even then 
history is never done, nor busi- 
ness, nor human living, until de- 
struction comes. As long as build- 
ing goes on and the goal is still 
ahead, we can enjoy our tiny suc- 
cess, knowing that many successes 





FROM CHOO-CHOO TO S-W-I-S-S-H 


The cxcitement, the spine-tingling pride of ace invenvon 
is never equalled in later years when the invcntion 1s improved 
and 


We are inclined to look down our noses as we think of the 
travellers af a hundred years ago who had to endure the halting 
progress of the first stcam engine, the bekhing smoke, the 
eomy 

imagine how it must have scemed to those prainic 
residents of Lilinois in 1848, when covered wagons wore 2 
. and streamliner trains undrcamed of! 





panting at the new raslway station, and to know 
it had the power to pull all chat weight behind w and go places 


Catement 








As the wheels of rade began to accelerate and the resources of the 
country were developed to an extent umponuible before the railroads, and 
Clinton » as perking up and taking greater 


The H. G. Besrry store, begianing as 2 little harness shop in 1848, Srured 
wt might be io business for s bang (ume—although it never imagined i 
someday stop selling harness and start selling clectrix stoves. 


‘The 11. G. Bearry Company is proud to be celebrating ie 
| centenaial in the same year that Chicago Railroads are celebrating 


Business was bad in 1848, and community life was uncom- 


rf 
j frieads sometimes remained in the der satin, far wuss 
of the 25¢ required to pay posage. Men hauled their wheat to 
| Qhicago oF S. Louis in wagons drawn by oxen and when they 
| arrived at their destination, could not get enough for a bushel 
| ed wheat wo bey # yard of calico 
| A cow, giving » “right smart sprinkling of milk” could be 
bought for $6. Twenty-five dozen eggs would purchase only $1 
| worth af cofce 


Yer these a. residents of Clinton were remarkable in 

their hospitality and kindness It was unthought-of ro charge a 

pos ote for reo meal or night's lodging. No distance was too great 
to see a sick neighbor 

- was October 18, 1854 that the Iitinois Central Railroad 

geve its fire service, on 2 line from Clinton to Decatur nd 

January 8, 1855, service was extended for the length of the state 





wear good clothes iatted cf “wagon” chahestoxce'2 THE CHICAGO RAILROAD FAIR / 


The Chicago Railroad Fair is opening 
. that was » THRILL! thes week, commemorat 
of the first steam locomotive out of Chacago. 
There were just ten miles of track then, and 

hand wond burning locomecivc 
and six old freight cary caused alll the ex 


Burt something hig had started... Clin 
ton, downstate, marvciied yet could ave 









ing the centcanial 


log buildings were to give way to sky 


Jes founders were well avarc, however, that a successful business must 
ive comomen what they already keow they wamt—oficr thom things they 
do not yet know they want—and maky a friend of cach af them through fair 
dealing. 
Je was thus that the Beatty ston helped Clintan to grow at the same cme 
Clinton was helping the store to grow. This happy kind af inter depeodence 
always comes by practising the Golden Rule 





1c is strange—and amusing—to watch the unheard.of resales 
fram disconnected causes. For who would have been concerned 
with hor! ctiquettc when the Elina Central frst connected 
Clinton with far places? 

There was, nevertheless, an “Emily Post” in 1850, named 
Miss Eliza Leslie, who wrote a Behavior Book, containing » 


In it she said, “It is an affectation of ultre tuhien to eat pee 
~ a fork, and has a very awkward and incunvense: 
1848, contracts were few, but there was usually great com 
an felt and expressed in the honor and meegrity of others 
Te may have been that spirit of almost universal trust—or ic 
may have been the spirit af the Beatty famuly responsible for start 
ing the store—that there were no worntes about charge strounn, 
B) practiuung the Gotten Rule, and making friends of ics 
customers, the store Ithy increase un business {rom 


Toda), after a hundred years af growth paralleling the rail 
road's growth, H. G. Bearty & Company has become the great 
seven-department store you know tudday, and it deeply grateful 
to every custamer who has helped to make 1 10, 


"Se 1.6. Beatty € Company 


One Flare One Sumily One Hundved Yours 





This ad commented on 100 years of railroads and H. G. Beatty & Co. 


added together make worthwhile 
accomplishment. We can philoso- 
phize thus about almost anything 
carried in Beatty stock . . . from 
nails to Spode . . . Labor Day 
merely ticks off milestones from 





year to year... it is human effort 
and human integrity that build the 
progress ofa century . . .” 
There are many other excellent 
ads in the series which would do 


credit to most writers. 


Families in Smaller Communities Buy Most Dishwashers 


AMILIES living in cities of 

over 50,000 population buy 43.1 
per cent of ali automatic electric 
dishwashers; those living in towns 
under 50,000 buy 46.6 per cent, 
and those living on farms buy 
10.3. per cent. These statistics 
were announced in a summary of 
a consumer survey conducted on 
a continuing basis throughout 
1949 by Hotpoint, Inc. 

This survey showed that 60.3 
per cent of all automatic dish- 
washers were sold to families in 
higher income brackets, living in 
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homes valued at more than $15,- 
000; 23.2 per cent in the $10,000 
to $15,000 class; and 16.5 per 
cent under $10,000. 

Nearly half of the consumers 
who buy dishwashers have had no 
previous experience with the ap- 
pliance. 

The largest group (47.1 per 
cent) bought one as a separate 
purchase, yet 37.3 per cent of the 
purchases were related to kitchen 
remodeling, and 14.8 per cent 
went into new homes. 

The manufacturer’s suggestions 


for building sales in this line are: 
Action 
stores and windows. 
2. Pre-installation check-up at 
house to determine 
water tempera- 


demonstrations in 


consumer's 
water hardness, 
ture, etc. 

3. Follow-up call at consumer’s 
home to see that machine operates 
satisfactorily. 

4. “Use the user” 
with satisfied customers to build 
sales, with reward to cus- 


technique 
future 
tomer for supplying name of an- 


other customer. 
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Is the Day of Judgment 






Approaching 
For the Tax-Exempts ? 








a are 
closer to victory in their long fight 
for competitive tax equality than 
they have ever been at any time 
before. The extent to which they 
do business without paying taxes 
is assuming such proportions that 
the Congress is definitely worried 
by the tremendous loss of Treasury 
revenue and by the growing im- 
plications that the long-estab- 
lished system of profit enterprise 
is relentlessly being pushed to- 
ward socialization and destruction. 
Every indication points to the 
probability that a remedy for the 
present unfair situation may be 
made a part of the next tax bill 
that is adopted by Washington. 


It Is About Time! 


It is about time. Almost any 
day now, you can read in the 
papers how some good old taxpay- 
ing concern has been gobbled up 
by a tax-dodging cooperative, or 
absorbed by a tax-exempt school, 
or swallowed whole by a so-called 
charitable trust. Or the headlines 
may tell of some group of dealers 
who, in the final desperation of 
trying to keep alive, have decided 
to reorganize their businesses on 
a tax-free basis. Or of some man- 
ufacturer who is pulling up stakes 
and moving to Puerto Rico, the 
new tax dodgers’ paradise. 

There are in operation today 


*From an address delivered at the 
National Contract Hardware Associa- 
tion convention. 
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half a dozen or more ways of 
evading taxes on business income 

-all of them squeezing through 
loopholes that were originally 
written into our laws for entirely 
different purposes. There are 
hundreds of concerns that are sly- 
ly taking advantage of these hid- 
den subsidies — and _ threatening 
the very existence of their taxpay- 
ing competitors. And hundreds of 
thousands of dollars— yes, hun- 
dreds of millions!—of highly 
needed tax revenue is being lost 
to the Treasury, or added to the 
bills of those who are patriotically 
willing to support the Government 
that protects their businesses and 
their lives. 

But continued abuse of the pub- 
lic interest always brings its own 
penalty sooner or later. Eventual- 
ly, the crooked political boss is 
shorn of his ill-gotten power. The 
grafter goes to jail. The subver- 
sive, trying to bore from within, 
is caught and exposed. The road 
hog is wrecked. The price gouger 
finds himself without supplies or 
customers. 

And in the same way the time is 
coming—-and coming fast—when 
the tax-dodger will be stripped of 
his advantages and_ converted, 
whether he likes it or not, into a 
taxpayer. That day is not so far 
off as we have sometimes feared 
it might be. 


Two Bills Pending 


Take a look at the evidence: 
In the House of Representatives, 
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there was introduced during the 
first session of the 8lst Congress 
a bill—HR 5064—which proposed 
to impose income tax on the busi- 
ness earnings of all the tax ex- 
empts. That bill, which has at- 
tracted wide attention and ap- 
proval both in and out of Con- 
gress, will be up for action when 
the Ways and Means Committee 
begins work on a complete re- 
vision of our tax statutes in Janu- 
ary, 1950. 

In the Senate, action is pending 
in the same way on an amendment 
to another bill—HR_ 3905—which 
would tax the retained earnings 
of cooperatives, permitting con- 
tinued exemption only to those 
true co-ops that do business 100 
per cent with members and pay 
out all their earnings in cash each 
year. 


Two Specific Things 


Secretary of Commerce Sawyer. 
reported that businessmen with 
whom he talked in the course of a 
personal nationwide inquiry into 
the problems of business were de- 
manding just two specific things: 
(1) that nothing be done to en- 
danger the American system of 
free enterprise; (2) that coopera 
tives be taxed—and he adds that 
the businessmen tell him that they 
have nothing in the world against 
the co-ops except their special 
privileges. 

The biggest of all Americar 
cooperatives — the Cooperative 
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With the clamor for the repeal of restrictive excise 

taxes in their ears, Congressmen should be ready 

to face the ticklish tax issues at this session, thinks 

Washington spokesman of National Associated 

Businessmen. He turns spotlight on nearly 10,000 

co-ops and other tax exempt organizations as un- 
tapped sources for tax dollars. 


By LORING A. SCHULER* 


Executive Director, 


National Associated Businessmen, 
Washington, D. C. 








Grange - League - Federation Ex- 
change, of Ithaca, N. Y.—has re- 
cently announced that on earnings 
of $3,406,000 in the year ended 
last June, it is paying $928,000 of 
income tax. GLF gave up its total 
exemption some two or three years 
ago. but if it followed the practice 
of some other big co-ops it could 
still avoid most payment of income 
tax under liberal Treasury rulings. 
It is paying 27 per cent of its 
earnings to Uncle Sam. 

Tax revision is definitely in the 
Congressional program for early 
1950. It cannot be avoided any 
longer. Wartime excise taxes must 
be reduced to give business a 
chance to sell more of its goods 
and services. Competitive inequal- 
ities must be wiped out to give 
the taxpayer a chance to survive. 
And no one has a better way of 
making up the Treasury’s loss of 
excise revenue than our way of 
taxing the business income of the 
tax exempts. 


More Revenue Required 


It has recently been murmured 
in authoritative Washington cir- 
cles that people high in adminis- 
trative positions have stated pri- 
vately that the co-ops would have 
to be taxed pretty soon. It is fact 
and not all rumor that more and 
more members of the Congress 
have decided to vote for tax equal- 
ity the very first time it comes up 
in legislation. 

And finally, there is the very 
powerful reason that this expen- 
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sive Government of ours needs all 
the money that it can possibly 
rake and scrape together. Al- 
ready, despite the highest tax rates 
we have ever known in peacetime, 
we are plunging into the red, 
financially. We are continuing to 
support much of the world. The 
necessary costs of defense are 
enormous. Expenditures for the 
domestic governmental establish- 
ment are outrageous. Economy is 
something that Congress discusses 
in high-sounding words and does 
nothing at all about—as witness 
the screaming refusal of Senators 
and Representatives to accept De- 
fense Secretary Johnson’s propos- 
als to slash the expenses of his de- 
partment. The evil system of 
deficit financing is no longer just 
around the corner. It is here! 

And meantime the tax-exempts 
continue on their merry way— 
growing at jet-propelled speed, and 
tearing down the fundamental 
American order in the phony 
name of non-profit enterprise. 

Let’s see what they are, how 
they operate, what profits they 
make, how much revenue the Trea- 
sury will collect from them when 
they are finally required to pay 
taxes like the rest of us. 


Schools in Business 


First, let’s take a look at the 
educational institutions, which 
have recently become your ener- 
getic, tax-free, fast-growing com- 
petitors in many fields of business. 

Colleges and universities aren’t 








LORING R. SCHULER 


taxed today because the founding 
fathers of our nation long ago 
decided that the facilities for edu- 
cation should not be burdened 
with taxes. But the founding 
fathers had no notion, | am sure, 
that universities would go into 
business in direct competition with 
taxpaying companies. How could 
they foresee the time when New 
York University, for instance. 
would buy up a piston ring fac- 
tory in St. Louis, a macaroni fac- 
tory in New York, a pottery fac- 
tory in New Jersey and a lot of 
other prosperous, taxpaying man- 
ufacturing plants—and take them 
off the tax rolls so that their earn- 
ings could not be taxed any more? 

Can we believe that they, the 
founding fathers, would have sanc- 
tioned a scheme to siphon the 
profits of a horse-racing track tax- 
free into the coffers of a uni- 
versity ? 


It Happens Frequently 


Yet that’s the sort of thing that 
has happened—and is happening 
more and more. Northwestern 
University, just outside the city of 
Chicago, has been offered 400 
commercial enterprises in the past 
couple of years, it is reliably re- 
ported: other schools have had the 
same kind of proposals — and 
many of them have been accepted. 

Yet there’s no change in the 
competitive commercial operations 
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of these college-owned factories 
and race tracks and radio stations; 
no change in the business profits 
that they make—except that Uncle 
Sam no longer collects any income 
tax on those profits. Why not? 
Why shouldn’t an educational in- 
stitution that goes into the manu- 
facturing business, or the retail 
business, or any other business, 
pay tax just like its competitors? 


Sale and Lease-backs 


That’s not the only way that 
tax-free money gets a college edu- 
cation these days. One of the new- 
est gimmicks in business tax eva- 
sion is the sale and lease-back of 
commercial real estate. The Satur- 
day Evening Post, a few months 
ago, told the story of one real 
estate broker who had handled 
$40 million of properties in sale 
and lease-back transactions during 
the past year—and said he had 
another $100 million worth com- 
ing up. It is said that one big 
retail chain has sold all of its 
store properties in deals of this 
kind. It works this way: 

A company sells its land and 
buildings to a tax-exempt insti- 
tution; gets cash which can then 
be used for expansion of the busi- 
ness, and immediately leases the 
property back for a long period 
of years. The school, being tax- 
free, can pay a higher price than 
the property is worth to anyone 
else; the rental that the former 
owner pays is generally less than 
his original carrying charges. No 
tax is paid on the rental income. 
Everyone wins except the Trea- 
sury—and you the taxpayer. 

Senator Tobey has introduced a 
bill in the Senate and Congress- 
man Robert Kean of New Jersey 
has introduced a similar bill in 
the House aiming (and I quote 
again) “to prevent the use of tax- 
exempt organizations and chari- 
table and educational trusts for 
tax avoidance purposes.” 

Congressman Kean proposes 
that all tax-exempt organizations, 
with certain specified exceptions, 
shall annually file with the Com- 
missioner of Internal Revenue a 
statement of income, receipts and 
disbursements, and that they shall 
be required to pay income tax on 
their earning unless they distrib- 
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ute 75 per cent for charitable or 
educational purposes. 

They will be taxed before long 
—you may be quite sure of that. 


Government in Business 


And then we have the Govern- 
ment-owned businesses—operating 
on taxpayers’ money, often paying 
no interest for the use of their 
funds, and paying no taxes on 
their earnings even though they 
compete directly with privately 
owned companies in the same 
lines of business. 

Many cities have _ publicly 
owned utilities—electric compan- 
ies traction 
companies—which pay no income 
tax. Numerous states operate 


, Water companies, 


liquor monopolies — and pay no 
income tax. The Federal Govern- 
ment has a barge line on the 
Mississippi River, banks of vari- 
ous sorts, a plant making rum in 
the Virgin Islands, a railroad or 
two, and—biggest of all—the Ten- 
nessee Valley Authority, which 
was originally set up as a flood 
control project and then spread 
out into the production and sale 
of electric power —not only to 
farmers but also to some of the 
biggest corporations in America 
—the manufacture of fertilizer in- 
gredients which no one can buy 
except cooperatives, the operation 
of towns and tourist camps and 
all sorts of other things—all in 
direct competition with taxpaying 
businesses, but paying not one red 
cent of tax to the Government. 

We can only hope that Congress 
will decide to do something about 
that soon, for unless we watch out, 
there will be a lot more Govern- 
ment-owned corporations modeled 
after the TVA design —the pro- 
posed Columbia River Authority, 
the proposed Missouri Valley 
Authority, the proposed St. Law- 
rence Waterway, and others which 
are no more, in the end, than a 
move toward the nationalization 
and socialization of all business 
in the country. 

All Government-owned _ busi- 
nesses should be taxed on their 
earnings. 


Labor Unions 


Another kind of business that 
is exempt from Federal income 


tax is that done by labor unions. 
A labor union is specifically ex- 
empt from Federal income tax— 
pays no tax on income received 
trom renting buildings in many 
cities, even though its properties 
are in direct competition with 
buildings owned by people who 
depend upon the income for their 
livelihood and pay income tax on 
every red cent. 

But that’s not all. C1O’s United 
Automobile Workers are now 
backing a multi-million-dollar co- 
operative store operation. A 
dozen stores are open in the 
Detroit area. They sell groceries, 
appliances, clothing, etc. Their 
announced aim is the capture of 
50 per cent of all retail trade— 
get that, 50 per cent of all retail 
trade! 

Union-owned cooperative stores 
pay littke or no income tax on 
their earnings, even though they 
compete directly with taxpaying 
stores in their neighborhood. 


P.R. a Tax-Free Paradise 


Still another tax dodge for busi- 
ness is offered by our island terri- 
tory of-Puerto Rico. It has only 
recently been discovered by busi- 
ness—but already more than 40 
concerns have either closed their 
mainland plants and moved, or 
have set up new factories in this 
tropical paradise where local taxes 
on new business properties have 
been suspended for 12 years and 
where Uncle Sam collects not a 
thin dime in corporate income tax. 

It is a subsidy, we are told, to 
stimulate manufacturing in a land 
that has had few factories in the 
past. Its effect is further to de- 
plete our Treasury’s collections. 
Various New England mills have 
moved. 


Co-ops Big Business 


And finally we come to the co- 
operatives, whose dodging of in- 
come tax on earnings is the sub- 
ject of searching inquiry both in 
and out of Congress. 

You must understand that the 
co-op evasion of taxation is legal 
enough, though the laws under 
which they escape taxes were writ- 
ten 20 to 30 years ago, when the 
co-ops themselves were entirely 

(Continued on page 172) 
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emington Dealer Letter - : 


you can’t get all the 


NEW REMINGTON AUTOLOADERS 
you can sell 








STREAMLINED. Compare the top SAFETY FEATURES— positive cross-bolt 
“Sportsman-48" with original. The new safety conveniently sized, easily located 
model offers all the finest features so for quick operation. Trigger must be 
popular with shooters in original ‘“Sports- pulled for each shot. Extra safety in an 
man” and Model 11, plus many others. extra-special gun. 





Din aA 
LIGHT WEIGHT—combination of ad- EASY TAKE-DOWN—nro tools needed. 
vanced design with new materials has Ready for cleaning in a jiffy. Easy to 
produced a definite reduction in weight interchange barrels for hunting different 
that means easier handling. Amounts to kinds of game. Complete fire control 
@ pound in 12 gauge. comes out as one unit. 
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@ TREMENDOUS DEMAND .... never be- 
fore in our firearms history has any auto- 
loading shotgun become so popular with so 
many shooters in such a short space of time. 


e IN SPITE OF PEAK PRODUCTION ... 
we have been unable to meet this nation- 
wide demand for these new guns. 


@ WE PROMISE... continuing efforts to 
keep our production at the highest peak con- 
sistent with the standards of quality re- 
sponsible for this demand. 


Remington 


‘It It’s Remington—It’s Right!’’ 


“Sportsman” is Reg. U. S. Pat. Off. 
by Remington Arms Company, Inc. 
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Remodeled Store a Mecca 


Hawkins Hardware is doing its modernization by easy 
stages and is finding that it is getting results by 
doing it that way, for traffic and sales are growing 





View of the remodeled interior looking from the front to the rear. 


Wars Ralph Haw- 


kins, owner of Hawkins Hard- 
ware, Hebron, Neb., decided to re- 
model his store he looked upon the 
the remodeling cost as a long 
range proposition. He figured 
that a remodeling program cost- 
ing about $8,000 would last for 
about eight to 10 years, except for 
minor changes, and could be writ- 
ten off during that time. 


An Outstanding Store 


He found that some dealers 
were trying to pay for moderniza- 
tion costs from quick increases in 
business volume, but he preferred 
to let such costs be paid over a 
longer period of years. He also 
decided to remodel the interior of 
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his 30 by 110-ft. store first and to 
remodel the front a few years 
later. ' 

Today, with the interior com- 
pletely remodeled and well lighted, 
Mr. Hawkins, who was president 
of the Nebraska Retail Hardware 
Association in 1948, has an out- 
standing store in a city of approxi- 
mately 2,000. He is able to dis- 
play more merchandise than ever 
before, business has increased fav- 
orably, and a constantly larger 
number of persons from nearby 
small towns and rural communi- 
ties come there to buy. They have 
learned that Hawkins carries a 
large stock of merchandise for 
their needs. 

Mr. Hawkins has been in the 
hardware business in Hebron more 
than 10 years. During that time he 


has studied his trade closely. The 
result is that he stocks a pre- 
dominantly large number of farm 
items, because it is from farming 
that the major portion of the trade 
area derives its income. 


Serves the Farmer 


“There are hardware store items 
which the farmer will buy twelve 
months of the year,” says Mr. 
Hawkins, “and we try to carry all 
of them. We are heavy on steel 
goods, farm hardware, current 
harness items, seeds, fertilizers and 
tools, among other things. The 
modern Nebraska farm operator 
does things on a large scale. He 
may have a couple of hundred 
acres and considerable machinery 
and for such a setup he requires 
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for Mr. and Mrs. Farmer 


many of the things which we sell.” 

Mr. Hawkins has not forgotten 
the fact that the farmer is inter- 
ested in other items besides those 
which pertain to his work. He 
also has an attractive appliance. 
glassware, giftware and _house- 
wares department. Farm women 
patronize these departments regu- 
larly for Hawkins has one of the 
most extensive stocks in the area. 


Wrapping Counter 


There are several outstanding 
features about the remodeled Haw- 
kins store, in addition to the fix- 
tures and good lighting. One is 
that the wrapping counter is up 
front and against the left wall. 
This permits Mr. Hawkins to get 
more merchandise out into the 
front aisles where it comes to the 
attention of more traffic. It also 
enables him to retain a couple of 
display shelves at the wall area 
above the cash register, without 
giving a crowded appearance. 
Store fixtures and store layout 
were provided by the Nebraska 
Retail Hardware Association. 


Makes His Own Signs 


Another interesting _ feature 
about the remodeled store is the 
fact that Mr. Hawkins makes many 
of his own signs and places them 
in conspicuous locations where the 
trade can see them readily. An 
additional, striking display of tools 
is shown on the ledge above the 
regular tool display. The arrange- 
ment carries the copy “A Com- 
plete Line of Tools,” a sign made 
by Mr. Hawkins. This is a display 
which is seen by many customers 
and which helps to sell more tools. 

The store has a large and profit- 


Sandpaper, brushes and other ac- 

cessories are shown in the center 

of the paint department which is 
at the rear of the right side. 
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Steel goods are shown at the rear, next to the paint section. 


able seed department which is well 
merchandised. It is not unusual 
for a farmer to drive up to the 
rear door with a large truckload 
of seeds which he wants to sell, 
and at the same time the next 
truck may be loading bags of field 
seeds which another farmer has 
purchased at the store. It’s an ex- 
tremely busy establishment. 


Seeds Featured 


The store carries a large dis- 
play of bulk seeds on a large plat- 
form near the main aisle. Here the 
customer can select bulk garden 
seeds of a considerable variety. 
The Hawkins store takes pride in 
carrying a wide selection of such 
seeds. Just about any special 
vegetable or herb seed that the 
customer wants can be obtained in 
this department. 

Some excellent seed windows 
are shown each spring. These win- 
dows usually combine seeds, gar- 


other impoxtant lines at the re- 
modeled store which appeal to the 
farm trade. Rural schools and 
farm children purchase sporting 
goods, as do local townspeople, as 
recreation is now an important 
part of any farm program in any 
part of the country. 


Plenty of Paint 


Farmers in this area of Nebras- 
ka take good care of their homes 
and farm buildings. At Hawkins 
Hardware these farmers find an 
excellent stock of exterior and in- 
terior paints, as well as plenty of 


One of the firm's window displays featuring seeds and garden tools. 


den tools, garden hose and other 
related items. 


Sporting goods and paints are 


This wide variety of small items is displayed along the right 
side of the store where the masculine merchandise is located. 
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brushes and other accessories 


needed for painting. 


Model Kitchen 


The remodeled store also carries 
a model kitchen on display near 
the front together with a consider- 
able number of appliances. Due 
to the heavy store traffic at this 
establishment many kitchen and 
appliances prospects are obtained 
throughout the year. Mr. Haw- 
kins has an extensive bottled gas 


business whose contacts yield 


many appliances prospects from 
rural areas. Many of those who 
come to the store to look at appli- 
ances and buy, do so upon the 
recommendation of the bottled gas 
delivery and service man. He’s a 
very valuable person. 
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ROUND Chain 


for every need! 


welded and weldless chain, 
fittings and attachments 


Yes, there’s a special ROUND Chain for 
every purpose... precision manufactured ... 
carefully tested ... with security in every link. 

Five large plants, strategically located in 
leading U. S. cities, offer production facilities 
that guarantee prompt handling of your orders. 





Proof Coil or BBB Coil is packaged in 
attractive ““Keg-ettes’’. Easy to ship, handle 
and display. Order today from your jobber. 





The Cleveland Chain & Mfg Co. 
Cleveland 5, Ohio 





Associate Companies: The Bridgeport Chain 

& Mfg. Co., Bridgeport 1, Conn. ¢ Seattle 

Chain & Mfg. Co., Seattle 8, Wash. * Round 

California Chain Co., So. San Francisco and 

Los Angeles 54, California * Woodhouse 
Chain Works, Trenton 7, N. J. 


Industrial Sling Chains e Farm Chains @ Marine 
Chains e Tire Chains @ Log Chains @ Building 
Chains e Railroad Chains e Crane and Dredge 
Chains e Sugar Cane Sling Chains (with Grip Trip) 

















































Incentive System 
"Peps" 
Employees’ Efforts 


Outside salesmen at Seagly's get commission and 
40 per cent of profit on each sale. Pagid on same 
basis for inside sales. Profit sharing a feature 








a\ 


‘ra 


The new Seagly farm equipment store recently opened on Route 6. 


a AND ELMER 


SEAGLY, who operate a hard- 
ware, appliance and farm imple- 
ment business at Kendallville, Ind., 
find that a well worked out incen- 
tive system boosts employees’ in- 
come and sales for the Seagly 
Bros. organization. 


Outside Salesmen 


The firm has several salesmen 
on outside appliance sales. Cover- 
ing a wide area, they work on a 
commission basis and in addition 
get 40 per cent of the profit of 
each sale. This realizes for each 
man a sizeable portion of the 
profit from each sale and provides 
the stimulus to work actively at 
selling. 

Furthermore, these salesmen 
have the privilege of spending one 
day per week inside the store, 
making sales in the appliance de- 
partment. For this they also re- 
ceive the same rate of commission. 
Thus, under this arrangement, it 
is not unusual for salesmen to 
work nights and holidays when 
they think they can contact pros- 
pects who cannot be seen any 
other time. 

The manager of the firm’s hard- 
ware department receives 7 per 
cent commission on the gross sales 


The Seagly store in Kendallville, Ind. 
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of that department. If he helps 
out in the appliance department 
and sells an appliance, he gets a 

per cent commission on _ the 
gross sale. All employees of the 
firm participate in the yearly 
bonus which the Seagly brothers 
give. 

Monthly meetings are held wiih 
the hardware division staff, at 
which time prices, display, sales- 
manship and complaint handling 
are taken up in detail. Similar 
meetings are held with the appli- 
ance department staff, the farm 
implement crews and other em- 
ployees. In addition, the firm 
holds two meetings yearly with its 
entire staff at which time the poli- 
cies of the firm and better selling 
methods are stressed. Most of the 
firm’s sales training meetings are 
preceded by a dinner at some 
restaurant or hotel and then fol- 
lowed by the meeting itself which 
is held in the store. 


Meetings Help Salesmen 
“We find that it pays to hold 


these meetings with our men,” re- 
ports Mr. Seagly. “They have a 
greater interest in their work and 
they know that their commissions 
and their bonuses depend upon the 
amount of sales that all make. 
This fact is constantly stressed in 
all our meetings.” 

The firm’s large hardware store 
is located downtown in Kendall- 
ville, while the new implement 
building is located about four 
blocks away on busy Highway 6. 








The Seaglys, shown left to right: Mrs. Elmer Seagly, 
Elmer Seagly, Gerald Seagly and Mrs. Gerald Seagly. 


In order to help employees sell, 
the Seaglys have a very active sales 
promotional program which is 
working very splendidly. In order 
to promote it& line of bottled gas 
appliances, the Seagly firm holds 
demonstrations of these appliances 
in rural sections. For example, a 
church will be contacted and its 
Ladies’ Aid offered 25 cents for 
each lady they get to attend a lec- 
ture and demonstration. At a 
typical demonstration, a home 
economist explains bottled gas ap- 
pliances and discusses cooking in 
general with the audience, which 
is always treated to lunch. Mr. 
Seagly states that it costs his firm 
a total of about $100 to put on one 
of these demonstrations in country 
areas. But it pays, for many farm 
families use bottled gas and are 
vitally interested in its various 


uses. For others, there are large 
displays of electric ranges, refrig- 
erators and other appliances, for 
the Seagly firm stocks all types. 
“We have about five to six of 
these parties throughout the year,” 
says Mr. Seagly, “and we find that 
they are resultful. Not only do we 
make many immediate sales, but 
this type of store promotion pro- 
vides our salesmen with fine pros- 
pect lists which, in turn, produce 
many sales in the months that 


follow.” 


Bottied Gas Business 


The Seagly firm serves an excel- 
lent bottled gas clientele of more 
than 1200 individual accounts 
throughout a wide area. The firm 
is said to be the largest bottled 


(Continued on page 142) 





Farmers and Kendallville residents thronged to the new farm equipment store on opening day. 
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TORO 
Sport [awn 
| Bin 94 

Alincr.1092 


PLUS FREIGHT 


NEW 21-INCH SPORTLAWN. “Finest mower buy I’ve ever seen,” says Charles B. Gray, 


Charles B. Gray Sales and Service, Mt. Prospect, Illinois. Read about its exciting features below! 


NEW TORO MOWERS FOR 1950 


Now...America’s most 
complete line of power 
mowers with industry’s 
hestdealerservicesystem 


MEET THE 21-INCH SPORTLAWN .. . dollar for 
dollar it’s tops for power, width of cut, 
quality of construction. Built for depend- 
able service, simple to operate. Provides 
ALL these tested features... 
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Here they are.. 


CUTTING BLADES of tempered Disston tool 
steel, stress-free bed bar, 1.6 h.p. Briggs 
& Stratton engine. Ball-bearing mounted 
reel, replaceable Oilite bronze bushings in 
wheels. Rugged steel construction... 


. 9 brand new Toro models for 1950 with the 
best profit possibilities Toro has ever offered to dealers . . . built 
by specialists with 30 years’ experience in engineering mowing 
equipment for championship golf courses . . . backed by aspeedy, 
trouble-proof service set-up for dealers that’s unique in the 
power, mower business. Check the extra sales features of the 
new Toro line...note wide range of mowers to fit every 
customer’s needs. Retail prices are more attractive than ever 
this year, and the profit picture for dealers is something to cheer 
about, thanks to Toro’s finer-than-ever program of national 
advertising and dealer sales helps. 


FINGER TIP CONTROLS mounted in tubular 
chrome-plated handle. 244” wide diamond 
tread tires. Climbs steep slopes, mows heavy 


grass with ease. Sells for only $109.0 F 


f.o.b. factory! 
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18-INCH SPC 
power and c 
of the 21-in 
fied clutch a 


WHIRLWIND * 
blade mower 
Eliminates h 
1 h.p. Brigg 
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WHIRLWIND ‘2 
action lifts g 
clippings to m 
Construction. 
type model, $ 
$184.50 f.0.b. 


HARDWAR 


18-INCH SPORTLAWN ... last year’s best seller now with increased 
power and cutting width! Same simplicity and rugged dependability 
of the 21-inch Sportlawn. 1.1 h.p. Briggs & Stratton engine, simpli- 
fied clutch and V-belt transmission. Now only $94.50 f.o.b. factory. 


bse @ 


WHIRLWIND “ALL-PURPOSE” MOWER . . . Now under $100! 18” rotary 
blade mower grooms lawns, cuts tall weeds and tangled growth. 
Eliminates hand trimming and raking. 1” to 3%” cutting heights. 
1% h.p. Briggs & Stratton engine. Folding handle. $99.50 f.o.b. factory. 


NEW STARLAWNS .. . heavy duty favorites for large area mowing. 24” 
and 27” models. 1.9 h.p. Briggs & Stratton engines, independent reel 
and traction controls, floating axle for smooth cut, big pneumatic 
tires, finest all-steel construction. $241.75 and $259.00 f.o.b. factory. 


. powerful 36” sickle bar mower for cutting 
weeds and tall growth. Cuts close to obstacles, operates on roughest 
terrain. Replaces 5 men with hand scythes. Self-propelled with 1)4 
h.p. engine. Sturdy steel, simple controls. $194.50 f.o.b. factory. 


PIS) 


WHIRLWIND 22” MODELS... . “suction-lift” 
action lifts grass for smooth trim, chops 
clippings to mulch. 2.5 h.p. engine. All-steel 
onstruction. Large pneumatic tires. Push- 
type model, $149.50. Self-Propelled model, 
$184.50 f.o.b.factory. 
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SPORTSMAN HAND MOWER... 34 Ibs. of 
amazingly quiet, easy-running precision 
mechanism. 17” swath, ball-bearing mounted 
reel with Disston tool steel blades, bed 
knife. Tubular steel chrome-plated handle. 
Only $28.50 f.o.b. factory. 


SIGN OF QUALITY and service! See these new 
1950 Toro mowers in action. Call your 
nearest Toro Distributor. He specializes in 
selling and servicing power mowing ma- 
chinery. Standardize on Toro for more profit 
and greater customer satisfaction. 
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NO LOST SALES! When your inventory is short, or you haven’t the specific 
Toro Mower a customer wants, call your Toro Distributor for speedy 
delivery. No waiting for factory shipments. 


PARTS QUICKLY AVAILABLE. Most Toro Dis- 
tributors are equipped to provide 24 hour 
delivery of any part for any Toro mower. 
Where else can you get speedy mower 
service like this? 
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REPAIRING AND OVERHAULING are done in 
your nearby Toro Distributor’s shop by 
men specially trained in Toro maintenance 
work. From factory to distributor to you, 
Toro Mowers are handled by specialists! 


HARDWARE AGE, JANUARY 


TORO 
SERVICE 


It’s unequalled for quality, 
convenience, speed of repair 
work and parts delivery 


See that Toro Service Depot map 
pictured on this page? It shows the 
coast-to-coast coverage of Toro 
Distributors’ parts and repair head- 
quarters ready to serve the thousands 
of Toro dealers all over the country. 
No wonder Toro provides the finest, 
surest, most trouble-free service in 
the mowing machine industry! 

Toro mowers are engineered for 
ease of operation, simple construc- 
tion, thorough dependability. 
They’re a joy to sell, too, because of 
this unique Toro Distributor set-up. 
No waiting to get shipments from 
the factory. Your nearby distributor 
has mowers, parts and repair service 
by trained mower mechanics avail- 
able to you at all times! 

No need to overstock mowers, 
either, during peak sales seasons. 
You can carry normal stocks of any 
or all Toro Mowers, and be sure of 
fastest possible delivery of extra 
machines as you need them. Get all 
the facts about this remarkable 
dealer service system from your 
nearest Toro Distributor. Or mail 
coupon on next page. 


88 TORO DISTRIBUTORS with Toro parts and 
repair facilities, plus a full line of Toro 
mowers, are strategically located through- 
out the United States and Canada. No 
mower but Toro provides this service! 


12, 1950 





4-CO 
sales ; 


Garde 


TORO BUILDs ¢ 
every kind, ev 
Institutions, 
golf courses, 
esigned Torc 


HARDWAR 


ality, 
repair 
yery 


20t map 
ows the 
f Toro 
ir head- 
ousands 
-ountry. 
e finest, 
rvice in 
ry! 

ered for 
onstruc- 
ibility. 
cause of 
r set-up. 
its from 
stributor 
r service 


cs avail- 


mowers, 
seasons. 
-s of any 
> sure of 
of extra 
. Get all 
arkable 
ym your 
Or mail 


parts and 
of Toro 


through- 
nada. No 
vice! 


12, 1950 





eck: 












4-COLOR NATIONAL ADVERTISING... timed when you need it, when you want it, to start your Toro 
sales season right. Plenty of follow-up advertising, too, in the Saturday Evening Post, Better Homes and 
Gardens, and other top-circulation national magazines. 


] Toro is more than doudling its national advertising 
to launch the great new 1950 line of Toro mowers. Ads 
tf in 15 great weekly and monthly magazines spearhead 
ane 4 22 the spring campaign. And Toro helps you complete the 
for hard-hitting national advertising ' pate i 


selling job with a full line of newspaper mats, sales liter- 


and for hard-working dealer sales helps ature, envelope stuffers, decals and window streamers. 


Toro MANUFACTURING CORPORATION 
3068 Snelling Avenue, Minneapolis 6, Minnesota 


Please send me full facts about the Toro Line for 
1950, with name of my nearest Toro Distributor 


Name. 
Address 
City. . 
State.... 





TORO BUILDS QUALITY mowing equipment of SEND FOR FREE CATALOGS describing the MAIL COUPON TODAY! This coupon, or a 


every kind, every size . . . for homes, schools, complete Toro Line. Specify power mower letter from you will bring you the name of 
institutions, park systems, championship catalog or tractor-gang mower catalog . . . each your nearby Toro Distributor who will be 
= Courses, air fields. There’s a specially fully illustrated, with complete facts and happy to show you the new Toro line any 
esigned Toro for every mowing job! details about many models. time you say. 
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Incentive System "Peps" Employees’ 


(Continued from page 137) 
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gas dealer in Indiana, and the 
fourth largest dealer in the nation. 

“We built this bottled gas busi- 
ness from practically nothing in 
14 years,” states Mr. Seagly. “We 
realized early the benefits of bot- 
tled gas and the fact that farmers 
like it. So we plugged to get our 
business up to its present profit- 
able volume. The sale of bottled 
gas appliances comes under the 
appliance salesmen of whom we 
have two. We 
plumbing and heating salesmen. 


also have two 
Each group of outside salesmen 
stays within its own field, but does 
recommend customers to the men 


in other divisions of the business.” 


Keep Farmers in Mind 


During their years in business 
the Seaglys have always kept their 
customers in mind, namely, the 
farmers. They have worked hard 
to give him the kind of merchan- 
dise and service he needs. They 
have also worked diligently to 
further his interests. For several 
years, Elmer Seagly was president 
of the Kendallville Chamber of 
Commerce and during his tenure 
of office, he spearheaded a move- 
ment to establish an annual Dairy 
Day for the city, and also a Sales 
Barn for farm livestock. Both 
events are very successful at pres- 
ent and attract many farmers to 


142 





Appliance displays attract the ladies to this section. 


Efforts which help build good will for the 


firm include his co-sponsorship of 
many 4H activities and events. He 
is also a director of the Indiana 
L-P Gas Association and president 
of the Indiana Retail Farm Equip- 
ment Association. 

The Seaglys also operate a hard- 
ware and implement business at 
Ashley, Ind., managed by Gerald 
Seagly. It is equally prosperous, 
because store policies are keyed 
closely to the needs of the farm 
trade. 

“We do quite a bit of newspaper 
and direct mail advertising,” states 
Mr. Seagly. “Sometimes our direct 
mailings will amount to 3,000 
pieces, covering an extensive rural 
area. We like to keep prospects 
and customers informed of the 
products we sell. The mailing 
pieces, some provided by manu- 
facturers, help us very much.” 

Mr. Seagly tells of a recent effec- 
tive advertisement the firm pub- 
lished on dishwashers. It was only 
a small classified ad but it read 
as follows: “Wanted. Work wash- 
ing dishes. Will wash your dishes 
every day for 35 cents. Telephone 
(salesman’s home number).” 

There were four telephone calls 
in response to this ad, the store 
sold one dishwasher and has an- 


other very good prospect. 





Kendallville regularly. These farm- 
ers spend considerable sums of 
money in the hardware and other 
stores in Kendallville. 

The Sales Barn is especially 
successful. Although _ privately 
owned, it offers farmers a local 
market for livestock every week 
and has made Kendallville a live- 
stock capital. 

Other activities of Elmer Seagly 


Brush Display Catches Paint Customers 






Sales of brushes increased sharply when the G. A. Jones Hardware Co., 
Peru, Ind., mounted one of each type in stock on wall panels near the paint 
department. Now just about everyone who buys paint takes a look at the 
many brushes which are available for all types of remodeling. Sales clerks 
also call attention to the showing. The result is numerous extra brush sales. 
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SATIN CHROME FINISH. Pioneered by Starrett. Now 
on thimble and sleeve of all micrometers — on the frame 
of all full finish models. Non-reflecting, eliminates glare, 
markings stand out sharp and clear, resists rust and 
stains, increases speed and accuracy. 


TAPERED FRAME. Easier to measure in narrow slots 
and tight places, Standard on all full finish outside 
micrometers. 
HI-MICRO FINISH on contact faces of anvils and 
spindles for more accurate measurements. This mirror- 
like finish insures better parallelism of contacts with 
longer life and less wear. 

HARDENED THREADS. Micrometer screw hardened, 
stabilized and threads ground from the solid for lasting 
accuracy. 


ONE ~E SPINDLE. Insures long, accurate life. 


Ql READING FIGURES 


* Every graduation on the 
thimble numbered for quick, error-proof reading. 
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THE FASTEST SELLING LINE — BOUGHT 





AND USED BY CRAFTSMEN IN EVERY TRADE 


DECIMAL EQUIVALENTS of 8ths, 16ths, 32nds and 
64ths conveniently marked on frame or thimble. 


SLEEVE ADJUSTMENT. Simple adjustment of sleeve 
maintains Starrett accuracy at all times. 


FRICTION THIMBLE. Friction stop mechanism in the 
thimble “right under your thumb” available if desired. 
Also available with ratchet stop at end of thimble. 


PRECISION BUILT by the World's Greatest Tool- 
makers. 


TYPES FOR EVERY NEED. Sizes from 1” to 168” — 
all types including tubular frame, black frame, stainless 
steel, ball anvil, screw thread, crankshaft, sheet metal, 
tube and paper gage micrometers. Also micrometer 
heads, inside micrometers and inside micrometer calipers. 


EASY TO SELL. Better than ever before — with new 
refinements and new selling features. The world's lead- 
ing line of precision micrometers. 





£ 


STOCK AND SELL THE COMPLETE LINE 
Mechanics’ Hand Measuring Tools and Precision Instruments 


Dial Indicators -« Steel Tapes + Precision Ground Flat Stock 
Hacksaws, Band Saws and Band Kn 








It’s easier to sell VALUE—the extra 
VALUE you get in Allenco Sprinklers 
and Garden Hose Accessories. They’re 
made to please your customers — 
with long life, better finish, great eye 
appeal and added use-convenience 
features. Feature this fast-moving line! 
ORDER STOCK NOW FROM YOUR 
JOBBER. 


ALLENCO “Justrite” 
Cast Brass Nozzle 


It looks quality... 
it is a precision- 
machined product 
..- full waterway— 
heavy reinforced 
bell. Gives a per- 
fect spray—no 
drip—no back- 
| spray! Straight, 
accurate stream 
for distance — or 
heavy stream for 
volume. Narrow 
to wide sprays. 
Full shut-off. 
Leak- proof! -— 
Dependable! 

























52 Families 
me) adver- 











magazines— er 
sardens, American | 
aasee Grower, Sunset, 
House & Garden, i eday 

sautiful, and the 9a a 
et 0 Post. These ads hg od 
make sales for you. Cash i 
on their sales support. 











MANUFACTURING 


@ 566 West Lake Street, Chicago 6, Illinois 
@ 66 Reade Street, New York City 7, New York 
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An Up-to-Date Housewares Section 
Helped Build Business 


(Continued from page 121) 








This is the left hand side of the department. The rear display 


sic | 





section is devoted to mops, brooms, stepladders and related lines. 


ing since been moved to another 


showroom of the concern. 


Between the bright lighting, the 
yellow and blue walls and the red. 
hlue and grey rubber tiled floor 
the new section presents a decid- 


edly inviting appearance. Save 


for bulky items. such as galvanized 
ware, vegetable bins, shopping 
carts. all merchandise is so located 
as to permit people of average 
height to serve themselves. And 
self-service is more the rule with 
the new layout than was previous- 
ly the case. 

\ large ad in a sectional news- 
paper. which offered souvenirs in 
the form of plastic kitchen items. 
helped attract trade when the new 
department was first opened. Its 
attractive appearance. ample 
stocks and generally inviting al- 
mosphere. have continued to at- 
tract the ladies. from far and near. 
\s an extra sales aid. the firm dis- 
plays attractively wrapped gifts in 
different parts of the department. 
Samples of these items priced 
from about $1 to $10 are displayed 
unwrapped atop a number of the 
items which have been gift wrap- 
ped. When the customer desires 
a like item but in a different wrap- 
ping. an extra charge is made for 
that service. For each of the 
ready-wrapped items there is a dif- 
ferent wrapping motif employed. 


Those priced at around $5 are 
the best sellers. 

Whether a woman is seeking a 
strictly utility item, a fancy one 
for her own home, a novel or sta- 
ple number for a gift, Maurer’s 
has a wide variety to offer. Al- 
though there is merchandise priced 
below $1 in this section there are 
also gift items having a price tag 
up to as high as $40 in electrical 


housewares shown in this section. 


"Package" Merchandising 
Builds Sales for Lentz 


(Continued from page 117) 

are located at the rear on a 
raised floor level to give a good 
view of the entire display area. 
There is an abundance of fluores- 
cent lighting to illuminate eflec- 
tively and evenly all parts of the 
store. 

This display area was modern- 
ized in 1941, and was destroyed 
by the fire in 1943. Losses were 
covered by insurance, but much 
irreplaceable stock was destroyed 
at that time. With the exception 
of the plumbing display room, the 
new store was rebuilt according 
to the floor plan of the old store. 

One reason for his satisfaction 
with the floor plan, is the fact that 
it produces a flow of traffic over 
the entire area, so that virtually 
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every part of the floor is a good 
display spot. “Demand” items, 
for example, are located at the 
rear. Paints cover the back wall 
of the store, including the face 
of the partition in front of the 
office. 

More expensive impulse items 
are placed near the front of the 
store. The “hottest” display spot 
in the store is the display island 
directly back of the front entrance. 
On this are placed the more ex- 
pensive housewares and some 
traffic appliances. 

The floor plan was also design- 
ed so that it would draw women 
customers past displays of mer- 
chandise in which they would be 
most likely to be interested. Thus. 
housewares, crystal, and china 
are located on the right-hand side 
of the store. With appliances at 
the front, these occupy a good half 
of the display area. 

Men’s merchandise is placed 

- at the left hand side of the store. 
- a with sporting goods at the front. 


then power and hand tools, and 


© electrical and builders’ hardware 
eons farther back, Eight salesmen are 
edad required to handle the volume of 
wat business of this section. 
. Al 
ay Three Advertising Media 
é 
ce tag Three media of advertising are 
ctrical employed regularly by Lentz agg 
»ction. Hardware to hold the interest of 
Yakima residents in the store and 
ising its merchandise. Approximately 
ntz $1.500 per year is spent on news- 
paper advertising, copy for which 
) is prepared by an _ advertising 
on a agency. The firm tells the agency 
good what items they want to push, and 
area. leaves the method of advertising 
uores- to them. 
effec- The firm sponsors two radio 
»f the programs, including one daily 15 
minute weather forecast. The ad- 
rdern- vertising “message” on this pro- 
royed gram is delivered three times in 
were the course of the program. They 
much also sponsor the “Cinema Bear” 
roved program for children in the after- 
sption noon, 
n. the The third medium is an adver- 
yrding tising circular which is mailed Teoh crea xauPa ul 
store. once a month to rural residents ay 
action near Yakima. Items of interest a Se a 


t that primarily to farmers are promoted 
: over : in this. About 3,500. circulars 
tually are distributed each month. 
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Look—No 


- are no display 


windows in this store but inside 
6000 sq. ft. of floor space houses 
one of the largest retail hardware 
store stocks in Wisconsin. It’s the 
Harris Ace Store of Janesville, 
Wis. Located in a former factory 
warehouse about three blocks from 
the main business street of that 
city of 23,207 population, little 
sidewalk traffic goes past the store. 
But, it does draw a great many 
customers, and it does a very hand- 
some and profitable annual volume 
of business. 

Large stocks of merchandise 
well displayed and sold, good cus- 
tomer service, a well trained store 
staff, a large free parking lot di- 
rectly opposite the main entrance, 
together with a consistent program 
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Appliances and radios are massed together and manufacturers’ selling aids help 
sales along because they are prominently spotted throughout this department. 


Display Windows! 


yet the Harris Ace Store in Janesville, Wis., 
draws the traffic because it offers customer 
service—a well-trained staff—free parking 
lot®and advertises by newspapers and radio 





No display windows but there are 6,000 sq. ft. of display space inside. 
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Your Customers want 
This Paint that’s thrifty 

That’s why it'll boost 
Your sales in ‘50 


Tuts YEAR customers are cost conscious. 
More than ever they'll appreciate the 
superior qualities of every Lucas product. 


Right now we're releasing a new 
“Thrifty-Buy’’ Merchandising Hand- 
book to all Lucas Dealers. It contains a 
complete program for successful paint 
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selling... provides everything needed 
to carry it out. 


For over a century John Lucas and 
Company has specialized in Dealer busi- 
ness. We'd like to show you our plan for 
increasing your paint sales and profits. 
Write or wire for complete details. 


JOHN LUCAS & CO., INC., ADMINISTRATION OFFICES: PHILA., PA. Offices, Factories, Warehouses in Principal Cities 
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No. 522 “Pipe Master” DE LUXE 


A fast, accurate pipe 
threading machine. Quick- 


opening, adjustable, 
floating-type die-head. 
Aluminum construction. Standard range !/4" 
to 2" pipe. Extra range '/p" pipe. The 
"TOPS" for VALUE! 










No. 552 Pipe Master’ 
DE LUXE ROTARY 


Sectional ; 
ing BENT as well 
as STRAIGHT pipe. Equipped with Revolv- 
ing Die-Head and Open Type Vise. Other- 
wise same construction and same range as 
the No. 522 machine. 


No. 502 “Pipe Master’ STANDARD 

The original’ Pipe Master” 
with new features. Steel 
construction. Same type 
of stationary die-head 
and same range as the No. 522 machine. 





No. 532 “Pipe Master” STANDARD ROTARY 
Same construction, same _ 
range as the No. 502 [x] 
"Pipe Master" but equip- 
ped with Revolving Die- 
Head and Open Type Vise for threading 
BENT as well as STRAIGHT pipe. 


Write for ALL the facts NOW! 


Ask for the "PIPE MASTER" catalog. Get 
the jump on your competition! Select the 


“PIPE MASTER" best suited to YOUR needs! 





THE OSTER MANUFACTURING CO. 


2028 EAST 61st STREET 
CLEVELAND, OHIO 














Formerly a factory warehouse, the interior was laid out departmental- 
wise and fixtures built by the store staff to permit mass grouping. 


of newspaper and radio advertis- 
ing. are the principal reasons why 
this store gets a steady stream of 
traffic not only from Janesville, 
but from surrounding areas as 
well. 

The Harris Ace Store in Janes- 
ville has been operated by James 
B. Harris for 10 years. Prior to 
that time he had a manufacturing 
business in the same location, mak- 
ing fencing and other items. Put- 
ting up a warehouse display to 
show some of his products, he was 
surprised to find that it attracted 
many local and farm folks and 
that was when he got the idea 
that some day the warehouse 
could house a_ profitable retail 
store. 

That dream has been realized, 
and in addition. Harris Ace Stores 


have spread to other cities in Wis- 
consin. There is a fine store at 
Watertown, Wis. (poplation 11,- 
767). another at Portage (popula- 
tion 7016) and one at Beloit 
(population 25,656). The firm 
also opened a beautiful new store 
on the north side of Beloit. this 
past spring. 


Appreciate Parking Lot 


Customers who come to the large 
Janesville store tell Frank Zan- 
canaro, manager, that they like 
the big parking space which per- 
mits them to take time to shop in 
the store as long as they wish. 
Many also express appreciation of 
the large store area and _ stocks. 

“Large stocks of merchandise, 
especially in appliances and farm 





Farmers are also great fishing and hunting enthusiasts and these 
displays of sporting goods are always very popular drawing cards. 
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goods, are a real drawing card 
here.” says Mr. Zancanaro. “Once 
a farmer has been in this store, 
he can readily see that he can get 
just about everything he wants. 
He tells his friends about our store, 
too. with the result that those folks 
learn to come here to buy regu- 
larly. too.” 

The fixtures throughout the 
Janesville store were constructed 
by the firm’s own staff and were 
designed to permit mass group- 
ings of merchandise. An interest- 
ing fixture is one near the center 4 os 
of the wide store which shows PREFERRED AIR- COOLED POWER 
cutlery and silverware as well as 
associated items. This table is 


very popular with store traffic. ° 66 99 
Cutlery of various sizes and de- Its Po wered Rit HT 
scriptions are placed in_ price- 


tagged slots, and some of the other 
items are hung up to catch the 


agra eho when It's Powered by 


strung up on a crosspiece at the 
top of the display along with hunt- 


ing knives. The front of the case. 
facing a cross aisle of traffic shows 
open boxes of silverware and 
carving sets. Open display of this 
type has greatly increased cutlery 
and silverware sales. ; 


The Center Area 





\nother interesting spot is the 
long wrapping counter in the cen- 


es e 
ter = the floor area, where it is Designed “Right” — Built “Right” 
easily accessible to customers and 
sales clerks. The front part of the The Preferred Power of 
case. below counter top level, has Users, Dealers and Manufacturers 
a number of displays under glass. e ; 


fluorescently lighted. This area 


: ; The reputation for “dependable” performance estab- 
makes many spot sales. Electric 


ieee welet eateles, bincodines lished by more than 4 million engines, during a 


and other expensive merchandise, period of over 30 years, has placed Briggs & Stratton 
are kept beneath the counter top as first choice in the field —the “Preferred Air- 
on these shelves. Cooled Power” the world over. 

A mass display of appliances Let the Briggs & Stratton trademark be your guide 


and radios is at one end of the 


to all that is best in 4-cycle, single-cylinder air- 
warehouse store. An_ excellent : _ 


‘ ‘ : cooled gasoline engine performance. 
volume of appliance business is 5 5 I . 


done due to the quality lines BRIGGS & STRATTON CORPORATION 
carried, the selling employed and Milwaukee 1, Wisconsin, U. S. A. 

the fine display given to the arti- « 

cles. 


Radios, both table and console MEE 
models, are grouped on one special 
stepped-up display rack. The wide BRIGGS & STRATTON 
choice of models. designs and 
prices, aids the salesman in clos- 
ing a sale. Refrigerators, washing 





machines, ironers. stoves. ranges, 
space heaters. oil furnaces, etc., 
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Many customers do their own installation of electric fixtures and 
wiring. Hence this display of 60 lighting fixtures attracts interest. 


are shown, with point-of-sale dis- 
play material at hand to help the 
sale along. 

“We've not had to do any out- 
side selling as yet, because we are 
able to get many good prospects 
from our store traffic,” says Mr. 
Zancanaro. “However, if it looks 
as if the prospect rate is going to 
fall off, we'll start some outside 
selling. The largest proportion of 
our appliance sales are still cash, 
but we expect an increase in credit 
sales.” 

A large bicycle rack is near the 
appliance section with smaller 
wheel goods suspended from a pipe 
rack at a higher level. Mr. Zan- 
canaro saw the idea pictured in a 


trade magazine, liked it and ar- 
ranged a display along the same 
lines. He states that it’s a fine 
display idea, conserves space and 


attracts attention of traffic because 
of the better eye range it affords. 

Because farmers and_ factory 
workers do a lot of their own 
wiring and electrical fixture in- 
stallations, a large stock of fix- 
tures and electrical supplies is 
carried. There are 60 mounted 
and lighted fixtures on a ceiling 
display board from which pros- 
pects can pick almost any kind of 
fixture they want for their homes. 

Electrical wiring supplies are 
stocked on open shelves and bins 
directly below the fixture display. 


A large part of the store traffic is made up of farm trade so, 
against wall and on tables, their needs are neatly displayed. 
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Sporting goods sell especially 
well in this store, because farmers 
like hunting, fishing and trapping. 
The store carries a representative 
stock of guns, fishing supplies and 
other sporting goods, including 
dog harness items. 

When it comes to farm items, 
the farmer finds an excellent se- 
lection of goods from which to 
choose. Extensive display is given 
to items such as steel goods, woven 
wire, plumbing goods, farm hard- 
ware, pumps, electric motors, dairy 
equipment, fence posts, dairy barn 
heaters, barn equipment, poultry 
equipment, spraying materials, 
garden seeds, poultry remedies 
and fertilizer. 

Mr. Zancanaro reports that this 
store does not have periodic rush 
hours as some stores do on heavily 
traveled streets. However, the 
Harris Ace Store has from seven 
to 15 farmers’ cars parked in the 
lot most of the day. 


Two Ideas That Helped 
Build Business 


HE story of Main Street mod- 

ernizing and how it enriches 
every citizen of a community was 
told in Olympia, Wash., by the 
Chamber of Commerce during a 
four-week business planning in- 
stitute there. 

The meetings, held each Wed- 
nesday, drew capacity audiences 
and covered such subjects as store 
lighting, window and interior dis- 
play, advertising to attract more 
customers, increased sales through 
employee training, merchandising 
for greater retail profits and U. S. 
Department of Commerce aids to 
business. 

* ¥ * 

It pays to inform teachers about 
local business. The Ypsilanti, 
Mich., merchants, through their 
chamber of commerce annually 
arrange a tour of retail, wholesale 
and manufacturing firms, with 
teachers as guests. Host firms are 
prepared to give the teachers the 
history of their trade and their 
particular firm and problems in- 
volved in operating their busi- 
nesses. Through the question and 
answer process, the teachers learn 
to understand better how the 
American business system works 
under free enterprise. 
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RADE MARK REC.— MADE IN U.S. A, 


WELDED WETTING 








HEAVIER GAUGE POULTRY WIRE AT NO EXTRA COST 
Here is real news—a brand new 2” Poultry Netting—better looking, 


easier to put up, made of longer lasting 18%4 gauge, all at cost of 
ordinary 20 gauge netting. Welded and galvanized AFTER welding, 
—greatest improvement in poultry wire in 50 years. 


e Perfectly symmetrical roll—flush, smooth 
ends—a handsome package to the last 
inch. 

e@ So stiff and straight it HANGS IN PLACE 
—no troublesome stretching. Easily fit- 
ted to uneven ground — merely kinking 
line wires takes up slack fot small con- 
tour changes. 

e@ Poster in each roll pictures uses. 

@ 1” mesh can be made at bottom of fence 
by another layer of narrower Perma 
Netting staggered half a mesh each way. 

e Made of stiffer wire—double tensile 
strength of regular weaving wire. 18% 
gauge PERMA NETTING for cost of ordi- 
nary 20 gauge netting. 


Also makers of Perma Gard Welded Fabrics * Light and Heavy Grade Hex 
Nettings * Standard and Heavy Grade Hardware Cloth * Insect Wire Screening 









1950 Forecast Shows No Let-Up 


In Building Boom 


Despite shifts in type of building, dollar value to remain 
around $19 billion. Steel requirement to reach 14 million 
tons; from nails to girders, builders’ hardware to furnaces, 


[, looks like another 
good year in the construction in- 
dustry and for related businesses. 
So says the Commerce Depart- 
ment in a preliminary 1950 fore- 
cast, predicting no let-up in build- 
ing activity for another year. 

Final 1949 contract construc- 
tion figures will show about $19.2 
billion worth of work put into 
place on the basis of $17.8 bil- 
lion in starts during the first 1] 
months. This is a billion more 
than expected last January and 
well above the 1948 figure. 


Shifting in Types 


Commerce expects there will be 
considerable shifting in types of 
building but sees the dollar vol- 
ume remaining around the $19 
billion level. Privately financed 
construction may drop $900 mil- 
lion but will be offset by the same 
gain in public financing of con- 
struction. 

It follows that there will be 
more physical construction. While 
an earlier decline in some mate- 
rials costs seems to have been 
halted—and may fall no further 
overall costs are 5-6 per cent 
lower than last year. Present labor 
costs are not likely to become 
cheaper this year. 

This is heartening to related 
businesses and industries—from 
the retail hardware store to the 
steel mill. 

Close to 14 million tons of steel 
will be needed to take care of the 
building requirements. This in- 
cludes building requirements from 
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and screens to flashings 


Washington Bureau 
of Hardware Age 


nails to steel girders, from build- 
ers hardware to furnaces, from 
screens to flashings. 

Residential construction in L949 
will amount to $7 billion in terms 
of dollars and 1,000,000 units in 
physical volume when final fig- 
ures are in. For 1950, the dollar 
volume may drop by a half-billion 
and the unit total by 75,000. to 
9O.000, 

(bout 840,000 units will be pri- 
vately financed and the remainder 
will be put into place through the 
public housing program. This 
will get into full swing by next 
Spring. 

The housing outlook alone in- 
dicates requirements for at least 
1.8 million tons of steel. These 
include about 800,000 tons of 
heating, gas, water and related 
equipment. Other major needs will 
include 300,000 tons of structural 
shapes, 260,000 tons of nails, and 
15.000 tons of builders’ hardware. 


Not Included 

These figures do not take into 
account nails, pipe, fittings and 
other items needed for mainte- 
nance and repair work. Nor do 
they consider tools and other per- 
sonal equipment needed by con- 
struction workers who will num- 
ber about 2.400.000 as the 
seasonal peak of activity next 
summer. 

Industrial construction is likely 
to drop as much as 25 per cent 
from this year’s estimated total of 
$1.3 billion, continuing the de- 


cline which marked 1949. Post- 
war plant expansion programs ar¢ 
being completed with a resultant 
drop in such building. But con- 
struction of office buildings, ware- 
houses and the like will go ahead 
at about 1949 pace. 

Commercial structures such as 
stores have been lagging, perhaps 
in hope of reduced building costs. 
Some of this should get unde: 


Oo 
= 


way in 1950, since there is no 


n- 
dication of substantial drops in 
either material or labor cost in 
the near future. 


Military Construction 

Military construction is ex- 
pected to drop $20 million to $100 
million but this will be more than 
offset by $150 million rise in 
conservation and development 
work which will then be around 
$900 million. This includes river. 
harbor and reclamation projects. 

Municipalities are expected to 
expand sewer and water facilities 
by at least $100 million in 1950. 
Expenditures for hospitals, schools 
and other public _ institutional 
building is expected to increase 
by at least $175 million. 

Most privately owned public 
utilities except gas companies are 
expected to do less construction 
work next year. Railroads will 
cut back by an estimated 9 per 
cent, telephone and telegraph by 
13 per cent. and light and power 
construction will drop about 6 
per cent. Federal power work will 
expand 10 per cent. 

Gas companies. faced with a 
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FREE DISPLAY JOBBERS: DEALERS: 


yore Ste beige @ The Super line of carbide tipped masonry drills is 
carbide tipped drills. the most complete ever offered. Users, large and small, 
report that the “Spiral” actually wears longer, drills 
, more holes per grind and per drill—that it is 50%, 60% 
—_ and up to 100% better than other carbide tipped 
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Compact, eye- 
catching, 
2-color Mer- 
chandiser 

No. 133HM. 
Four No. 133H 
‘*'Yankee- 
Handyman’ 
Drivers packed 
with unit. 
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Additional 
sales with Ac- 
cessory Pak 
Merchandiser 
No. 330H. Dis- 
plays 2 dozen 
Paks, each con- 
taining 3 drill 
points, counter- 
sink and 5” 
driver bit, 


Hh 





Give a customer a good look at this 
inexpensive tool that drills, coun- 
tersinks, drives and draws screws 
with a simple, easy push...and the 
sale’s a pushover. 


Order these “Yankee-Handyman” Merchandiser, 
Units from your jobber today. 


NORTH BROS. MFG. CO. 
Philadelphia 33, Pa. 


**YANKEE'’ TOOLS NOW PART OF 





STANLEY 








Reg. U.S. Pat. Off. 


THE TOOL BOX OF THE WORLD 
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tremendous backlog of pipe short- 
ages, will expand activities by 
| trom 5 to 10 per cent from $800 
| million during 1949 to $850 mil- 
lion or more. On the other hand, 
construction of oil pipelines is 
seen as remaining at the present 





$160 million a year rate. 

The Department expects that 

except for large size pipe and 
some probably spot steel shortages 
early in the year, there will be ade- 
quite supplies of building mate- 
rials in 1950. 
Farm construction may be ex- 
| pected to ease off somewhat dur- 
| ing 1950, according to the Com- 
merce viewpoint, from an esti- 
mated $450 million to $400 mil- 
lion. This type of building, how- 
ever, is difficult to report accu- 
rately and recent surveys by the 
Agriculture Department indicate 
that postwar estimates of farm 
construction have been consider- 
ably less than were actually put 
in place. 

Barring a serious depression or 
recession, the construction out- 
look seems good for some time to 
On the basis of industry 
reports, there is a backlog of $46 


come. 


billion in proposed building ac- 
tivity—which would require more 
than two years to put in place 
even at the present peak rate. 

Moreover, construction — plan- 
ning is going ahead faster than 
completions. A year ago, the 
backlog stood at about $43.5 bil- 
lion as compared with the present 
$406 billion. 

About a fourth of this big back- 
log represents industrial construc- 
tion including some $4.4 billion 
in factory and plant expansion 
and $5.5 billion in stores, garages, 
and so on, despite a slackening in 
these categories over the past year. 
How much of this will be put in 
place depends on conditions. 

But it must be kept in mind that 
close to 60 per cent of the backlog 
is in the form of public works 
such as public buildings ($10 bil- 
lion), conservation and reclama- 
tion ($7.5 billion), streets, high- 
ways and bridges ($6 billion), 
waterworks and sewers ($3.5 bil- 
lion), and so on. These projects 
would be started more quickly, in 
all probability, should private con- 
struction show a definite tendency 
to decline rapidly. 





vision set continues to function in 
the window until an automatic 
time switch turns it off. Television 
programs are on view in the store 
itself throughout store hours. For 
especially good programs the man- 





Television in Windows—in Store—on the Air 
(Continued from page 118) 


agement extends invitations to 
good prospects to come and “see 
a television show,” a sample of 
the style of invitation used being 
shown in these pages. Radio spot 


people for 


announcements tell 





Part of the interior display of television equipment is seen here 
surrounded by a large number of various types of major appliances. 
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miles around that Kolodney’s has 
television sets. 

All of these sales ideas have 
helped the firm enjoy television 
sales exceeding $14,000 a year 
and it plans to further increase 
that volume by later installation in 
the store of a complete department 
devoted exclusively to the demon- 
stration and display of these sets. 
At present, television sets are 
shown in a window and both tele- 
vision and radio sets are displayed 
in the store itself and in a part 
of the adjoining appliance depart- 
ment. 


Gifts for Leads 


In commenting on_ television 
and its possibilities for the store, 
Sam Kolodney, manager, says, 
“With better programs being tele- 
vised than ever before, more peo- 
ple are inquiring about sets. A 
great many people who have 
youngsters want sets, for it is get- 
ting so that many youngsters pre- 
fer television to going to the 
movies. People also want tele- 
vision as a means of entertaining 
their friends. When customers 
who have purchased a television 
set from us, give us the name of 
a friend who is interested in be- 
coming the owner of a receiver; 
and we make the sale, we give a 
present to the person who _ pro- 
vided us with the lead.” 

Although the greatest interest 
is being shown in lower priced 
units, the store sells some 16-in. 
size sets at $495. Its present low- 
est priced set sells at $269. The 
store, which has a good reputa- 
tion for service in other lines, car- 
ties through this idea in its tele- 
vision department and has its own 
service department. 

Offering time payment transac- 
tions for television has converted 
some more or less lukewarm pros- 
pects into customers, although 75 
per cent of the firm’s sales of tele- 
Vision receivers are on a cash 
basis. When installment sales are 
made, terms usually provide for 
Payment in from 12 to 18 months 
‘o pay. depending on the price of 
the unit and the credit standing 
of the customer. To date Kolod- 
ney Brothers have not had to re- 
Possess a single receiver for non- 
payment. 
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DURABILITY 
WITH 


“TOP QUALITY 
FEATURES 





The Mohawk is the workhorse of the Coldwell line. 
Designed especially for your customers with average- 
size lawns, it will out-perform and outlast any other 


mower at its price. That's because it’s built on design 


principles which have been proven correct by 80 years of 
experience . . 


. because it contains the best materials 


possible to put into a mower. Get the facts on the ( -old- 
well Mohawk. It can mean business for you this year! 


Get Three Steps ahead with the 





COLDWELI 
LAWNMOWER 


WwW 


Complete COLDWELL 
LINE... 


See how selling the comp/ete 
Coldwell line can put you 3 
steps ahead of competition. 
The DEALER DATA KII 
contains a// the facts .. . 
describes and prices all 
models . . . illustrates all 
sales helps. Write for your 
kit today! 


COLDWELL LAWN MOWER DIVISIO 




















Continuous fluorescent lighting, overhead sprinkler system and wide aisles are 


features of the main floor of the store. In back may be seen open back windows. 





Canadian Super Hardware Store 
Has 40 Complete Departments 


Wis J. Pascal 


Hardware Co., Ltd., in Montreal 
P. Q., Canada, opened its new and 
large air conditioned retail Hard- 
ware establishment—last October 

on the corner of Craig and 
Bleury Sts., its super store was ad- 
vertised as the “World’s Largest 
Hardware Store.” 

The building, five stories high 
and costing $1,250,000, contains 
52,000 sq. ft. of space, with dis- 
play space on the street floor and 
in the basement and part of the 
mezzanine floor. The structure, 


To the left are cutlery, lamps and 
other lines appealing to women. On 
the opposite side are men's items. 
Center tables show seasonal lines. 
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Advertised as ''The World's Largest Hardware 
Store,’ the J. Pascal Hardware Co., Ltd., has 
52,000 sq. ft. space in five-story building. 
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WM. E. HOOPER & SONS CO. 
General Sales Offices 
New Yok PHILADELPHIA Chicago 


320 Broadway Juniper & Cherry Sts. 300 W Adams St 
Hooperwood Mills: Woodberry, Baltimore, Md 











Here is part of the store's 


grinding wheels and V-belts in background. 


which is of steel reinforced con- 
crete, has beige brick exterior and 
plate glass windows on two streets 

some of open type, the others 
with enclosed backs. Green spot- 
ted marble bases, beneath the 
plate glass, and _ stainless steel 
trimmed windows give an attrac- 
tive exterior appearance. Com- 
pletely departmentalized, — with 
more than 40 complete depart- 
ments, the store carries 150,000 
items, having increased that num- 
ber from the original 100,000 
displayed for the opening day. 


Although many departments have 
been given permanent, locations 
others are changed around to fol- 
low seasonal selling plans or to 
promote special events. Under 
this plan, most departments of the 
store have their turn at known 
“heavy traffic spots.” 


Six Cash Registers 


Six cash registers are arranged 
in strategic points in the main 
floor and basement selling areas. 

Soundproof layers of building 





Long tables at left show flashlights and auto accessories. Hand tools 
are at right. Glass panels on tables protect goods from the children. 
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display of power equipment with wall displays of 
Price cards are much in evidence. 


materials with built-in spotlights 
at the backs of show windows 
carry a two-tiered display terrace 
featuring merchandise related to 
the departments below. Two foot- 
wide display space, jutting out be- 
yond the mezzanine railing all 
around, features various displays 
showing merchandise which _ is 
sold on that floor. 

Open display is generally used 
in the store save for easily dam- 
aged or pilfered wares. In this 
category are glassed-in _ back- 
ground displays at the rear wall 
for showing complete lines of 
knives, scissors, etc., with stock in 
drawers made and partitioned to 
fit the exact size of the articles 
held therein. Glassed-in wall dis- 
plays feature _ rifles—including 
both air rifles and precision hunt- 
ing firearms. 

Hand tools are shown against 
another wall. These displays in- 
clude 5,000 different kinds of files. 
near which are island displays of 
work clothing, including overalls. 
workshirts and working gloves of 
all kinds. 

Power tools and other heavy) 
units are shown in a spacious de 
partment visible through _plate- 
glass windows on the Bleury St. 
side. Nearby are departments 
showing grinding wheels, glass 
topped table and wall displays of 
tools. 
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DISTINCTIVELY STYLED FOR hell Appeal/ 






= EWAISTER WEAD 3 


Ss VEER 


The finest line of precision screws, bolts, nuts and other 
popular fasteners—the Central line—is presented here 
distinctively packaged for greater shelf appeal. 






PACKAGED TO / 


, 


Everyone who views the new Central line of 
packaged fasteners instinctively judges Central 
: products to be better. Handsomely designed, these 
a streamlined telescope-type packages are strong, 
. j sturdy and colorfully labeled. The entire package 
ensemble has class—animation—REAL SALES 
APPEAL! 


evTs 
*scREWS eBOLTS* RIV 


‘a 


CLEARLY LABELED FOR EASY IDENTIFICATION 


Central’s color-coded labels quickly identify both product and 
material. Simple. Easy to remember. Stock men say it saves 
time, conserves energy, promotes increased fastener sales. More- 
over —Central precision-made fasteners generate steady, repeat 
business. 

Packages are contained in re-usable cases, “papered” for quick 
inventory and easy handling. Have clean, fresh, fast-selling shelf 


3 NG SCREWS stock at all times. 
3 Complete Factory Stocks Your Assurance of Availability. 






os SLOTTED 


TYPE 
ONE A GROSS 


FLAT HEAD 


CADMIUM PLATED 











Without cost or any obligation—let us send our ingenious AUTOMATIC FREIGHT ALLOWANCE GUIDE. 
vew é Compute weights of each individual item on small quantity orders in a few moments to accumulate 
( ‘yt the 200 Ib. minimum required to earn the 65c per C.W.T. freight allowance. It's yours. Write. 


LOS ANGELES, CALIF. - CHICAGO, ILL. 


u Can Depend on Central’ 


CENTRAL SCREW COMPANY 


3501 SHIELDS AVE., CHICAGO 9, ILLINOIS 
3028 € ELEVENTH ST. LOS ANGELES, 23 CALIF. © 149 EMERALD ST.. KEENE, N.H 
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ball bearings and so on. Wall 
sections and drawers are varied, 
here also, to exactly accommodate 
specific items. 

For hobby fans of all ages, 
there is a special department be- 
neath the mezzanine, which has a 
noise-proof ceiling with built-in 
fluorescent lighting. This section 
includes woodworking and metal 
working equipment in a_ wide 
variety. 


Basement Displays 


Wide stairs lead from the cen- 
ter of the main floor into the base- 
ment in which homefurnishings 
are appropriately grouped.  Al- 
though the store’s paint and wall- 
paper departments are located on 
the main floor, the basement de- 
partments 
paint specials, especially 
for Pascal’s, 


include one showing 


packed 


Portions of the mezzanine are 
now used for offices, which upon 
completion of construction will be 
moved to the second flecr. An 
order department, located on the 
mezzanine, is serviced by six men, 
who handle telephone and mail 
orders. On the second floor is the 
company's offset equipment which 
is used to print showcards, cata- 
logs and stationery. 

With emphasis on institutional 
style adverising, the firm is at 
present averaging from two and 
one-half to three pages a week in 
Montreal daily papers, using both 
English and French language 
Plans for 1950 call for 
double the amount of advertising 
used in 1949, 

Employing 100 people, the new 


papers. 


superstore, which supplements that 
staff for Christmas and other peak 
shopping periods, has five other 
branch stores in the City of Mon- 
treal. The company operates a 
Dominion wide wholesale hard- 
ware business. 

Jacob Paseal. now 8 
to be active in the firm each busi- 
ness day although his four sons 
have taken over most of the firm’s 
responsibilities. Hyman Pascal is 


. continues 


vice president in charge of mer- 
chandise, his three brothers being 
Arthur, vice president ia charge 
of sales, Max, secretary, and Cecil 
Pascal, a director and merchandis- 
ing manager. 
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Marshall-Wells Man Turns Bear Trapper 


ACK BARLESS, chief engineer 

at the Marshall-Wells Co., Du- 
luth, Minn., now goes by a new 
nickname, “Bearless,” as he was 
dubbed by Gunnar FE. Falk, man- 
ager of the advertising and promo- 
tion department of the Zenith 
Zephyr, the house organ of the 
wholesale concern. 

Jack, or “Bearless,” 
quite a reputation as a bear hunter 
since he first got recognition from 
Life magazine, when it published 
pictures of his first bear-snaring 
experience — right outside — the 
Marshall-Wells warehouse. 

The big bruin, weighing 355 


acquired 





lbs., seemingly wanted to cool off 
so he ambled down Lake St. and 
plunged into the water. He was 
noticed by three men in a motor- 
boat who went after him. When 
the bear decided that he would 
rather try motorboating — than 
swimming and climbed abroad, the 
three men decided to get out of 
the boat—but fast. 

The Coast Guard decided that 
the bear probably wouldn’t enjoy 
civilization too much so they threw 
a line to the boat and started to 
tow the motorboat and the bear 


ma 


to his native habitat. At this point 
the bear decided that he didn’t like 
the roughness of the water in the 
channel, or else he became curious 
about all the hubbub made by all 
the Marshall-Wells people on the 
bank, so he hopped out and started 
swimming at top speed to the 
shore. 

“Bearless” Barless then took 
charge of the situation and, fash- 
ioning a lariat from a life pre- 
server line, lassoed the bear and 
pulled it to a pier, where he kept 
it under control until the Coast 
Guard again arrived to tow the 
bear to shore at the Marshall- 
Wells plant. 

The authorities then decided 
that there had been enough “mon- 
key shines” with the bear and 
despatched it from this life, which 
spoiled the lunch hour adventure 
for Mr. Barless. 

To make up for his loss, Mr. 
Barless took off into the woods 
the very next Sunday and found 
a bear up a tree. According to the 
Zenith Zephyr story the venture- 
some Mr. Barless shinnied up the 
tree, trussed up the bear and sold 
it alive to an inn. 





"Where do we go from here?" was probably in the minds of both the 355-ib. 

bear at one end of the rope and Jack “Bearless" Barless (kneeling) at the 

other. In the oval we see the bear in the motorboat after its former occu- 
pants left in a hurry. 
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6 in. SKIL Home Shop 
Sander-Polisher 









Polishes! Drills! 


Favorite with men and women! 


% in. SKIL Home Shop Drill 





A handy handful of 
drilling power! 
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EXTRA SALES! 


It’s the big complete Home Shop Line! You're 








ready with the right tool and accessory for every 


need .. . on farms, in homes and hobby shops 


... with fast-selling SKIL Home Shop Tools! 


6 in. SKIL Home Shop Saw 


adjusts for bevel and depth of cut! 


gg 





Big-drill perform- 
ance ata 
home shop price! 


\ 
2% in. SKIL Home Shop 
Belt Sander 


Takes all the work out of sanding! 


SKIL Home Shop 
Saw Table 


SKIL Home Shop 
Drill Kit 


SKIL Home Shop 
Bench Drill Stands 





6 in. SKIL Home Shop Drill 
















EXTRA PROFITS! 


Big waiting market! 
Full 30% for you! 
SKIL Home Shop T 

-+. faster... sn a . 


And your big discount j 
t 
tool and accessory in the hoe 


ORDER SKIL Home Shop Tools FROM 
YOUR WHOLESALER Now! 
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Bulletin Board Helps Sell 
Traded-in Appliances 


And it also stimulates sales in new equipment 
for the Hehnke-Lohmann Co. Demonstrations, 
callbacks and advertising added aids to business 


a stores 


often have a stove, washing ma- 
chine or some other major article 
taken in on a trade which the 
dealer would like to resell after it 
has been reconditioned. 

The Hehnke-Lohmann Co., in 
Grand Island, Neb.. a city of 18.,- 
000, sells a great deal of this mer- 
chandise through the use of a spe- 
cial bulletin board, outside the 
building on the wall. 

This board. which measures 4 ft. 
long and 3 ft. wide, is black with 


the firm’s name at the top, and 
has a glass front, with the week’s 
specials neatly lettered on a sign 
inside. Copy reads “Specials This 
Week.” 

“That special bulletin board 
sells a great deal of used merchan- 
> says John Hehnke. 


“We've used it for several years 


dise for us,’ 


and always keep it in good condi- 
tion. People walk in and tell us 
they want to see this or that item 
advertised on the bulletin board. 
Sometimes, in addition to buying 
a used item, they also buy some 





The marquee-like canopy supports a three-section sign which 
advertises a number of the articles featured by the store. 
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This illuminated, glass - enclosed 
bulletin at one side of the en- 
trance lists the used appliances 
which are accepted as trade-ins. 


new appliance in which they have 
become interested. So one sale 
leads to another.” 

Copy is changed weekly on this 
sign, and as an item is sold its list- 
ing is completely erased from the 
board. 

“The sign is an attempt to reach 
the tremendous sidewalk  traflic 
that passes the store every day,” 
says Henry Lohmann. “People 
tell me they watch that sign every 
week, because they think they may 
see an item which they need. | 
don’t think we could have any 
other advertising medium for used 
items which would attract so much 
favorable attention.” The board 
has special lighting, so that night 
traffic can see it. 

The store has a canopy and uses 
the top of this structure for an 
appliance department advertising 
sign which can easily be seen from 
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THE FERRY CAP & SET SCREW CO. 


2157. SCRANTON ROAD e¢ e CLEVELAND 13, OHIO 





“SHINYHEADS” “HI-CARBS” 
America’s Best Looking Cap Screw Heat Treated Black Satin Finish 


Made of high carbon steel— AISI Made of high carbon steel — AISI 

-1038—to standards for Full Fin- C-1038. Furnished with black satin 
ished hexagon head cap screws— finish due to double heat treatment. 
bright finish. Heads machined top Hexagon heads die made, not ma- 
and bottom. Hexagon faces clean chined. Points machine turned; flat 
cut, smooth and true,"mirror finish. and chamfered. Tensile strength 
Tensile strength 95,000-110,000 130,000-160,000 p.s.i. Carried 
p.s.i. Carried in stock. in stock. 






TANDARDS 










carried by 


LEADING 


















7] S 
LO-CARBS” SET SCREWS DISTRIBUTORS 
Made of AISI C-1018 steel—bright Square head and headless — cup 
finish. For use where heat treatment point. Case hardened. Expertly 
is not required and where ordinary made by the pioneers in producing 
hexagon heads are satisfactory. Cup Point Set Screws by the cold _ 
Hexagon heads die made to size— upset process. Cup points machine 
not machined. Points machine turned. Carried in stock. 
turned. Tensile strength 75,000- 
95,000 p.s.i. Carried in stock. 
FILLISTER CAP SCREWS FLAT HEAD CAP SCREWS 
Heads completely machined top Heads completely machined top 
lave and bottom. Milled slots—less and bottom. Milled slots — less 
burrs. Flat and chamfered machined burrs. Flat and chamfered machined 
sale point, Carried in stock. point. Carried in stock. 
this * 
list- “SHINYLAND” STUDS ADJUSTING SCREWS 
the All studs made steam-tight on ta Valve tappet adjusting screws — 
end unless aacuton aeoaiiel Hexagon head style — to blue print 
with flat and chamfered machined pee 9 pelle a ey seen ep | 
‘ ’ polished if specified — threads so 
ach rege Renae Migr Heng Aw to close tolerance— points machine B LU E P R | N T 
aflic mirror finish. Carried in stock. turned; flat and chamfered. 
y, * * Cc 
sof SPECIFICATION 
I CONNECTING ROD BOLTS SPRING BOLTS 
ery Made of alloy steel— heat treated — Case hardened to proper depth and * ar 
nay threads rolled or cut— finished to ground to close tolerances. Thread we 
. extremely close thread and body end annealed. Supplied in various a 
| tolerances — body ground where head shapes, with oil holes and so 
specified. Expertly made by the grooves of different kinds, and flats 
any Pioneers in producing connecting accurately milled. 
1 tod bolts by the cold upset process. 
sec 


WRITE FOR 
INFORMATION 


SEND FOR SAMPLES 


zinc plated, cadmium plated. Size: acorn nut, showing how steel hexa- 
9/16", 3/4",15/16''across the flats. gon nut fits snugly into shell. 


aad FERRY PATENTED ACORN NUTS 
} as For ornamenta) purposes. Steel in- Tapped 1/4" to 3/4” inclusive. 
£ it 4 a covered. Finish: plain, Cross section of Ferry patented 








ing Pioneers and Recognized Specialists, Cold Upset Screw Products since 1907 
‘om re} 
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The appliance department is always a popular place for browsers. 


across the street by the passers-by. 

Both Mr. Hehnke and Mr. Loh- 
mann are appliance-minded, hav- 
ing sold stoves and ranges for 
many years. 

Here are some of the appliance 
selling points they use: 

1. Complete explanation of the 
appliance and what it can do, with 
due consideration of prospect’s 
special questions. Mr. Lohmann 


states that it is never a mistake to 
explain every feature of an appli- 
ance. The interested prospect will 
listen carefully. She is thrilled 
with the idea of buying and own- 
ing the appliance, and she wants 
to know every little detail, espe- 
cially in regards to performance. 

2. Wherever an appliance can 
be demonstrated, it should be done. 
these hardware dealers believe. 


After all, the prospect will always 
listen longer when the appliance is 
being demonstrated. With hei 
own eyes she can see what the 
appliance can do and she is con- 
vinced more quickly that it is a 
good buy for her. 

3. Callbacks on appliance cus- 
tomers. The firm believes in call- 
ing back on appliance customers a 
week or two after they have pur- 
chased a new appliance. This visit 
shows the customer that the firm 
wants to make sure the customer is 
satisfied and understands fully 
how to operate the appliance. 

At such a time the customer fre- 
quently tells of some neighbor who 
might be interested in buying one. 
In this way the store’s representa- 
tive may be on the way to another 
sale. 

4. Advertising and store display 
are important. The firm adver- 
tises appliances frequently both in 
newspapers and with direct mail, 
and securing many prospects in 
this manner. Window and store 
display are also used regularly in 
order to draw as many prospects 
as possible from daily store traffic. 


Salesmanship and Prosperity 


to illustrate this point concerns 
the production and distribution of 
automobile tires. In 1921 a tire 
was a major expense—and a set 
of tires was virtually a capital in- 
vestment. In the next decade 
great improvements were made in 
all phases of the tire industry. 
Better sources of rubber were de- 
veloped. Factory technology was 
vastly improved, and marketing 
techniques became better and 
more efficient. By 1933 the price 
of tires had declined by at least 
50 per cent. And the quality had 
been vastly improved. The cost 
of production and the cost of raw 
materials dropped much faster 
than the cost of distribution. 


The Case of Tires 


It was the elaborate new system 
for distributing tires, however— 
including advertising, transporta- 
tion, wholesaling. and retailing at 
hundreds of thousands of outlets 
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(Continued from page 120) 


that had helped to create a tre- 
mendous mass market for tires. 
The existence of this mass market 
made it possible to develop vastly 
cheaper methods of producing. 
processing. and manufacturing 
rubber into the final product. 


Costs and Prices 


Our approach to the problem 
of distribution costs and their re- 
lation to retail prices must be 
based firmly on a realization of 
the role of distribution in stimu- 
lating mass consumption. As our 
economy has expanded, the pro- 
portion of the consumers’ costs 
that can be traced to distribution. 

Mass production is normally 
concentrated in certain fixed cen- 
ters of activity. Distribution, on 
the other hand, is an activity that 
becomes more and more widely 
dispersed—more and more rami- 
fied and complicated. Every in- 


crease in our population, every 
geographical expansion of our 
market, every increase in the va- 
riety of goods and services offered 
has added more tasks and costs to 
the total job of distribution. 
When millions of people move to 
new areas, as they have moved to 
the West Coast in recent years. 
many costly adjustments must be 
made in our marketing machinery. 
The criterion of the efficiency of 
distribution is the steady lowering 
of prices to the consumer—in 
terms of what his wages will buy. 


Competition 


In general, the lowering of dis- 
tribution costs is to be achieved 
through the normal method—com- 
petition among distributors. The 
door is always open to those who 
believe they have a way of bring- 
ing goods to the consumer at a 
lower cost than other business 
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IS A DOLLAR SPENT FOR OUR DEALERS 


Walker-Turner products are sold only through authorized deal- 
ers. Thus every penny of every dollar we spend for advertising 
benefits the dealer directly. 


Our dollars launch a sound advertising and selling campaign 
which builds customer acceptance for the complete Walker-Turner 
line of metal and woodworking machines; more sales and higher 
profits for our dealers. 


Walker-Turner products are aggressively advertised in twenty- 
two national magazines covering the metal, woodworking, plastics 





and building trades, plus vocational and manual training schools. 
Mailing pieces, promotional literature, and other sales helps that 
are strong, down-to-earth selling aids, are always available to, 
back up our dealers’ selling efforts. 


Write today for ‘complete information. 


WALKER-TURNER PRODUCTS ARE SOLD ONLY 
THROUGH AUTHORIZED DEALERS 


KEARNEY & TRECKER CORPORATION 


PLAINFIELD, NEW JERSEY 


WALKER-TURNER oivision 
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FREE CARRIER 














No. 3 Ratchet Threader 
For Pipe, Bolts, Conduit 


Beaver No. 3 Ratchet Threader is a de- 
luxe tool with fully-enclosed ratchet teeth 
that cannot get gummed-up or mutilated— 
thus eliminating the danger of serious ac- 
cidents caused by ratchet slippage. 


Die segments square in shape—no weak 
sections—are easily removable for sharp- 
ening and can be inverted for close thread- 
ing. Ample openings between segments 
for oiling and chip clearance. 


Diehead carrier free—enclosed metal 
tool-box available extra. 


Beaver No. 3 threads Pipe, % to 1”; 
Bolts, 4% to 1”; Conduit, 4 to 1”; Brass 
Tubing, 34-20; 5% or 34-27 Thread. Also 
specials. 

Write for complete new Catalog No. 49 
—tfree! It shows a complete line of hand 
tools, 1% to 12-inch; electric pipe & bolt 
machines, power drives, etc. Address 
Beaver Pipe Tools, Inc., 234-300 Dana Ave- 
nue, Warren, Ohio, U. S. A. 


50 Years of Friendly Service 
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men. Many improvements in re- 
tailing methods have been made 
in recent years. Retailing is the 
most highly competitive segment 
of our economy, and we can be 
confident that competition will 
continue to result in increasing 
benefits to the consumer. 


Advertising 


When the man on the street 
talks about the costs of distribu- 
tion he is likely to talk most fre- 
quently about the costs of adver- 
tising. Advertising is always in 
the public eye. Almost without 
knowing it people use advertising 
as a daily convenience to help 
them decide what they want for 
their money. Depending upon in- 
dividual tastes advertising is at- 
tractive, useful, or 
wasteful. To the average person, 
the economic utility of advertising 
is something of a mystery. He 
knows only that there seems to be 


revolting, 


much more of it than there was 
in the good old days. The money 
spent for advertising in 1900 was 
approximately a half billion dol- 
lars. Last year it was nearly five 
billion dollars. 

We must judge the economic 
usefulness of advertising by the 
results —the greater availability 
of goods and services to the people 
in terms of what they can buy for 
their wages. 


Opportunities Increased 


In the last 10 years the oppor- 
tunities for effective salesmanship 
have vastly, increased. Next year 
the Bureau of the Census will help 
you to estimate the range of your 
new opportunities when it takes 
the Seventeenth Decennial Census 
of the United States. When this 
census is taken, we shall know in 
detail the facts of our growth dur- 
ing the last ten years and the mar- 
ket opportunities for the business- 
men of America. I am interested 
in knowing the results of that cen- 
sus, and | know that all of you 
share my interest. To you the 
1950 census will be an invaluable 
working tool. 

We have only begun, however, 
to realize the full benefits of our 
economic power. One aid to prog- 
ress is efficient production and dis- 


tribution. Every gain in produc- 
tivity, every gain in effective dis. 
tribution means a more prosper- 
ous America. 

Another aid to progress is sales- 
manship. Producers and distribu- 
tors know that people must want 
the goods and services our system 
makes available. In a_ broader 
sense, salesmanship is the essence 
of democracy. All of us—indi- 
viduals and as members of groups 
—are engaged in presenting our 
views forthrightly to others. We 
make progress when each  indi- 
vidual, each group is honestly con- 
vinced it has something good to 
sell. 


Has Something to Sell 


Business has something to sell 
to the American people. Business 
has proved that it can produce and 
distribute the things people need 
and want. Business has demon- 
strated its ability to grow along 
with the needs of the country. The 
businessmen of America must sell 
the people on the performance of 
our business system. 


Sale Not Closed 


As yet you have not closed your 
sale. To close the sale will require 
a day after day effort to convince 
our people that business is for 
them—not against them. It is not 
enough to repeat such familiar 
phrases as “free enterprise.” It is 
not enough to talk in general 
terms about the blessings created 
by American business. You must 
point out specifically the ways in 
which business is raising our 
standard of living. You must ex- 
plain in detail the way profits are 
invested in growth to create more 
goods and more and better jobs. 
You must tell the people what busi- 
ness is doing to make the worker’s 
life more secure and more reward- 
ing. Above all. you must be sure 
that your sales talk on these and 
other points is based on the facts. 

Ahead of us lies the second half 
of the Twentieth Century. Let us 
hope that in those 50 years the 
great contribution of business to a 
prosperous and growing America 
will become clearly manifest to 
our people. 
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Announcing 


Improved aluminum 
insect wire screening... 





‘ Roebling-Alclad 


AVAILABLE FROM YOUR JOBBER 


Now you can sell Aluminum Insect Wire Screening with complete 
confidence in its lasting qualities. Roebling aluminum wire screen- 
ing is made only of the new, improved wire, “Roebling-Alclad” . . 
the aluminum alloy that is outstanding for durability and non-stain- 
ing qualities. 

This Aluminum Wire Screening meets the rigid Department of 
Commerce Commercial Standard CS 138-49. It is available through 
your jobber in 18x 14 mesh, .013” dia. wire, in standard 100 ft. 
rolls—24”, 26”, 28”, 30”, 32”, 36”, 42”, and 48” widths. 

Now, with the Roebling line, you can offer Insect Wire Screening 
made of Aluminum (Roebling-Alclad) ; Bronze (Bright or Antique) ; 
and Zintex (Electro Galvanized Steel). Also, a complete range of 
Galvanized Hardware Cloth in both Standard and Heavy Grades. 

Get the complete story on Roebling-Alclad. Mail the coupon today. 


Todey Ue Reeling! 


WOVEN WIRE 


FABRICS DIVISION 


JOHN A. ROEBLING’S SONS COMPANY 
ROEBLING, NEW JERSEY 





| Woven Wire Fabrics Division | 
| John A. Roebling’s Sons Company 
Roebling, New Jersey 

| Gentlemen: Please send me complete data on Roebling-Alclad Aluminum | 
| Insect Wire Screening and name of my nearest jobber. | 
ID oitsnsennoronsie 7 ‘ . sdinliomelatie ; 

‘ 
| Company ........... j 
| Address | 
Be doscsenktionsceicosstnosiosseeiapsibienmpeeceannnn: : ia State | 





yn on ee A oe ee OO, a 


167 








This 20 by 25-ft. appliance display room opens off the main store. 


Two Newcomers in Hardware 
Stress the Idea of Service 


Moore Bros., in business since last April, is 
using display specialists and outside selling 
to carry out that idea to the limit. 


' Ai the MoO 0 hd 0 Fr ia 
—— RE'S HARDWARE Low base windows 
sane : with fixtures close 
to the glass are 
features of Moore 
Bros. store. 





a was just four and one- 
half years ago two brothers, with 
a variety of valuable business ex- 
perience, came to Rochelle, IIL. 
and bought out a hardware store. 
They merchandised so well and 
pleased so many customers in that 
town of 4.200 that the business of 
Moore Bros. grew so that on April 
22. 1949, it reopened a remod- 
eled store complete with new fix- 
tures. 

The brothers are Lew = and 
Harold Moore. For many years 
Lew had been a salesman for a 
stove manufacturer and. during 
the course of his job. he visited 
many hardware dealers in several 
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THIS EYE-CATCHING 
ADVERTISEMENT will 
tell the important 
news to all of your 
fast-growing Home- 
Utility markets in 19 
MILLION February 
copies of The Satur- 
day Evening Post, 
Collier’s, Better Homes 
& Gardens, Popular 
Mechanics, Popular 
Science, Country Gen- 
tleman, Farm Journal 
and Pathfinder. 


Order now from your 
HOME-UTILITY 
Distributor 
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* Farm + Shop + Tool Kit 


OgE-UTiUTY 


ITY 
HOME-UTIL 
6” BENCH GRINDER 


$ ag” 


SPEEDS UP 
@ Tool Sharpening 
s Grinding—Cleaning 
e Wire Brushing 


HE NEW Home-Utility 6” Bench Grinder is one of 
the handiest, most useful tools you can buy for your 
home or farm shop. It does a whole raft of jobs like 
keeping tools sharp and clean; grinding minor welding 
jobs; removing rust, old paint, gummy dirt deposits; 
preparing surfaces for painting; polishing plated 
metal surfaces. Comes equipped with medium grind- 
ing wheel and wire wheel brush; also drives cotton 
buffing wheels and other attachments, available at 
slight extra cost. 
See the NEW Home-Utility 6” Bench Grinder at your 
Hardware, Electrical or Implement Dealer. 
WRITE TODAY for your free copy of our helpful 
‘“‘How-To-Do-It”’ booklet. Gives many 
useful hints on workshop and repair 
jobs around your house or farm. 
Write to: THE BLACK & DECKER 
Mra. Co., Dept. H-653, Towson 4, Md. 





5” SANDER- 
POLISHERS 
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There's a wide sweep of tool displays that invariably catch the eye. 


states, learned their problems and 
saw their good and weak points. 
Some day, he told himself, he 
would go into the hardware busi- 
ness and try to merchandise the 
way he thought it should be done. 
Harold Moore, on the other 
hand, had been in the real estate 
and farm loan business. In this 
work, he learned a great deal 
about business and financing, ex- 
perience which is proving valuable 
in this partnership arrangement. 


Future Looks Good 


The two brothers went into busi- 
ness, not just with the idea of 
making a living, but of developing 
their store to its limit. With their 
new setup they are well along to- 
ward that goal. Located in an ex- 
cellent agricultural and semi- 
industrial community, Rochelle is 
a growing city, a fact which bodes 
well for aggressive, hard-hitting 
merchandisers like the Moores. 

The remodeled store is 24 ft. 
wide and 78 ft. long and the rear 
goes into an inverted “L.” That is, 
to the right is an appliance show- 
room belonging to the hardware 
store. This room is 20 by 25 ft. in 
size and gives the store an excel- 
lent spot in which to show appli- 
ances. This space is the rear sec- 
tion of an adjacent store, the front 
part of which is used by another 
concern. 
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“When we reopened our remod- 
eled store,” says Lew Moore, “we 
put our appliance manager, Ross 
Stoffer, on outside selling. He 
works largely from leads. My 
brother and I handle the appliance 
division when Ross is out on calls. 
This arrangement is working out 
well, because it enables us to fol- 
low leads immediately. Ross also 
visits appliance customers to find 
out how their appliances are work- 
ing. Often such visits provide addi- 


” 


tional leads. 
When the Moores remodeled 


their store they hired a former 
chain store display man. This 
employee has charge of stock ar- 
rangement and displays through- 
out the store and is doing an excel- 
lent job, as is attested by the large 
number of impulse sales in the 
new store. Plans and fixtures for 
the store were furnished by the 
Illinois Retail Hardware Associa- 
tion. 


Opening Day Roses 


For opening day, the Moores 
advertised that they would give 
roses to the first 1000 women to 
visit the store. The firm’s supply 
of roses was quickly exhausted, 
showing the large number of 
women who came to view the new 
store. Paint demonstrations were 
also featured for the opening, with 
numerous people attending them 
and making purchases. It was just 
the season of the year when many 
people were getting ready to do 
inside and outside painting. 

The wall displays come forward 
directly to the window line, thus 
giving sidewalk and street traffic 
full vision into the store. Indirect 
lighting along the fixtures makes 
the store a very pretty sight during 
the evening hours. Overhead fluo- 
rescent lighting also helps to pro- 
vide excellent over-all illumination 
for day and evening hours. 

Housewares and gifts get up- 
front showing along the right side 





Part of the front-of-the-store display of housewares and gifts. 
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SOME FRANK QUESTIONS 
and HONEST ANSWERS 


... about 


HOREMASTER 


ONE WHEEL GARDEN TRACTO® 


Can | SELL IT? 


Not by sitting on your “‘bucket.”’ Naturally, 
you expect to exert some selling effort—but, 
YOU DON’T WORK ALONE. Our hard- 
working, alert distributor salesmen pitch in 
and help you make sales. You'll find CHORE- 
MASTER is easiest to sell of ALL garden 
tractors. Choremaster is priced right . . . as 
low as $132.00. You get widespread adver- 
tising, extensive promotion and other dealer 
helps, and there are three Choremaster models 
...1, 2 and 3 H.P. to satisfy any customer’s 
needs. 

As one dealer, D. O. Beltz, Beltz Farm & 
Garden Supply, East Akron, Ohio, says: “‘I 
have been successful in selling Choremaster 
Garden Tractors because they really sell 
themselves. One man buys and soon his neigh- 
bors and friends are in. I can give my cus- 
tomers MORE QUALITY for the money than 
any other tractor on the market today.” 


Will | MAKE MONEY ? 


Certainly! You can’t avoid making money. 
There is a big, unworked market for the Chore- 
master Garden Tractor in practically every 
community. 

For example, Ray Dietz, Dietz Farm Serv- 
ice, York, Pa., says: ‘We have been success- 
fully selling Choremaster for the past two 
years. During our FIRST SEASON when we 
started our business, we sold 97 Choremasters. 
Customer acceptance of the one wheel feature 
is immediate, since it permits cultivation at 
any time during the growing season. Since 
Choremaster sales have been a major fac- 


2500 DEALERS 


CAN'T BE WRONG! : 
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tor in STARTING OUR BUSINESS, you 
can see why we believe it is the popular 
tractor to sell.’’ 

Low consumer prices coupled to good 
discounts on tractors and a long list of 
attachments mean profits for any active 
Choremaster dealer. 


Will | HAVE TROUBLE? 


There’s no use trying to kid you.. 
urally, there are going to be repairs on 
any make of garden tractor. 


- nat- 


But we are confident the experience of 
our dealer, Ray Jones of Hicksville Hard- 
ware Co., Jackson, Tenn., will be YOUR 
experience, too! Ray says, “‘I know I have 
a piece of equipment to offer a customer 
that is precision built by a famous ma- 
chinery manufacturer. I enjoy demonstrat- 
ing Choremaster’s many uses and smooth 
performance. I point out its superior con- 
struction, but tell my customers that for 
normal wear or abuse, I can readily supply 
replacement parts. Naturally, I don’t 
overlook the extra income from repairs 
and service.” 


CH ee ee eb. 


f  CHOREMASTER DIVISION, The Lodge & Shipley Co. 
828-1 Evans Street, Cincinnati 4, Ohio 


§ Send me facts about CHOREMASTER DEALERSHIPS, 





Will | Get 
ADVERTISING SUPPORT? 


Absolutely! CHOREMASTER (in maga- 
zines, newspapers and on radio) advertises 


more than any other garden tractor sold 
through distributors and dealers. By actual 


records, CHOREMASTER ee advertises 
19% more than any other walking tractor 


manufacturer, 57% more than the average 


of the top eight manufacturers. CHORE- 





MASTER advertising appears regularly 
in 29 leading magazines with a total month- 
ly circulation of ALMOST THIRTEEN 


MILLION readers. 

This outstanding program plus other 
extensive dealer helps and special promo- 
tions offer you aggressive selling aids that 
have made Choremaster a leader in the in- 
dustry—-WILL MAKE SALES AND 
MONEY FOR YOU, TOO! 

WRITE FOR DEALER INFORMATION AND NAME OF 
YOUR DISTRIBUTOR. 


CHOREMASTER DIVISION 


The Lodge & Shipley Co. 
828-1 Evans St., Cincinnati 4, Ohio 


GET SET NOW for 


CHOREMASTER SALES 








i Name 
Street 








2 





ity 


State ¥ 
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Another (CONCO) 


PROFIT-MAKER 2) 


For You 


The Sensational, New 


ONCO 


PORTABLE 
ELECTRIC RADIATOR 








Regularly at 


$22.95 


4500 BTU Provides quick, 


abundant heat where 
and when wanted! 


OUTSTANDING FEATURES 


SAFE Underwriters’ Approved. Uses 
no water, steam. Fully enclosed 
heating element. Even at full heat unit 
will not cause a serious burn if touched. 
FAST Begins heating as soon as plug- 
ged in. Consumes 1320 watts, 
A. C. or D. C., emitting 4500 BTU's per 
hour, the equivalent of 1834 sq. ft. of steam 
radiation. 
LIGHT Weighs only 28!/2 pounds. 
Easily portable, nicely bal- 
anced. Compact, size 23" x 7" x 19". 
Smartly styled. 


ECONOMICAL Costs approxi- 


mately 2 cents 
per hour to operate (average rates). Saves 
on regular fuel in spring, fall, through win- 
ter. 


101 HOME USES 


@® IDEAL in nursery, 
bath, on porch, in base- 
ment, bedrooms, laun- 
dry, playroom, cottages, 
workshop. RIGHT: 
Convenient carrying 
handle folds over to 
double as handy drying 
rack, 





WRITE tor complete information on 
this outstanding new product. 


CONCO ENGINEERING WORKS 


Division of H. D. Conkey & Company 
Mendota, Illinois 





AFFILIATES: 
CONCO MATERIALS HANDLING DIVISION 
Cranes — Hoists 
CONCO BUILDING PRODUCTS, INC. 
Brick—Tile—Stone 
See our exhibit, Booth 488, Housewares Show 
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of the store from the entrance. 
Women’s trade is very heavy, says 
Harold Moore, and every effort is 
made to keep bright, useful and 
clean merchandise on display for 
the women to inspect. The store 
has many browsing customers and 
this has helped impulse sales a 
great deal. 

The store has seven tables for 
center aisle display, measuring 5 
by 10 ft., with a store-long aisle 
along each wall. This arrangement 
permits traffic to flow in and out 
very easily, and brings consider- 
able attention to shelf-displayed 
merchandise in addition to center- 
of-the-store displays. 

An excellent stock of hand and 
power tools is kept on hand, and 
there is considerable demand for 
these lines. Farmers and industrial 
workers like to work with tools, 
and these customers continue pur- 
chasing them throughout the year, 
gradually building their work shop 
equipment. 

An up-front showing is given to 
the well-stocked sporting goods 
department on the left side. This is 
followed by wall displays of tools. 


Wear Jackets 


The owners as well as the em- 
ployees are neatly jacketed at all 
times. This helps to give the store 
and its service a modern, efficient 
appearance. 

Insofar as advertising is con- 
cerned, the Moores like newspaper 





well-illustrated 


copy, as well as 
catalogs which are furnished them 
by one of their wholesalers. Both 
the brothers say that many cus- 
tomers bring the catalogs into the 
store with them when coming to 
purchase merchandise. 

As a service to customers, espe- 
cially the farm trade, the store is 
open every Wednesday and Satur- 
day night until 9 o’clock. 





Is the Day of Judgment 
Approaching for 
The Tax-Exempts? 
(Continued from page 130) 

different from what they are to- 
day, and the rates of income tax 
on individuals and __ businesses 
were a mere fractional part of the 
amounts that we have to pay 
today. 

Let me explain just a little 
further. The law the Congress 
passed in 1916, about the middle 
of World War I, stated that 
‘farmers’, fruit growers’ and like 
associations, organized and oper- 
ated on a cooperative basis and 
acting as a selling agent for mem- 
bers” should be exempt from pay- 
ment of income tax on their earn- 
ings. The co-ops that came under 
the provisions of that law, were, 
for the most part, little local 
groups of farmers who were sell- 
ing their apples or grain or live- 
stock or oranges together so that 
they would get a little better price 
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than each farmer could get alone. 

But that isn’t cooperation to- 
day. Cooperation today is Big 
Business. Besides marketing farm 
products, the co-ops now sell 
cigarettes and vitamin pills and 
toothbrushes; they manufacture 
tractors and lipstick and corn- 
flakes; they drill oil wells, refine 
petroleum products and ship gaso- 
line all over the World; they 
operate banks, insurance compan- 
ies and newspapers; hospitals, 
radio stations and tourist camps; 
hardware stores, coal mines and 
funeral parlors. 

There are today plenty of co- 
operative organizations with an- 
nual sales that run to the hundreds 
of millions of dollars; numerous 
wholesale co-ops whose untaxed 
profits rival those of the stock ex- 
change blue-chip list; and manu- 
facturing co-ops whose plans look 
forward to the liquidation of 
profit-making taxpayers and the 
substitution of their own so-called 
“non-profit” operations. 


Even in the category of those 
that might without too great a 
stretch of the imagination still be 
called “farmers’, fruit growers’ 
and like associations,” you will 
find businesses doing two to five 
millions a year, and accumulating 
untaxed earnings into overpower- 
ing capital structures. That’s not 
small business and it’s not busi- 
ness that won’t hurt the taxpaying 
competitor down the street. 

In their growth to size and 
power, co-ops have been helped 
along by the very thing that has 
kept their competition dragging in 
the dust—high income taxes. The 
income tax was only one per cent 
when the co-ops were first ex- 
empted. It was only 12 per cent 
in the late 1920’s. But when it 
reached 90 per cent, in World 
War II, the heyday of cooperation 
arrived. Then, while taxpaying 
businesses forked over most of 
their earnings to Uncle Sam, the 
co-ops kept their profits in the 
business and they grew and they 
grew and they grew. 


Co-ops Get 38% ‘Break’ 


They are still growing, for the 
differential is still 38 per cent. 

In 1946, cooperatives of all 
kinds did about $13 billion in 
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A “silent salesman” 
that really says a lot! 





HEN you place this attention-com 
pelling Pennvernon decalcomania 
on your store window or door, you tell the 
world that “here is headquarters for qual 
ity window glass.” It's a strong point-ol 
purchase tie-in which takes advantage 
of the exceptional public acceptance of 
Pennvernon as window glass at its best. 
Display this decal prominently. It will 
bring more buyers into your store, not 
only for Pennvernon Window Glass, but 
for other supplies too. 


. . * 
these other hard-hitting sales aids 
—which will help you achieve a well-integrated promotion 
effort: (1) a powerful, sales-winning window card; (2) an 
eye-catching counter easel; (3) an ingenious 3-piece streamer; 
(4) resultful envelope folders; (5) effective newspaper mats 
Put these business-builders to work. You can get them 
through your local Pittsburgh Plate Glass Company branch 


or jobber. 





PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 


PITTSBURGH PLATE GLASS COMPANY 
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business volume. In 1947, they 
did about $15 billion. Last year, 
according to careful estimates, 
they did more than $17 billion. 
In less than another five years, 
at their present rate of growth, 
they will be doing at least $25 
billion. 


Why should they continue to go 
tax-free? 


A few years ago we fought and 
won a great war. Business paid 
higher taxes than ever before, and 
still the nation went into debt to 
the tune of more than $250 billion 

-which eventually will have to be 
paid by taxes. 

In that war effort, the coopera- 
tives profited greatly — but they 
paid little or nothing toward the 
victory that was won. 

Now we are spending billions 
in preparation for a possible third 
world war. We are spending more 
agricultural 


billions to support 


production—donating tax money 
to the members of cooperatives 
and other farmers. We are pro- 
posing to spend still more billions 
in Federal aid to education, to 
support a mammoth system of 
socialized medicine, to care for 
the aged and the infirm, the 
widows and fatherless children. 


Tax-Exempts Will Fight 


Cooperatives and their mem- 
bers expect to share in these ex- 
benefits, but they are 
fighting tooth and toenail to keep 
from paying the smallest share of 


pensive 


the costs. 

I am confident that in the end 
Congress will take away the spe- 
cial privileges, tax and otherwise, 
on which the co-ops have been 
thriving for all these years. But 
the co-ops will not give up easily. 
They are arrogant; they say it is 
un-American to ask them to pay 








This Table Has a 


DWARD GENSON & SON, 

Kankakee, Ill.. has a flat dis- 
play table with glass separated 
compartments and slots up front 
which is very popular with farm- 
ers, mechanics, carpenters, build- 
ers and handy men. It contains a 
wide assortment of items such as 
tractor hitches, chain hooks of 
many sizes, curry combs, clevises 
and other items. Customers come 


Wide Sales Appeal 


from considerable distances to get 
these items at the Genson store, 
because they know, for example. 
that a large variety of these arti- 
cles are carried in stock. The com- 
partments are always kept full of 
the merchandise so that customers 
do not have to dig down deep in 
a tray for the article they want. 
The area is kept well lighted and 
this helps draw traffic to it. 


Men usually find something they need on this table. Everything on it 
is easy to find and there's something on it for almost any customer. 
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taxes like the rest of us. They are 
powerful, with millions of mem- 
bers. They are politically potent 
after 20 years of experience in 
lobbying for special privileges. 
They are well organized, from the 
national level all the way down to 
the local farms. They are rich, 
for many of them enforce a check- 
off system, like that of the labor 
unions, to finance what they call 
their ‘‘educational activities.” 
And many of them are even now 
monopolies, with all the power 
that goes along with monopoly 
protected by law from any prose- 
cution. 

One of the co-op attorneys, in 
a case where the Government was 
trying to break up a monopolistic 
milk situation in Washington, 
D. C., told the court: “Elimina- 
tion of competition is a perfect 
legal right of a cooperative and 
the very end and purpose of a 
cooperative ... It is our right to 
become a monopoly.” 

And so it is—under the terms 
of the Capper-Volstead Acet, 
passed in 1922 and still on the 
law books. But that, too, may be 
changed. The House Judiciary 
Committee is now studying all 
monopoly concentrations and we 
are assured by the chairman, Con- 
gressman Emanuel Celler of New 
York, that he will look into this 
co-op situation. 


What Is Being Lost? 


Well, how much money is Gov- 
ernment losing by its permission 
to certain kinds of business to 
operate without paying income 
tax? How much additional rev- 
enue will flow into the Treasury 
when we stop this unfair foolish- 
ness and tax ALL competitive 
businesses on an equal basis? 

Mutual organizations, including 
cooperatives, mutual savings 
banks, the Army’s post exchanges, 
some mutual insurance, beneficial 
associations and the like, have 
estimated profits from business 
activities amounting to nearly $2 
billion a year, on which the 
normal income tax would be 
about $630 million. 

Group interest organizations, in- 
cluding labor unions, agricultural 
associations, business organiza 
tions and social clubs, have esti- 
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CYLINDRICAL LOCKS 


Milf design 


large escutcheon No. 256 shown 
with WESLOCK No. 240 five- 


pin tumbler entry lock: set 


rNalohial 1am aA te) oO) OL Qtlatiicliloliielay 


204 apartment units—FHA insured. 


Architects: Samuel Paul Associates 
Accepted by Architects and Builders as one of the most soraice,, en 
modern lock set accessories, the WESLOCK Melody escutcheon re de ‘F vag oe Co., 
is the only design of its type available in any line. Although ee ee 
budget-priced, WESLOCKS are of the highest quality and Lee SN ae 
ae Golden, Brooklyn, New York 

unconditionally guaranteed. Send for a catalog of the complete 

WESLOCK line which is the best at any price. 


™) MANUFACTURING CO. i. 
| 1420 South Evergreen Avenue WESLOCKS 
) tes Angeles 23, California \ £7 








Richlee Gardens, Mineola, New York 
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mated net income from business 
activities of around $41 million. 
That, mind you, does not include 
dues, contributions, grants or 
gifts—it is income from business 
activities, in competition with tax- 
paying companies. The income 
taxes that they escape now amount 
to about $14 million. 

Altruistic organizations, includ- 
ing charitable trusts, civic leagues, 
educational institutions and the 
like, have estimated business in- 
come of about $520 million, and 
the taxes they should pay amount 
to some $173 million. 

And Government _ businesses, 
city, state and Federal, have busi- 
ness income of about $800 million 
and should pay $276 million into 
the Treasury. 


Lost: $1,000,000,000 


That makes a total potential of 
tax revenue amounting to well 
over one billion dollars. 

That’s enough to make possible 
the immediate reduction of excise 
taxes on cosmetics, luggage, furs, 
jewelry, railroad tickets, freight 
and telegrams to pre-war rates, 
where they belong. 

At a recent hearing in Washing- 
ton, Congressman Wright Patman 
of Texas, chairman of the House 
Small Business Committee and 
recognized by the cooperatives as 
their most powerful friend in Con- 
gress, made the statement that, in 
his opinion, the imposition of in- 
come tax on cooperatives would 


not produce more than $10 million 
and that it would probably cost 
twice that amount to collect it. 

With ali due respect to Con- 
gressman Patman and his co-op 
friends . . . I can name 10 co- 
operatives alone, which if they 
were properly taxed would pay 
into the Treasury more than $10 
million. 

On the basis of 1947 figures, 
published in the Farm Credit Ad- 
ministration’s authoritative Hand- 
book of Major Farm Supply Pur- 
chasing Cooperatives and in their 
own financial statements, the Co- 
operative Grange-League-Federa- 
tion Exchange, the Eastern States 
Farmers’ Exchange, the Southern 
States Cooperative, the Ohio Farm 
Bureau Cooperative Association. 
the Consumers Cooperative Asso- 
ciation and subsidiaries, the In- 
diana Farm Bureau Cooperative 
Association, the Illinois Farm 
Supply Co., the Farmers Union 
Central Exchange, the Fruit Grow- 
ers’ Supply Company of Los An- 
geles, and the Farmers Union 
Grain Terminal Association — 10 
of them—made in that year. 
profits of $28 million. 

The corporate income tax on 
that amount, at the 38 per cent 
which is paid by other companies, 
would have amounted to $10,- 
789,237. 

Those, mind you. were 1947 
figures. In 1948, every one of 
those cooperative corporations 
made more profits than in 1947. 








“But, Hilda, that’s NOT an egg beater!" 
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Consumers Cooperative Associa- 
tion of Kansas City, the big oil 
co-op, along with its subsidiaries 
increased earnings in 1948 by 119 
per cent—from a little over $3 
million to quite a lot over $8 
million. 


Nearly 10,000 Co-ops 


And in arriving at that $10 mil- 
lion tax liability, I have entirely 
omitted the big earnings of co-ops 
like the California & Hawaii Sugar 
Co., biggest cane sugar refinery in 
the world; Pacific Supply Co., 
Michigan Farm Bureau Services, 
Midland Cooperative Wholesale, 
Missouri Farmers’ Association, 
Nebraska Farmers Union State 
Exchange and nearly 10,000 other 
big and little co-ops, all of which 
pay little or no tax on the business 
they do in competition with you 
and millions of other taxpaying 
businessmen. 

As for the cost of collecting the 
tax from co-ops, which Congress- 
man Patman shuddered about, it 
would be no more than the cost 
of collecting tax from the corner 
retailer who is now struggling in 
competition with the co-ops—and 
paying his share. 

Well, what are we going to do 
about it? 

The answer is that we’re going 
to tax them—and I say that be- 
cause that is what your Senators 
and Representatives in Congress 
say. 

It has taken some members of 
Congress a long time to come to 
the positive opinions they now 
express — but they have at last 
seen the light of reason and they 
are prepared to vote for tax 
equality as soon as it is properly 
presented to them in legislation. 

That, we have reason to believe. 
will be this spring. The bills that 
have been offered by Congress- 
man Mason and Senator Williams 
will still be on the calendar. They 
will be acted upon—and tax 
equality will at last become a 
reality—if enough of the business- 
men of the Nation demand it. 

If you are surely going to win 
this tax-equality fight, and win it 
soon, each and every businessman 
will have to make a personal effort. 

Just remember that business is 
the only important part of today’s 
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economy that makes no concerted 
effort to protect its own interests. 
Labor, veterans, farmers, teachers 
and other groups are organized, 
articulate and politically powerful. 
In Congress and in the state legis- 
latures, their interests are repre- 
sented by potent and unified blocs. 

There is no business bloc in 
Congress or anywhere else. 

On the contrary, legislators 
know that they can disregard the 
requests and demands of small 
business with little danger of 
political retaliation. 

Nor is any lawmaker much con- 
cerned with the National or state- 
wide organizations representing 
business. But every Congressman 
is immediately attentive to a letter 
or a telegram from a resident of 
his own district, or from a group 
having headquarters in his dis- 
trict, with officers and members 
who are voters in his towns and 
counties. 

What then must you do? 


Here's the Answer 


First and foremost, you must 
know your representatives in Con- 
gress and work with them. You 
must give them an opportunity to 
know you, to hear your views, to 
register in their minds your needs 
and your requests. 

That is not too difficult to do. 
Go to see your Senators and Con- 
gressmen. Talk freely to them. 
Don’t be awed or afraid of them. 
Talk back to them. Tell them what 
you want. Tell them your per- 
sonal experiences with tax exempt 
competition. Tell them that tax 
equality is vital to you—and to 
them. Tell them that the coopera- 
tives and the other tax exempts 
must be taxed in the next tax bill 
that is passed in Washington. 

That’s politics. Don’t be afraid 
of politics. Just make sure that 
your business friends and neigh- 
bors are working hand in hand 
with you and you will win. 

Political organization of that 
kind is what counts. It will save 
the free enterprise system from 
the tax-free enterprise system that 
now threatens to take us over. It 
will bring about tax equality. 
It will be the salvation of the little 
businessmen of the whole United 
States. 
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...day-in, day-out dependability 
for the dealer and his customers 


You can always depend on a GREENLEE 22. 
For each of these fine Solid-Center Auger 
Bits is given special care by craftsmen 
through every step of manufacture. 
Each is Induction Heat-treated so it 
will take and hold uniformly sharp 
cutting edges. And each is 
Plastic-Sealed with a heavy 
protective coating to 





assure its reaching you 
and the user ‘‘factory perfect’’. 





SOLID-CENTER AUGER BITS 


ielelR Bie) Ba 7 tas) ji.) 


te 


STOCKED BY LEADING WHOLESALERS 


FAST SELLERS IN THE GREENLEE HIGH-QUALITY LINE 
Auger Bits « Expansive Bits e Socket Butt Chisels e Socket Firmer Chisels e Car Bits e Razor Blade 
Draw Knives @ Automatic Push Drills e Spiral Screw Drivers e Bit Extensions e Bell Hangers’ Drills « 
Turning Tools e For complete Information on these and other fine GREENLEE Tools, write today to 
Greenlee Tool Co., Division of Greenlee Bros. & Co., 180! Herbert Avenue, Rockford, Iilinols, U.S.A. 
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EDGEHILL 


CIRCULAR 
SAW BLADE ‘ 


INDUSTRIAL 


QUALITY 


T “HOME WORKSHOP” 
prices 
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ow you can sell better 
quality saw blades for less 
. -\ . and make more profits. 
Edgehill is precision manufactured 
of highest quality chrome nickel 
saw steel, uniformly set and filed, 
baldnced and tensioned. It holds 
a\keen ‘edge much longer . 

sive a Smoother and faster cut 
: runs\ straight and free from 
vib a ation. 


-\ 


. 
— = 





The attractive Edgehill pack- 
ag gives\extra sales push to 
this ow- priced blade. . . . our 
rapid d livery service permits 
a\ small \ stéck inventory and 
faster\turnover. 


oS . : 
SEE YOUR xa “OR WRITE DIRECT 


Furnished in sizes 
se 6, 7, 8 and 10 inch. 
Flat and Hollow 
Ground. 


THE BLADE MFG. CO. 
909 W. THIRD AVE. 
COLUMBUS 12, OHIO 














New Scovill Continuous 


Strip Mill Cold Rolls 
One-ton Brass Bars 


QO meet a demand for cold- 

rolled brass strip and sheet in 
long length coils and close toler- 
ances, the Scovill Manufacturing 
Co. has put into operation in its 
huge Waterbury, Conn., plant 
what is believed to be the largest 
cold-rolling breakdown mill ever 
built for the nonferrous metals in- 
dustry. 


Officials of the 


“Brass City” 





After surface mill- 
ing the bars go 
through the first 
of the new 4-hi 
cold rolling mills. 
Four annealing 
furnaces, with a 
capacity of 33,000 
Ibs. per hour, 
permit  cold-roll- 
ing reductions at 
subsequent rolling 
points, assuring 
uniform working 
of the metal at 
all stages. 


co 


concern point out that for many of 
its 148 years the firm supplied a 
large part of its output to the 
watch and clock industry of New 
England, and for that reason brass 
men still speak in terms of pounds 
rather than tons. 

The new mill, now makes it pos- 
sible to cast and roll in one con- 
tinuous process bars weighing in 
excess of a ton. 


oo 


The first step in 
the operation is 
the casting of a 
continuous strip 
of brass, which is 
sawed into uni- 
form lengths 
which can then 
be rolled into 
coils of equal 
length. This giant 
machine can pro- 
duce millions of 
pounds per week. 


Oo 
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eae Se ase 


_ The "Rifles" in Rifles 
& PORTSMEN, particularly those 


who are newcomers to the 
sport of shooting, frequently ask 
the questions, “Why is the barrel 
of a rifle ‘rifled’ or grooved? 
What is meant by ‘twist’?” 
the answers are simple enough 
to the experienced shooter. But 
because the rifles in a gun barrel 
are not easily observed, their im- 
portance to satisfactory perform- 
ance is sometimes not fully under- 
stood by the novice. “Superior 
and accurate results of bullet 
flight depend in a large measure 
upon rifling,” says an authority of 
Remington Arms Company, Inc. 
“It is not necessary or proper 
to ‘rifle’ shotgun barrels because 
the shot charge is made up of a 
large number of pellets and rota- 
tion is not needed. But a rifle bar- 
rel accommodates only one bullet 
at a time and that bullet must ro- 
tate if it is to travel accurately. 





Making the Barrel 


“In rifle barrel manufacture, 
the drilling operation is followed 
by reaming to exact bore diameter. 
Rifling grooves are then cut in a 
helical manner—there usually are 
four or six such grooves, the depth 
being three or four thousandths 
of an inch. When a cartridge is 
fired, the bullet enters the barrel 
from its case which rests in the 
chamber, and is forced into the 
lands and grooves of the rifling, 
forming a gas seal and causing 
the bullet to rotate. 

“This rifling causes the bullet 
to spin in its course of flight and 
thereby the projectile attains sta- 
bility and accuracy. The prin- 
ciple is gyroscopic and similar to 
that of a spinning top. When the 
top is rotating rapidly it stands 
up. When it slows down, it begins 
to wobble. Spinning rapidly the 
bullet travels accurately. 

“Twist? refers to the turn in 
rifling. The rate of ‘twist’ for any 
given caliber is determined by 
velocity and by the relation of the 
diameter of the bullet to its length. 
A long, thin bullet must spin 
rapidly to remain stable in flight 
and ‘twist’ is, therefore, fast. A 
short, heavy bullet need not spin 
as rapidly and ‘twist’ is, therefore. 
slower.” 
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ww TCUSY announces 


a complete line of QUALITY 
| FORKS 


We believe these to be the 
finest forks ever offered. The 
polished tines are rolled 





from special fine grain high- 
carbon steel, tempered in 
oil . . . upper portion and 
ferrule gold bronzed. Full 
10 in. tubular ferrule, with 
cap. Selected ash handle, 
sanded smooth, sealed, and 
lacquered clear. 





High-carbon steel heads, 


oil tempered. Blades 


& fully polished. Selected 
\ —et EE ash handles, sanded 


\ WARREN STYLE 












smooth, lacquered clear. 
(Lower priced line . 
—————— same with Wheelabrator 


finish blades.) 


NORCROSS 
NURSERYMEN'S 
AND SUGAR BEET 


WRITE for full data 
and prices 
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NORCROSS GARDEN TOOLS | ARNO TITHUINSE RDI MEH 


Ui 3,8. Prone BUSHNELL, ILLINOIS 
Anparages Unite Quality Garden Tools Since 1891 


4 in 1 Garden Growers 



































The visual front of the 35-ft.-wide store seen with flowers sent at the time the branch 
opened in its present quarters. Note the row of transoms above the entrance and windows. 


Strategic Location Brings 
Customers to New Store 


Hand-picked spot next to post office in fast 
growing section builds up plenty of traffic for 
new branch establishment of Lamb & Swader 


Wars Lamb & 


Swader, Jacksonville, Fla., whose 
main store is located in the down- 
town section of that city, decided 
to open a branch the owners of 
the firm chose a temporary loca- 
tion on Edgewood St., in one of 
the fastest growing sections of that 
southern city. Some months ago 
the temporary quarters were re- 
placed by a larger store at 1012 
Edgewood St., to be next to the 
Murray Hill Post Office. Actually 
that particular area was selected 
for the branch because there was 
no other hardware store in the im- 
mediate vicinity at the time. 

The proprietors reasoned, and 
properly so, that location of the 
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No. 5000 
Toothbrus 
Twin Tow 
(gift-boxe 
Towel Sh 
Panel (wi 








This up-front section of the women's side features housewares. 
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wares. 


1950 





solid success! 





Designed to Make the Passer Buy 
... again and again in ’50 


styled to make one sale lead to another 
priced for your volume market 

guaranteed to assure customer-satisfaction 
supported by sales-slanted promotion aids 


backed by national advertising , 


/ 
/ 
/ 
/ 


coo aired 








No. 5000 Wall Soap Dish — No. 5004 Combination Tumbler and 
Toothbrush Holder — No. 5009 Toilet Tissue Holder — No. 5014 
Twin Towel Bar (gift-bored) — No. 5015 Twin Corner Towel Bar 
(gift-bored) — No. 5017-11 Towel Bar (24” and 18”) — No. 5037 
Towel Shelf and Drying Rack (gift-bored) — No. 5060 Display 
Panel (with 6 fixtures pre-mounted) / 













BOOTH 364, HOUSEWARES SHOW, CHICAGO 





“abies 


HOME. 





phe Autoyre Company, Oakville, Connecticut « Matched Accessories in Lustre Chrome for Bathroom and Kitchen 












newest 
top value 
#225 


"RETAIL LIST_ 


amber handle 





reversible 
double-duty 
screw - driver 














Recessed head 
to take screws 
from No. 4 

to No. 10 


4 < High carbon steel | 
Strong ¢ 
chuck ® 
< Oil tempered 


You can’t beat it! You 
can sell it! These Fuller 
features add up to prof- 
its! Wever before under 
$1.40 retail a screw 
driver like this! 


| 
| 
| 
| 




















JOBBERS: Write today for 
wide-margin catalog pages 
and free samples for your 
salesmen. 


Every month we're promoting 


Each Fuller quality tools in ‘’Pop- 
Packed on lar Mechanics’’ and ‘‘Popular 
Individual Science’. 

Display 

Card 


Regular full 
ground bit 


FULLER TOOL CO., INC. 


} 





Amt 





ONX 59, N. Y. 


905 FAILE STREET, BR 
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A variety of garden tools and other outdoor items are shown in this 
section of the left side. Household goods and gifts were also shown. 


store next to a post office would 
assure it of plenty of pedestrian 
traffic—and they were right. In 
fact, postal employees refer peo: 
ple to the store for mailing stick- 
ers, often needed but not provided 
by the Post Office. Patrons of the 
Murray Hill Post Office making 
their first visit to the Lamb & 
Swader branch for free stickers 
often buy something while in the 
store and many of them become 
regular customers as a result of 
this little courtesy. 

Built to the specifications of the 
partners the branch store is 35 by 
65 ft. in size with displays running 
for 50 ft., the remaining 15 by 
35-ft. area being for storage pur- 
poses. With its full vision front, 
and wide entrances the store is 





finished in dusty rose and blue, 
making it particularly colorful 
and attractive to the ladies. Fluo- 
rescent equipment furnishes ample 
iliumination. 

Without neglecting lines of in- 
terest to the man of the house, the 
professional carpenter or me- 
chanic, the store has a larger pro- 
portion of its business in lines ap- 
pealing chiefly to the ladies than 
does the main establishment. Both 
the men’s and women’s sides lead 
back to a complete paint depart- 
ment which extends across the rear 
of the display room for the full 
35-ft. width. 

Paint brushes, sandpaper and 
other related lines get center of 
the paint department attention. 

With the exception of bicycles, 


es 


. ’ os 
} “2 = 
OY & 


aan 


2m 
$ERrEDi 
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Part of the men's front-of-the-store section. When this picture was taken 
the open area was used for displaying fencing and lawn and garden needs. 
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yelocipedes, pails and other bulky 
items all merchandise displayed 
is within easy reach for self ser- 
vice and easy inspection with the 
exception of a glass case, up front, 
for the display of fishing tackle, 
baits and lures. 

Front of the store space just 
inside the visual front is given 
over largely to the display of sea- 
sonal lines, so that sidewalk pass- 
ers-by and those entering and leav- 
ing the store are exposed to such 


displays at all times. A lineup of £ C 0 a“ 0 M Y 
transoms above the visual front | 
provides additional ventilation fa- | 
dtc, DISPLAYS 


How GI's Will Spend 
Insurance Refunds 


HE GI insurance refund of 

nearly $3 billions to be dis- 
bursed about evenly over the first 
half of 1950, was made the subject | 
of research by Argosy magazine to 
forecast how it will be spent. In- 
dividual payments can reach $350, 
will average $175, to 16 million 
vets. Argosy, in its January is- 
sues, shows the following break- 
down: 


Go, 


Buy or start buying 


€ 
Home improvements 14.4 
New home or cooperative apt. 10.3 
New or used car * 4.1 









Attractive counter display. 


This counter display assortment 
contains four (4) popular sizes 
of “E” packages—15E, 20E, 25E, 
27E. 


Each package is a complete sales 
unit. 













No need to break standard 
boxes. 








Major household appliances. 4.1 


Television set 1.0 

Clothing 1.0 

Hunting or fishing equipment 3.1 | 
Other tangibles ... 4.1 | 
More insurance . 8.2 | 
Pay bills with it. . 26.8 | 
Entertainment and general 3.1 | 
Take a trip or vacation 1.0 | 


Bank it (reported as 28.8%) 18.8 


100.0 | 





SUPPORT YOUR 1950 FUND CAMPAIGN 
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IN DEPENDABLE 
RED SEAL POWER 


They're built to PERFORM and priced to SELL 
—with liberal discounts for YOU—these up-to- 
the-minute 14% and 2 h.p. Continental air- 
cooled models developed since the war. Easy 
starting, high torque, day-after-day dependa- 
bility, and low fuel consumption. Low models 
AA7 and AA7-B for use where headroom is 
limited; AUZ and AU7-B where area is critical. 
THE engines for lawnmowers,” light tractors, 
scooters and bikes—and as power units for 
pumps, compressors, sprayers and other machines. 


DEMONSTRATE AND SELL MULTI-TOOL* 


Multi-Tool, the 1 h.p. portable gasoline power 
AU7 & source, is a “natural” for farms, ranches, estates, 
AU7-B shops, garages, boat yards—and a _ profit 
“natural” for YOU. Easily carried to the job. 
No mounting required. Complete as shown, with 
automatic clutch, flexible shaft, countershaft and 
basic tools, ready to go to work. 
One demonstration sells—and 
every Multi-Tool sale helps you 
sell machines for Multi-Tool to run. 





Write for full information on this 
double profit line. 








*Trademark registered 


[ontinental Motors [orporation 


MULTI-TOOL DIVISION — 620 FORD BLDG. DETROIT 26. MICH. 





Multi-Tool 
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Sees High Manufacturing Level 
Hinging on Coal-Labor 


H. D. North, screw manufacturer, predicts that first 
six months of 1950 should show strong industrial 
activity. Bases his forecast on increased orders in 

the fastener industry 


Mf 
| ANTICIPATE that 
we will see a high level of general 
manufacturing activity after the 
first of the year and continuing 
for at least six months if final set- 
tlement is reached soon in the coal- 
labor dispute,” H. D. North, presi- 
dent of the Ferry Cap & Set Screw 
Co., Cleveland, told Jack Cleary, 
Business Editor of the Cleveland 
News in an exclusive interview 
which Mr. Cleary reported in his 
daily column, Strictly Business. 

On the basis of Mr. North’s re- 
port to him of a “very satisfac- 
tory” increase in orders received 
by his company during the month 
preceding the interview, Mr. 
Cleary believes that industry gen- 
erally should reflect the improved 
conditions in the fastener industry. 

“A high rate of industrial ac- 
tivity next year is indicated by re- 
cent quickening of inquiries and 
orders in the fastening industry,” 
stated the columnist. 

“The pulse of general business 
can be felt most readily among the 
manufacturers of bolts, screws, 
etc., for there are few things made 
today that do not require metal 
fastening devices in their assem- 
bly.” the article continued. 

Mr. Cleary’s report of the inter- 
view told that, “Mr. North felt 
that corporation executives have 
been unable to plan production 
during the period of uncertainty 
resulting from the steel and coal 
strikes. Activity slowed almost to 
a walk. Despite the fact peace 
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Settlement 


again reigns in steel, industry can- 
not yet move ahead with con- 
fidence until there is certainty that 
coal supplies will be uninterrupted. 
In the meantime, large releases 
against orders already placed are 
being held back. But if the coal 
roadblock can be successfully re- 
moved Mr. North sees nothing to 
interfere with brisk business for 
at least the first half of 1950. ‘It 
will take that long,’ Mr. North 


adds, ‘for industry just to catch 
999 


up. 

Mr. North was referring to the 
past summer’s business lull and 
the general policy of industry in 
allowing inventories to decline as 
fears of scarcities passed. “Some 
companies have been finding their 
inventories have fallen too low,” 
Mr. North declared. “In addition, 
many supplies have shrunk during 
the period of the steel strike. This 
all calls for increased production.” 

The report of the interview 
with Mr. North continued: 

“Although industry can _ halt 
rather abruptly, there is usually a 
time lag in recovery as various 
links in the chain are again forged 


H. D. NORTH 







one by one. That, together with 
the normal pattern of year-end 
adjustments, is why Mr. North 
dates the strong revival in busi- 
ness with the beginning of the new 
year. For his own company, how- 
ever, November is showing a 
pickup. 

“Ferry Cap’s growing backlog 
of orders is now estimated by Mr. 
North at one and one-half months’ 
production. At the beginning of 
this year it stood at about three 
months, but that was before cus- 
tomers had decided to cut back on 
inventories. Indications from buy- 
ers are that the backlog may soon 
begin to mount. 

“In preparation for this and as 
soon as the company is assured of 
a continuing supply of steel, plans 
call for stepping up of production 
and employment. North expects 
new supplies of steel to begin flow- 
ing within two weeks. Operations 
which were reduced to 35 hours 1 
week a month ago will be returned 
to a 40-hour basis and current em- 
ployment of about 300 workers 
will be built up again toward the 
500 level.” 
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What about PUMPS in 1950? 


by Eric E. Backlund, Sales Manager, 


Everywhere, dealers ask me —‘What is 
the pump outlook for 1950?” 


fake the Farm Market! My stock answer 
is, “Just read the front page of today’s 
‘Oshkosh Journal’— (or the town paper 
wherever I happen to be).” 

There’s usually a story about farm parity 
prices the importance of their being 
maintained—and their general acceptance 
hy political and business people alike. 


$ai2 | 






$396 
GROSS FARM INCOME 


(BILLIONS OF DOLLARS) 33, | 


$781 | 


193539 1940 194) 1942 1943 1944 1945 1946 1947 1948 





Courtesy of Country Gentleman 
Chart | (above) shows how farm income 
has risen since 1930, but and this is im- 
portant — Chart II (top of next column) 
shows the sound independent position the 
farmers enjoy in 1950, compared with pre- 
recession days of 1921. 


The farmer’s income is going to continue 
at relatively high level — and in the busi- 
ness of farming today he will require con- 
venience and labor saving equipment, es- 
pecially anything as vital as a pump, as 
much and more than ever. 


Electrification has progressed rapidly — 
78.2% of all farms are estimated to have 
electricity at the end of 1949. But, auto- 
matic pressure water systems were found 
on only about half of the farms. So there 
is this, plus what will be needed as the 
electrification programs continue. 


Yes, the farm market is going to stay — 
with one big “IF” which will be discussed 
later. 


Add to this the suburban and small town 
market. New homes are going up in subur- 
ban and rural communities beyond the 
city water mains, all over the country. 
This building program will, unquestion- 
ably, continue at a high rate for a long 
ume to come before the need for these 
homes is anywhere near satisfied. 


So, that’s the encouraging situation as we 
see it a vast, real pump market now, and 
for a long time to come. 


ee 


And now ... for that “IF” that was men- 


tioned before. 


IF we get out and sell ! 


“veryone, through intensified selling of a 
dependable product, can get a good share 
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[ FARM LAND PRICES AND MORTGAGE DEBT 


of this rich water system market for his 
own very definite profit improvement. 


We at Goulds realize we have to go out 
and help our distributors and dealers. We 


Goulds Pumps, Inc. 


are stepping up our consumer advertising 
we are providing more product promo- 
tion and merchandising assistance —- we 
are traveling continuously working with 
our distributors and dealers in the field. 


FARM MORTGAGE DI8T TANS PRICES 
BLLIONS OF DOLLARS PER CENT 


Dealers, too, will have to go to bat. along 
with our distributors, in a constant effort 
to — the gospel” to the farm and 
suburban people who should have and will 
duso want running water. 


The thing to remember, too, is that a 
pump sale means so much in related sales 
do (bath tubs, sinks, washing machines, etc.) 











mea j mel and even in non-related sales (our records 
An as oy 7) eM show that a Goulds pump user goes back 


to his dealer because he logically looks to 
the Goulds dealer for other dependable 
merchandise). So, we look forward to 1950 
asa year for even greater sales, more pump 
profits, for our dealers. 


It ll take work 


Courtesy of Country Gentleman 


but it’s worth it! 
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1. BEST PUMPS 


You can’t beat the amazing Balanced-Flow Jet 
shown at right. Or the other Goulds pumps! 


2. BEST DEALER PROGRAM 


Aids for you—to help you get your share of 
today’s rich market 


3. BEST ADVERTISING 


Large-space, consistent national advertising — 
better than ever! 


4. BEST PROFITS 


Goulds dependability ... 102 years of experi- 
ence assures turnover, customer loyalty 


@ 
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Write us at Seneca Falls, New York 
WATER SYSTEMS 


102”° YEAR_ 


FOR EVERY FARM AND HOME NEED 





(Advertisement ) 
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Long profits... 
quick turnover with 


new shading device 





New, revolutionary, Kaiser Alumi- 
num Shade Screening gives you sales 
advantages no other screening can 
give: 


Cuts room temperatures as much 
as 15° —because the tiny louvers are 
set at an angle to the sun, blocking out 
the hot rays. 


Made of tough, high grade Kaiser 
Aluminum, it can’t rust or stain, 
never needs paint. 


Protects drapes, rugs, furnishings 
against fading, yet does not inter- 
fere with air circulation. 


Keeps out insects . . . does not block 
the view. 


Low in cost, and easily installed by 
consumer. 


Now available, already framed (regu- 
lar or tension frames) from sash and 
screen manufacturers and in 50-foot 
rolls from jobbers. Priced to move fast 
and give you a big profit margin. 

Write today for free A.I.A. file and 
name of nearest manufacturer or job- 
ber! Kaiser Aluminum Shade Screen- 
ing is produced by Kaiser Aluminum 
& Chemical Corporation. 


aiser 
Aluminum 


SHADE SCREENING 


Sold by 
Kaiser Aluminum & Chemical Sales, Inc. 
Kaiser Building, Oakland 12, California 
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New England Firm Making 
Hardware for a Century 


Fourth generation of family now operates 
Seymour Smith & Son., Inc., Oakville, Conn. 





The present factory at Oakville, Conn., which has 60,000 sq. ft. 
of manufacturing space as compared with the factory in which 
the firm of Seymour Smith & Son, Inc., started 100 years ago. 


NE HUNDRED years ago 
Smith started a 
business to manufacture “certain 
hardware trade items” and the 
same company which bears his 
name, Seymour Smith & Son, Inc., 
Oakville, Conn., continues to pro- 
duce hardware store merchandise. 

Two of the founder’s great- 
grandsons are the principals of 
the company now. They are 
Harold H. Smith, president, and 
Justin L. Smith, secretary. They 
are cousins. 

The business was started in 
1850, in Worcester, Mass., by Mr. 
Smith and a partner by the name 
of Buxton. Six years later they 
moved the business to Sharon 
Conn., which at that time was a 
busy industrial center, with mines 
and foundries. Company records 
show that the principal products 
at that time were sewing machine 
screw drivers, bench stops, carpet 
stretchers and bull rings. 

Bull rings are still a specialty 
and thousands of them are shipped 
to all parts of the world. The 
primary lines of the firm today 
are pruning implements and grass 
and hedge shears. 

In the early days of the com- 
pany it also did contract work for 
Hotchkiss Sons who developed the 
first explosive artillery shells and 


Seymour 


the Hotchkiss breech loading artil- 
lery cannon and machine guns. 
One of the brothers, Charles 
Hotchkiss, married Seymour 
Smith’s daughter and was in 
charge of the New York sales 
office of the Hotchkiss firm, which 
also handled the sale of Smith 
products. As manager of the New 
York office Mr. Hotchkiss hired 
three salesmen, John H. Graham, 
Samuel Haines and William L. 


Lockwood. 
Later Messrs. Graham and 
Haines formed the Graham & 


Haines partnership which later be- 
came the present sales agency, 
John H. Graham & Co., Inc., New 
York City, which has exclusive 
sales representation of the Smith 
products, both in this country 
and abroad. 

In 1866 the Smith company 
moved to Oakville, Conn., and oc- 
cupied a sewing machine factory 
which was replaced in 1928 by a 
brick factory. Since then the 
plant has been expanded three 
times. It now provides 60.000 
sq. ft. of manufacturing space. 
One machine tool which dates 
back to that time is still in use 
and functioning perfectly. Most 
of the machinery, hewever. is 
modern. The production capacity 
of the plant was greatly stepped 
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up during the last war when the 
principal activity was making 


parts for Winchester and Reming- | 


ton rifles and the MI Carbine. 

A 90-year-old time book, found 
among the old company records, | 
shows that in 1860 the standard | 
work day was 11 hours and ran | 
as high as 16 hours a day, for six | 
days a week, 

Harold Smith, the president, has 
been with the company since 1912, 
and Justin L. Smith, secretary, 
joined it in 1920. The fifth and 
sixth generations of the Smith 
family are now in school so it is 
to be expected that this old New 
England business will remain in 
the family for many more years. 








Steel Capacity Raised | 
2.5 Million Tons | 


TEEL companies in the United | 
States added approximately 


ing 1949, according to a survey 





yj 





the 


of every 





2,500,000 tons to their melting o , 
capacity, on an annual basis, dur- = “% ‘ = he 3 


made by The Iron Age, a Chilton 
publication affiliated with Harp- 
wARE AcE. Melting capacity of 
the industry as of Jan. 1, 1949, 
was 95,662,170 tons annually. 
With the 1949 additions, steel 
companies are now capable of 
producing approximately 98,125,- 
000 ingot tons a year, barring 
labor disturbances or interruption 
of raw materials flow. 

The United Steelworkers of 
America strike and the spring- 
summer business slump combined 
to reduce 1949 output consider- 
ably. According to the American 
Iron & Steel Institute, ingot pro- 
duction in the first 11 months of 
the year was 70,080,776 tons, or 
nearly 10,779,000 tons less than 
in 1948. High level production | 
during December was expected to | 
overcome some of this loss. 








Circus Builds Business 
ETAILERS of Fremont, Ne- | 


braska have a project each 
year in the annual Eastern 
Nebraska Indoor Circus which 
they stage successfully. It is now 
in its fourth year and last year 
15,000 children from 18 surround- 
ing counties were brought to 
Fremont to take part in this affair. 
This promotion has put the name 
of “Fremont” on people’s lips. | 
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Outfitting the closets with 
K-VENIENCES gives any house an 
eye-catching, up-to-date appeal. Yet 

the cost is agreeably modest; and 
the installation is a simple matter 
of using a screwdriver. 


K-VENIENCES make the most of any closet 
space, too, adding maximum efficiency 

along with the beauty of their gleaming 
chrome. Scientifically designed, they hold 
clothes properly, save pressing, keep 
everything in reach, and double closet capacity. 
The complete line of K-VENIENCES closet 
fixtures merits your full attention. Its more 
than 40 items provide the right fixture for 
every need, to fit any size or shape of closet. 


We will be pleased to send you a 
complete catalog upon request. 


@ The new ‘'F'"’ merchandise display sells K-VENIENCES 
faster and takes only 3 sq. ft. of floor space. 
This door-type panel holds an assortment 
of the most popular K-VENIENCES. 
Write for illustrated sheet 


Sil ceaias Gana. NRTA 











GRAND RAPIDS 4, MICHIGAN WIAA, 





Home Laundry Equipment— 
Review and Forecast 


Industry spokesmen express confidence in 1950's sales 
prospects for all types of home laundry appliances. 


_— various officials 
of the several divisions of the 
American Home Laundry Manu- 
facturers’ Association, 141 W. 
Jackson Blvd., Chicago 4, come 
expressions of business conditions, 
past and expectant, in their indus- 
tries that point to successful retail 
selling experiences in 1950. 


Washers 


Paul N. Berner, chairman of the 
association’s conventional washer 
division, and manager of home 
laundry equipment sales, Norge 
Division, Borg-Warner Corp., De- 
troit, views 1950 as an excellent 
year in major appliances and espe- 
cially household washers, super- 
seding in volume, 1949, which was 
an industry record year. Mr. Ber- 
ner says that since washers have 
the most nearly level sales graph 
of any major home appliance, the 
right kind of promotion, sales 
tools, and continued emphasis on 
the sound pre-war selling methods, 
the 1948 all-time high can be 
equaled in production and sales. 
It is his belief that we are in a 
buyer’s market which means a re- 
turn to the normal and healthy 
state of selling. 


Automatic Washers 


Automatic washers have repre- 
sented an increasingly larger share 
of the total washer units sold each 
year for the past three years and 
in 1950, the share going to auto- 
matic washers easily could reach 
25 per cent of the total. That is 
the opinion of Parker H. Erickson, 
chairman, automatic washer di- 
vision, American Home Laundry 
Manufacturers’ Association and 
director of sales, Bendix Home 
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Appliances. Inc., South Bend, Ind. 

Mr. Erickson comments further 
that during the second half of 
1949, there were ever-increasing 
signs that more and more retailers 
had returned to sound selling fun- 
damentals through the employ- 
ment of skilled sales forces; and 
when this approach to more busi- 
ness is made, the retailer must 
give recognition to selling cost, in- 
come for salesmen, and so on. He 
then quickly realizes that the unit 
of sale becomes important; for the 
higher the unit of sale, the easier 
it is for a specialty salesman to de- 
velop adequate earnings. 

In 1949, Mr. Erickson states. 
price levels of automatic washers 
reached solid ground, insuring the 
housewife a real value at a reason- 
able price. In 1950, he continues, 
the full effect of this pricing will 
be felt, and will reflect itself in 
increased sales volume. 


Automatic Clothes Dryers 


In 1948, 88,000 dryers were 
sold and the figure will probably 
be more than 100,000 for 1949, 
according to F. M. Mitchell, chair- 
man, dryer division, American 
Home Laundry Manufacturers As- 
sociation and manager of the 
Laundry Equipment Division, 
Frigidaire Division, General Mo- 
tors Corp., Dayton, Ohio. It is his 
belief that this relatively new ap- 
pliance, one that has been pro- 
moted industriously only since the 
war, has an exceedingly bright 
future. He comments that toward 
the end of 1949, it was fairly com- 
mon for dealers’ stocks to be ex- 
hausted and for manufacturers to 
be appreciably back in_ their 
orders. 

Sales arguments for dealers and 
salesmen to use in selling this ap- 
pliance are its convenience and 


ease of use with the elimination of 
the bothersome task of hanging 
clothes to dry. The U. S. Weather 
Bureau estimates that out of every 
52 wash days, on only about 23, 
or less than one half, is there good 
drying weather. Mr. Mitchell ad- 
vocates use of home trial demon- 
strations on a greater scale and 
cites dealers as having reported 
that 80 to 90 per cent of the dryers 
in homes on free trial are kept 
there by the housewife. 


Automatic lroners 


The outlook for household auto- 
matic ironer sales in 1950 is held 
most promising by W. R. Dabney, 
chairman, ironer division, and 
vice-president, Ironrite Ironer Co., 
Mt. Clemens, Mich. He reports 
that many aggressive home laun- 
dry equipment dealers have a ratio 
of ironer sales to washers of 2 to 1 
and even | to 1, as contrasted with 
the traditional ratio of some | to 
10. Again, free home trials are 
advocated as a means for increas- 
ing ironer business tenfold. The 
ironer is also regarded as a year- 
round appliance in relation to the 
sales graph. 


Vacuum Cleaners 


C. G. Frantz, secretary-treasurer. 
Vacuum Cleaner Manufacturers’ 
Association and president, Apex 
Electrical Mfg. Co., Cleveland, 
Ohio, finds it hard to predict any- 
thing but a continuance of good 
household vacuum cleaner busi- 
ness in view of late 1949 trends. 
Supporting that is the fact that the 
home appliance business generally 
is strong and is likely to continue 
so, judging by the unfilled orders 
and general optimism of pro- 
ducers. 

Mr. Frantz reports a remark- 
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Cit Jhio Automatic Parker 

Hack Saw Salesman 
to wore for you, 

withoul a penny’ cost ,/ 


Cut your Parker Hack Saw selling job in half with this 
Automatic Parker Salesman — sturdy, compact, eye-catching. 
It's a salesman that won’t cost you a penny! Display Parker's 
four leading, popular Hack Saws — the H-80, H-60, H-40 and 
H-30, squarely in front of your customers. This outstanding 
collection of quality Hack Saws will be your most profitable 
sales builder. 


THE SPECIAL AUTOMATIC SALESMAN ASSORTMENT 
CONSISTS OF 


each H-20 
each H-30 
each H-40 
each H-60 
each H-80 


WITH EACH ASSORTMENT WE SUPPLY WITHOUT CHARGE 
ONE PARKER HACK SAW SALESMAN COUNTER DISPLAY 
BOARD — Value $1.02 









Parker mre CO. woRcesTER 1. MASS 


*The popular H-20 is included in this assortment 





to meet your customer’s demands for a low priced 
hack saw frame. H-100 may be substituted for H-80 
if Butcher type saw is preferred. 

Please send us the name of your jobber if he does 
not stock this assortment. 








PARKER MANUFACTURING CO. 


WORCESTER 1, MASS., U. S. Ae 
And ACKERMANN-STEFFAN DIVISION 


Manufacturers of Famous 
Trojan Coping, Jig and Jewelers’ Saw Blades. 





Behind This Price Tag Is... 


THE BIGGEST PAINT 
STORY OF THE YEAR! 


No matter how long you've been in busi- 
ness, you're bound to gasp at the price tag 
attached to the new FRISCO Line of House 
Paint and Porch and Deck Enamel! Never 
before has such paint been offered at such 
an eye-snapping low figure! 


No doubt about it, FRISCO—the lowest- 
priced quality paint in all America—hits 43 
the market just when the demand is 
freatest. You know how it is in your 
‘ommunity. People want paint, and people 
need paint, but they balk at the fancy 


BY GIMBELS 






TANDARDS > 
.) 





Prices asked for most paints. Now, in FRISCO Paints hove 

. P been awarded the Gim- 
FRISCO, they get a quality paint at a ite Guns @ tne 
Price they want to pay! erds OK fer brushing, 


self - leveling, drying 
time, resistance te sun, 
water, sulphide ges. 


———. 








Please send me full details about low priced Frisco 


Paints. 
Name 


I 5 ho Keen aaaten eee ere ee eeN 


Street 


Cy ... 
Zone .. 






PORCH & DECK 
ENAMEL 









FRISCH & CO., Inc. 


5635 BARRY STREET, NEW YORK 59, N. Y. 





MAIL NOW FOR FULL FRISCO DETAILS 


Frisch & Co., Inc. 
565 Barry St., Dept. HA 
New York 59, N. Y. 
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QUSTREAM of prot 


will SPRAY your way 


from ACE EE 


doy after day! 





A flick of 
the finger 
gives 


SPRAY OR STREAM 


Every home with running water needs this nation- 
ally advertised Kitchen Helper. ..now made 2 ways: 


1. FLEXIBLE TYPE retails for 39¢ 
Model “A” FAUCET- 


pen QUEEN has flexible bel- 
Seog { lows-like neck on sprayér. 
«, Boy Z <a Spray or stream reaches 


every part of sink for easy 
Fp" MAS J washing of dishes, vege- 
tables, sink. Has strainer 
and anti-splasher fixture. 







ai 





Prize-winning display with 1 doz. assorted colors. 
$3.10 per doz. 


2. REGULAR MODEL retails for 29¢ 


Regular model FAUCET- 
QUEEN has rigid-neck 
Sprayer. Also strainer and 
anti-splasher, Wonderful 
for making suds, wash- 
ing fruit, etc. More than 
17,000,000 sold! 


od 





‘ 


eo. 
rf 


Easel-back display 
with 1 doz. assorted colors. 
$2.30 per doz. 


oF 


PCY 


pS ae oY 


Order Now From Your Jobber 


fAUCET-2UEE 


THE FAUCET-QUEENS, 
119 W. Hubbard Street, ti 10, Hl. 
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able pick-up of consumer buying 
of vacuum cleaners in the latter 
months of 1949 which corrected a 
large part of the drop noted in 
earlier months. No radical changes 
in design to be in store, 
though improvements will continue 


seem 


to be made in accordance with en- 
gineering findings. 

The shortage of steel has had 
little or no effect on the industry's 
production of vacuum cleaners, 
nor is it likely that there will be 
any shortage felt in the early 
months of 1959. This is in con- 


trast with expectation in other ap- 


pliance fields where steel require. 
ments are larger per unit. 

Selling techniques remain prac- 
tically unchanged. However, it is 
noticeable that time-payment or in- 
stallment accounts in general have 
increased greatly in the past few 
This condition, Mr, 
is likely to continue 


months. 
Frantz feels, 
unchanged by 
of the banking world as long as 
our economy generally remains in 


the administration 


a position of high employment 
and good income. 





Women Are Always Ready 
To Discuss Kitchens 


Small town dealer in North Dakota spends spare time profitably, 
making outside calls on housewives with kitchen planning kit 


442 VERY woman is _ always 

ready to talk about kitch- 
ens,” says Edward Collignon, 
hardware dealer of Woonsocket, 
S. DD: 

“If there is one item which at- 
tracts the attention of every woman 
customer who enters my hardware 
store, it’s the model kitchen which 
I installed up front in the store. 
seen by 


where it can be anyone 


entering or leaving the store, as 
well as by those who pass on the 
sidewalk.” says the South Dakota 


dealer. 











“If a woman wants a model 
kitchen but doesn’t feel she can 
afford a complete one, a discus- 
sion will generally convince her 
that she can start one on a small 
scale and build ‘up,’ so to speak,” 
says Mr. Collignon. 

“Tf, on the other hand, a woman 
customer already has a model 
kitchen, she still likes to stop and 
look at ours and talk about kitch 
ens—generally to tell us how much 
she likes her own. We are glad to 
chat with her in this manner for 
we have lots of other things in the 


This model kitchen, built into the front part of the store, is where 


the owner gets many leads for outside calls. 


He finds that women 


are generally willing to discuss kitchen improvements. 
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store to sell her and we want her 
good will. If we listen to her tell 
about her new kitchen, she most 
likely will mention some neighbor 
or friend who is interested in hav- 
ing a model kitchen. We make a 
note of the name, mentally or 
otherwise, and call on the pros- 
pect as soon as we can.” 

When he is able to spend the 
time. sometimes two or three after- 
noons a week, Mr. Collignon leaves 
the store in charge of his em- 
ployees and makes calls on home- 
owners in his trading area. Usual- 
ly he carries with him his kitchen 
planning kit. He first calls on 
those whom he knows to be inter- 
ested in new kitchens. 

“You'd be surprised at the 
warm reception I get in most of 
these instances,” he reports. 
“Women always like to talk about 
kitchen improvement, and_ they 
like to get someone else’s sugges- 
tions as to what can be done with 
their kitchen.” 

Whenever he has the opportun- 
ity, too, Mr. Collignon likes to 
make calls on prospects with the 
factory or distributor salesmen 
who handle the kitchen unit line 
the store stocks. “I can learn a lot 
from those fellows,” he said. “They 
have the latest angles on medel 
kitchens and equipment. They 
help me to sell merchandise. too.” 

In order to give his model 
kitchen in the store a homelike 
appeal, Mr. Collignon put up a 
linoleum backwall for the kitchen 
unit. The square pattern linoleum 
is a light green and makes an at- 
tractive contrast with the white 
cabinets. He has also placed an 
electric clock on the wall, and he 
always keeps it running with: the 
correct time. 

“We notice that women patrons 
have become accustomed to look 
at that clock to see the correct 
time as they come and go in the 
store,” this dealer says, “and each 
time they look they possibly think 
of that kitchen. This helps to win 
more interested prospects for me.” 

Mr. Collignon runs ads in re- 
gional newspapers on model kitch- 
ens, and also does some direct 
mail advertising on the line. He 
says that such advertising is worth- 
while, because women readers will 
generally inspect kitchen ads 
rather carefully. 
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NEW ITEMS 


HOUSEWARES SHOW 
JANUARY 19 to 26 


BOOTH 970 








A TOTE-TABLE 


IN THREE POPULAR HOME-MAKER SIZES 


It’s the all-purpose table that's portable! Strong 
steel “girder” construction, sparkling tubular 
positive locking center strut. 
Genuine Masonite Tempered Presdwood table 
. baked-enamel trim 
in Forest Green, Sunshine ¥ ellow, Dubonnet 
Red. Folds or unfolds in a matter of seconds . . . 
carries and stores without effort. No. 524: 24” x 

60” x 30” high (open). No. 530: 30 "x 60" x 

30” high (open). No. 630: 30”x 72” x 30” ‘eeel. 


aluminum legs... 


top, sealed with Ceraseal . 















eWeeeereeeeee 


DELUXE 3-PIECE 


All Aluminum 


RANGE SET 


Rust-proof heavy-gauge aluminum throughout, 
with a smooth, silver-like satin finish. Shakers are 
5-oz. Capacity; grease container (5'8” high) has 
20-0z. Capacity, is complete with removable all- 
aluminum straining screen and aluminum cover 
with colored aluminum knob. Indented lettering 
has matching infra-red-baked color fill-in. Choice 
of red or yellow trim. 


@eeeeeeeeeeeeeeees ee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


AND 





a 


DE LUXE OPAL 


STANDARD CRYSTAL 


KITCHEN SETS 


IN NEW 
SUNSHINE YELLOW 
AS WELL AS RED 
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“Where's Elmer?” 






He's working at the Flanegin Hardware Co., in 
Logansport, Ind., putting life into store ads and 
sales. As an advertising character he spots buys 


OME years ago, folks used to 
greet one another with the 
phrase, “Where’s Elmer?” While 
most people may have forgotten 
Elmer, he is not forgotten at 
Logansport, Ind., where the 
Flanegin Hardware Co., Inc., has 
“Elmer” on its advertising staff. 
And he is doing a mighty good 
job, too, for people like him. 
Elmer, as employed by Flanegin 
Hardware is an advertising char- 
acter. He adorns special ads, espe- 
cially those which smack of a 
clearance flavor. He’s a bright- 
faced, likeable, slightly goofy 
character, also known as a “mer- 
chandising nitwit.” His mentor, 
who has been using him effectively 
for a number of years, is Frank 
Beck, who with his brother-in-law, 
R. G. Lanning, manage the store. 
“Elmer is very popular with our 
customers,” says Frank Beck. “If 
we don’t use him for a couple of 
weeks or so, some customers will 


ELMER'S 
SPECIAL! 





for shoppers. 


ask ‘What happened to Elmer? 
Isn’t he on the payroll any more?’ 
And, of course, when that hap- 
pens we just feel as if we have to 
use him again. That’s the way it’s 
been going on for months and 
years. In fact, we’ve gotten to 
know Elmer well. He seems like 
one of the family—almost. One 
customer even suggested that we 
make Elmer a vice-president in 
recognition of his efforts.” 

Elmer may not be too literate, 
but on the other hand he is al- 
ways ready to offer bargains to 
the store’s patrons. 


Some "Elmer" Ads 


In one appliance advertisement, 
Elmer’s copy read, “Elmer in Ap- 
pliance Land. All Elmer merchan- 
dise conforms to Elmer’s rigid 
specifications and is guaranteed to 
be nearly as good as Elmer claims 
it to be! “Except for the fact that 























Plier 


12c 


“The “Pull-Nothing” 


Collapse when gripped firmly, Ideal to lose or 
have stolen. “Slip-joint” feature assures that plier is 
never in the correct gripping position. 


ELMER 


Give one, or several, to your mother-in-law. 


Another “Elmer” feature at Flanegin’s 


BUDGET STRETCH SALE 


2 MORE BIG DAYS! 








Elmer 








—T 


he can’t write, Elmer would give 
a 10-year written guarantee with 
each purchase.” 

In a smaller-sized ad, aa 
“Elmer’s Special,” he said, in 
copy, “Trouble light $1. Makes 
you look and feel like a real elec- 
trician. Stick it in your back 
pocket and walk around town— 
watch the folks tip their hats to 
you. Fits into a lady’s purse and 
still leaves room for 7438 items. 
Assorted lengths. It works!” 

Is it any wonder that house- 
wives take another cup of coffee 
and sweet roll, blink and read 
Elmer’s ads again? He has a 
charm which can hardly be denied. 

Elmer’s often expressed phi- 
losophy is that the average Amer- 
ican customer is a mighty good 
sport; that he likes to be joshed 
once in a while. While the cus- 
tomer is a hard worker, he never- 
theless has a sense of humor which 
must be fed occasionally, nudged, 





Spring Sale All This Week 


ELMER'S 














TROUBLE LIGHT 
$] 00 


Regular $2.45 up 


Makes you look and feel Ike a REAL ELECTRICIAN! 


Stick It In your hack pocket and walk around town—watch 
the folks tip their hats to you. 


Fits Into a ladies purse and still leaves room for 7488 Items! 
Assorted Lengths. It Works! 








Here are two typical “Elmer" ads. He's developed 
into quite a local character and is an advertising aid. 
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Bucken® 





MODEL 550 DELUXE 


Lightened by aluminum alloy— 
yet shock-proof, sturdy and dur- 
able. Smooth running, prompt 
acting, easy to propel. An ex- 
clusive Buckeye feature, the 
double pawl clutch, gives quick 





Tubular steel handle, 
stands vertical for easy 
storage. Rubber grips. 
10” wheels, Tires 
semi-pneumatic, 5- 
blade ball bearing 
reel, 16” cut. 
Rubber roller. 
Weight 29 Ibs. 


pick-up to the reel, 
4, 





MODEL 76A POWER KING 
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POWER & HAND } 
LAWN MOWERS / 


Model 76A Power King is a thoroughly dependable 
product resulting from nearly 70 years of specialized 
lawn mower manufacturing experience. You can offer 
this quality power job to your customers with ab- 
solute confidence. 

Completely modern design, precision built. 
Many desirable features:—Aluminum alloy 
castings. Tubular steel handles. Attractive 
baked enamel finish. 5-blade ball bearing 
reel with take-up for wear, 20” cut, ad- 
justable for height. Positive clutch, Highly 
reliable power unit. Rugged tires. 










LIGHT 
STRONG 
MODERN 
o 
WEIGHS ONLY 
87 LBS. 









Information 
on request 





MANUFACTURING COMPANY 
SPRINGFIELD, OHIO 
POWER & HAND LAWN MOWERS 


SFO 











Sell Burpee Seeds 


and increase your Spring sales 








Also Color Packets Sale or Return 
and New Fast-Selling Super-Packets 
Ask for New 1950 Terms Today 
No Investment— 

Pay Only for Pkts. Sold 
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Make More Profits with these 
Low Prices for Seeds in Bulk 
in Burpee’s 1950 Red List 


WHOLESALE PRICES FOR DEALERS 


If you do not already have this valuable guid¢ to big- 
ger seed profits, ask for it today! With these highest 
quality seeds and favorable prices you can sell market 
growers, florists and farmers, as well as home gardeners. 

Burpee Hybrid Tomato and Burpee Hybrid 
Cucumber Are Big Drawing Cards—also Burpee 
New Flowers—Extensively Advertised and Fea- 
tured in Farm and Garden Magazines. 


Be Ready with Your Seeds When Customers Want to Buy! 











Ask Your Jobber, 
er Send Postcard} 
or This Coupon | 

Today! ' 











Wholesale Vegetable and Flower Seed Growers 


Philadelphia 32, Sanford, 
Pennsylvania Florida 


W. Atlee Burpee Co. : 





Clinton, Riverside, 


lowa California 








HARDWARE AGE, JANUARY 12, 1950 


W. Atlee Burpee Co. 


Rush to me by return 
List with wholesale pr 
Seeds, including colored 


Philadelphia 32, Pa. 

Clinton, lowa 

Sanford, Florida 

Riverside, California 

mail Burpee’s new 1950 Red 
ices on Flower and Vegetable 
packets on sale or return basis. 
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rubbed and sometimes wangled in- 
to a real old-fashioned laugh. 

Elmer, in his merchandising 
witticisms, tries to supply the rea- 
son for a few of these grins, and 
also to sell merchandise at the 
same time. And he succeeds re- 
markably well, because it is said 
that no person in the Logansport 
area is more widely known 
than he. 

As is true of all unorthodox 
workers, Elmer is no respecter of 
merchandise. He lifes to say “al- 


most anything about a product, so 
long as it brings out a selling 
point. Witness what he said in an 
advertisement about a_ so-called 
“gift ensemble” for dollar day 
specials: 

“An attractively boxed package 
containing absolutely unessential 
kitchen aids, baster, pan handler 
and whip beater. 

“Pan handler is excellent for 
chipping glass or enamel cook- 
ware—makes deep scratches in 
aluminum or stainless steel. 





“Whip beater whips or beats 
with one hand, leaving the other 
hand free to choke yourself for 
buying it.” 

These few illustrations perhaps 
offer some proof of the fact that 
where Elmer is, things are never 
dull or boresome. He can put new 
buying thoughts and reasons into 
shoppers’ heads and also make 
store staffs revise their selling 
techniques to get fresh approaches. 

Elmer puts extra life into the 
store and into sales. 


Costs Must Be Cut in the New Decade If Present 
Enterprise System Is to Survive 


Anythingsthat will not stand on its own feet must be replaced by 
something better, whether machines, men or materials are involved 


HF strain on management in 

the next decade will be terrific. 
The past 10 years will be child’s 
play compared to what industrial 
leaders will face—and conquer— 
as we near the 1960’s. This is no 
idle statement. The chart of as- 
pirin sales over the next several 
years will correlate exactly with 
the problems which will pop up, 
according to The Iron Age, na- 
tional metalworking weekly, and 
a Chilton publication, affiliated 
with HARDWARE AGE, in its annual 
review number, Jan. 5, 1950. 

But there is no other choice. 
There is no easy way. The man 
on the street has found out he can 
vote for what he wants. The poli- 
ticians and labor people know how 
to promise. Whether they can 
make good is beside the point. 
But when they do make good it 
always means more taxes and more 
payroll. 

The 1949 pension battle is only 
part of the welfare state idea. It is 
hard to beat. Management can 
cite statistics. It can use clear 
logic—and prove on paper that 
we are headed the wrong way. 
But for some reason or other these 
pleas fall on deaf ears Or they are 
ridiculed. Or they are called re- 
actionary. Or worse yet, manage- 
ment is accused of trying to hold 
on to what it has. The only way 
out of this is to change the tone 
of management’s voice. 

Yet what can industrialists do? 
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They can only try and try to get 
their story to the public and to 
their employees. But in doing this 
they have to talk the language of 
the street. They have to shout. 
And they will have to eliminate the 
pussyfooting attitude which in the 
past has brought nothing but gains 
for the other side. 

Management may have to make 
as much noise as the politicians. 
It, too, will have to make promises. 
It may be too that it will have to 
assume certain trends are here— 
they are going to stay and the 
best way to overcome them is to 
try to keep them from getting 
worse. 

The real drive to make the next 
10 years a progressive decade for 
new products, new techniques and 
a better scale of living is the abso- 
lute necessity for cutting costs. If 
the present system of doing busi- 
ness in this country is to survive 
this must be done. There is no 
alternative. 

The auto companies are solving 
the question of bigness without in- 
efficiency. That trend will spread. 

Anything that will not stand on 
its own feet must give way to 
something better, a better product 
or a complete junking. If ma- 
chines can’t pay their way they go 
out—and fast. If competition 
can’t be met there is a new man 
in the chair running things. 

Coincident with this trend 
which other industries will follow 


in the years to come is the form- 
ing of self-contained or nearly 
self-contained market areas which 
hope to give their industries as 
much as they need without long 
hauls. 

Industry is starting to realize 
that it does not make much differ- 
ence what the Federal Trade Com- 
mission or Congress does about 
f.o.b. mill prices. Freight rates 
have gone so high, labor is so ex- 
pensive, that it pays to exploit the 
area nearest the plant or plants. 
As each area finds its industrialists 
restive it tries to do something to 
keep the status quo. 

In the basic steel industry there 
will be more and more market 
areas served by plants close by. 
Crosshauling and freight absorp- 
tion will be pretty much out of 
the question. 

Biggest changes in the next de- 
cade will come with the way man- 
agement does things. If you have 
something that is good you will 
have to yell about it, promote it, 
advertise it, make it in quantities 
and keep the price right. This will 
be at a tempo far surpassing to- 
day’s methods. To do this man- 
agement will have to wrestle with 
such things as changes in pensions, 
red tape, routine, sickness reports, 
payments and coverage, increase 
in tax forms and collections and 
more and more attempts of gov- 
ernment to butt into their busi- 
ness, says The Iron Age. 
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WAGNER 


FOLDING STEEL LEGS 





MAKE MORE SALES .. MORE PROFITS 


Used wherever convenient, sturdy steel legs are 
needed — Ideal for carpenters, painters, deco- 
rators, and home shop workers — used also for 
Ping-pong and banquet tables, display booths, 
exhibits, etc. Made in 24” and 30” heights with 
exclusive Alligator-Grip. Easy to carry and fold 
for storage. Write, wire or telephone for prices 
today! 


WAGNER MANUFACTURING CO. 


Cedar Falls, lowa 


PARKER: 


Adjustable Shey as 
Standards Fe 
FLUSH or SURFACE MOUNTINGS 


ger 
BOOK SHELVES * CUPBOARDS 
STOCKROOMS © STORE FIXTURES 
LINEN CLOSETS * MEDICINE CHESTS 
CHINA CLOSETS, etc., ete... 


Can be mounted on the surface or 
flush with the woodwork. 


No. 67 PARKER ADJUSTABLE 
SHELF STANDARDS ——> 


For either flush or surface mounting. 

Brackets snap in and out easily and 
require no tools. Shelves can be 
raised or lowered instantly as re- 
quired. 








No. 68 
FOR SURFACE MOUNTING 






















ADJUSTABLE FLANGES 
for 1” or 1-1/16” 
0.0. Hong Rods to 
fit either Standard. 


Made of heavy gauge steel, 
electroplated rust resistant 
finish. 

LOW IN COST 


r diate hip t from 


stock! Write for Catalogue 
and Samples on your busi- 
ness letterhead. 


ro 
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S. PARKER HARDWARE MFG. CORP. 
SINCE 1900 

* Showcase * Cabinet Hardware 

NEW YORK 2, N.Y. * Phone WAlker 5-630] 


Builders 
27 LUDLOW STREET * 





HARDWARE AGE, JANUARY 12, 1950 


















HANDY 
Shoe Last and Foot Rest 


A new item 
for home use. 
Can be used 
for both repairing and shin- 
ing shoes on a bench, chair, 
box or lap. Will fit all sizes 
of shoes. Takes up very 
little space. Finished in 
high black enamel. Made 
is one piece of unbreak- 
able malleable iron and 
guaranteed. Retails at 
a reasonable price. Also 
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The Popular STAR Heel Plates 


Always in demand and profitable for you to handle. 
Made in sizes 000 to 6. 


Order your supply 
today. 


STARS 


HEEL PLATE CO. 
te «Ss NEWARK, NJ. 





















ee re, 
Move protection, comfort, and efficiency 
for every kneeling job... 


JUDSEN ‘tusser KNEE PROTECTORS 


RUBBER 








No matter what the “down-on-the- 
knees” job is, JUDSEN KNEE 

PROTECTORS let you do it faster, easier and more 
comfortably. For volume sales with good profits. . . 
-e+- ORDER FROM YOUR JOBBER TODAY!* 








Mode by 


JUDSEN RUBBER WORKS, 
Chicago 24, Illinois 


INC. 








*If your jobber cannot supply you, write direct. 


Color Can Be a Salesman 
For Your Store 


Used improperly, color can produce just the opposite of 

the desired effect, says a retired decorator who outlines 

the proper exterior and interior colors for hardware 
store to use as an effective merchandising tool 


| a salesman in 


color at the disposal of the hard- 
ware dealer who knows how to 
take full advantage of his unique 
services. Color can brighten up 
your store’s interior, thereby mak- 
ing it more easily visible from the 
street. It will make your store a 
more agreeable place in which to 
shop and can help to increase traf- 
fic throughout the entire store. It 
can add measurably to the effec- 
tiveness of your store’s illumina- 
tion and used properly, it will 
set off your merchandise to bet- 
ter advantage. Finally, it has some 
bearing on the frame of mind of 
your employees, making them bet- 
ter salesmen and more efficient 
workers. 

Used improperly, color can pro- 
duce just the opposite of the de- 
sired effect. In selecting the color 
scheme for your store, certain 
basic considerations should be 
kept in mind. These considerations 
will be readily understood and 
will provide a sound basis fos 
judgment in making up your color 
layout. 


Direction of Exposure 


The first point to bear in mind 
in the interior decoration of the 
store is the direction of exposure 
of the building. An important 
source of illumination is the day- 
light which comes in through the 
front of the store. The quality of 
this daylight illumination varies 
according to the direction of the 
light source—in other words, the 
front of the building. 

With a northern exposure, for 
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Cold Colors: 
Blue, Green, Purple and Some 


Shades of Orchid 


Warm Colors: 
Lemon Yellow, Canary Yellow, 
Light Orange, Orange, Flame 
Red and Geranium Red 


Intermediate Colors: 
Chartreuse, Apple Green. Dull 
Rose, Pink and Some Shades 
of Orchid 


oo Oo 


example, the so-called “cold” tones 
will predominate during the 
greater part of the day. The day- 
light source of illumination will 
therefore enhance the brilliance 
of blues and greens at the expense 
of warmer yellows and reds. A 
color scheme in which these cold 
tones predominate will give the 
store a dark and cheerless ap- 
pearance in a building with north 
exposure. In this case, best results 
will follow the use of yellow, 
orange, or red in any of the many 
possible shades or combinations. 
Cold tones can certainly be used 
for contrast and to “spice up” the 
color scheme, but they should be 
definitely in the minority. It is a 
good idea in this case to use an 
intermediate tone as well, to pro- 
vide transition between two sharp- 
ly contrasting colors. Tones of in- 
termediate warmth include such 
colors as chartreuse, apple green, 
various rose colors, and some 
orchids. Intermediate tones should 
be used in small amounts. 

The same principles in reverse 
can be applied to decoration of a 
store with southern exposure. 
Since warm tones predominate in 
the daylight illumination, a deco- 
ration scheme in which cold tones 


are dominant can be used effec- 
tively. The store will still present 
a bright and inviting interior. A 
warm tone should be introduced 
here, too, with an intermediate 
color, again, to soften the con- 
trast. 

The problem differs again for 
buildings with an eastern or west- 
ern exposure. A solution here is 
to paint the north wall in a cold 
color and the south wall in a warm 
tone. A predominantly warm tone 
color scheme is recommended for 
either an eastern or a western ex- 
posure. 

A distinction should be noted 
between “warm” and “cold” tones, 
and complementary colors. Many 
warm and cold tones are comple- 
mentary colors, while two cold or 
two warm tones may clash. Com- 
plementary colors should of course 
be used in any color scheme and 
these may be determined by con- 
sulting any of a number of reliable 
color guides. 


Type of Illumination 


An important consideration in 
making up your color layout is 
the type of artificial illumination 
which is used. If the ceiling is to 
provide part of the illumination 
by reflecting light from the fix- 
tures over the store area, it should 
be painted white or a light warm 
tone. Walls can also be utilized as 
reflecting surfaces to increase the 
candle power of your lighting. 
With flush ceiling fixtures on the 
other hand, the ceiling can be 
painted a dark shade with no loss 
of effective illumination. 

Where fluorescent fixtures are 
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used, the reflecting surfaces should 
be painted a soft tone of yellow 
with some orange. Fluorescent 
lighting is deficient in yellow and 
red and consequently lessens these 
colors from the objects it illu- 
minates. Painting these colors into 
the ceiling or walls restores much 
of them to the illumination and 
gives objects a more natural ap- 
pearance. This is particularly im- 
portant with merchandise which 
should be displayed as it will ap- 
pear under daylight or incandes- 
cent lighting. 

In almost all cases a flat paint 
is preferable on the ceiling and 
upper wall surfaces where reflec- 
tion of light and an attractive ap- 
pearance are the main considera- 
tions. A glossy enamel surface 
actually reflects less light (though 
there may be more glare) than 
does a flat white or color. Enamels 
are most suitable below, on sur- 
faces which must withstand wear 
and tear. 


Keep Fixtures Clean 


Another point to watch in get- 
ting proper illumination is the 
cleanliness of your lighting fix- 
tures. Dust collects quickly, and 
should be removed frequently from 
both lights and reflectors. The -ef- 
fective candle power of a store 
may sometimes be greatly in- 
creased simply with a fresh coat 
of paint and by cleaning of the 
light fixtures. 

The apparent dimensions of a 
store may also be altered for the 
better by proper use of color com- 
binations. A store which is ex- 
cessively shallow, for instance, 
may be “deepened” by painting 
the side walls in light, warm tones 
and the back wall a dark, cool 
tone. Such a combination would 
be lemon yellow or light apple 
green on the sides and deep forest 
green or maroon, on the back wall. 
Since distance tends to darken a 
surface, by darkening with paint 
you can give the illusion of dis- 
tance. 

It is equally desirable some- 
times to make a long and narrow 
store appear shorter. This can be 
done by painting the back wall a 
bright, warm and light color which 
kills all shadows and seems to 
bring the back wall closer to the 
front of the store. The effect 


Fill railing orders 


trom STOCK 





and save your customers 


up to 200% with 
HAWKINS 


PREFABRICATED 


PATENT PENDING 
(and this is, “honest-to-goodness,” 
adjustable) 


Guaranteed to fit any normal porch 
or step arrangement. 





No expensive drawings, no delay. 

Simply combine the proper amounts 

| of level and bevel rail with posts 

and ornaments from information on 

customer's rough sketch. Fit any 
tread and rise. Easily assembled. 


Low costs and quick service will 
bring you volume sales with good 
profit margin, 


You'll want to stock Hawkins Adjustable 
Window Guards, too. Fit any window, installed 
or removed in a jiffy with special! key. Sell over- 
| the-counter for customer installation. 


Write for details 


Dealer's Assortment, $197.39—F.0.B. Birming- 


ham, puts you In the prefabricated railing business! 


HAWKINS 


315 North 4th 3t. 
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Birminghan 4, Ala. 
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easy steps 


with Supesca, 


Gas Appliance 
Connectors 





to wall outlet into position 


Gs QUICK, EASY, COMPACT ... 
neat, flush-to-wall installations 
| every time—that’s the Superseal 
H Connector way. These complete 
assemblies of .049” wall alumi- 
num or brass tubing and heavy 
hex malleable iron fittings are 
available in any combination of 
elbows, straight fittings or shut- 
off valves, as required. 
The long, tapered 10° flare of 
a Superseal fitting assures a per- 
manent, gas-tight seal. Superseal 
Connectors are approved by 
Underwriters’ Laboratories. 
if With all these superior fea- 
tures, Superseal costs no more 
£ than ordinary connectors. 


eprewtead, 


DIVISION 


COLUMBIA MALLEABLE 
CASTINGS CORPORATION 


COLUMBIA, PA. 
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achieved can encourage a flow of 
trafic to the rear, thereby stimu- 
lating impulse sales. 

An excessively high ceiling can 
be “lowered” by use of the proper 
decorating device. This consists 
simply of painting the ceiling a 
dark color, and extending the 
ceiling color the desired distance 
down on the walls. Thus, a 16-ft. 
ceiling can be made to appear as 
a 12-ft. ceiling by painting a deep 
blue on both the ceiling and the 
upper 4-ft. of the walls. 


Sometimes the color of the mer- 
chandise must be considered. The 
best rule in such a case is to select 
a color which will contrast with 
the merchandise or its packaging. 
The purpose, of course, is to set 
off the merchandise so that it will 
sell itself to the customer. This 
consideration should be taken into 
account when merchandise in a 
store or department is of a fairly 
uniform color. Otherwise, the 
merchandise itself provides the 
contrast. 





Stanley Works Inaugurates Its "Rollorama™ 
Displaying 1300 Items 


HE “Stanley Hardware Rol- 

lorama.” the new mobile dis- 
play coach which will carry over 
1,300 sample items of the builders’ 
hardware lines made by The Stan- 
ley Works, New Britain, Conn., 
was recently displayed at a pre- 
view for business paper editors. 
The mobile unit, which will visit 
every city in the country, under 
the direction of especially trained 
factory representatives, is con- 
structed on a standard, 36-passen- 
ger motor coach chassis with a 
modified body. George P. Merrill, 
general sales manager, The Stan- 
ley Works hardware division, 
points out that the use of the Rol- 
lorama will represent no change 
in the hardware distribution pol- 
icy of the division, but that it will 
be used for continuation of mis- 
sionary work. 

Says Mr. Merrill: “The main 
purpose of the ‘Rollorama’ is to 
assist the entire hardware trade by 
bringing a completely stocked 
showroom directly to the dealers’ 
doors. Aboard the motor coach, a 





dealer may examine the Stanley 
line at first hand and get help in 
his hardware problems from the 
factory representatives. On special 
blanks which will be provided he 
may also have orders placed 
through his wholesaler.” 

There are 24 hardware display 
panels uniquely arranged along 
the interior walls on either side 
of eight doors, in the “Rollorama.” 
Linoleum-topped display counters 
with slanting front display panels 
give a modern store environment 
for the entire display. The interior 
fixtures are finished in prima 
vera. Vinylite material covers all 
display surfaces as well as the ceil- 
ing, this material being dirt and 
abrasion resistant. Fluorescent and 
incandescent lamps are used for 
illumination. Forced ventilation 
and_ thermostatically controlled 
heaters assure indoor comfort in 
all kinds of weather and there is 
a lounge area in the rear portion 
of the coach for dealers to discuss 
their requirements. 

The name “Stanley Hardware 


Exterior of the new "Rollorama”™ on the sides of which are colorful, 
three-dimensional reproductions of a number of hardware items. 
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Interior of Stanley's new “Rollorama™ looking toward the rear. Note the 
numerous hardware items visible from any angle in the traveling display. 


Rollorama” appears on either side 
of the coach in raised letters of 
wood and the inscription on the 
door and on the rear of the coach 
indicates that the products are 
manufactured in New Britain, 
Conn.—‘The Hardware City of 
the World.” Colorful reproduc- 


tions of many of the items on dis- 
play appear along the outside of 
the coach. 

Although itinerary of the “Rol- 
lorama” has not been issued, col- 
orful advance post cards _ will 
notify distributors when to expect 
the “Rollorama” in their territory. 





Unique Sign Attracts Plenty of Attention 


7 been in business forty- 
odd years, and I consider the 
hammer sign one of my best in- 
vestments!” says Henry J. Paulus, 
owner-operator of the Henry J. 
Paulus Hardware, 748 So. Atlantic 
Blvd., Los Angeles, Calif., when 


talking about his store. 


Mr. Paulus explains that many 
customers enter the store and tell 
him they are there because of the 
sign. Almost daily he hears re- 
marks such as, “I’ve seen the big 
hammer when driving by, so it 
was easy to find a hardware store 
in this vicinity.” “Say, that’s the 
largest hammer I ever saw!” 

These and many other com- 
ments prove to the owner that the 
sign is very much an asset. Mr. 
Paulus is smart enough to realize 
that while the hammer sign brings 
the customer into the store once— 
it won’t a second time, ! 

The unique sign is made to pro- 
Portion and is outlined in red 
neon. At night it stands out to the 
point that other signs within the 
area are hardly noticed. 


HARDWARE AGE, JANUARY 12, 1950 





Day or night this hammer 
sign may be seen from a 
considerable distance. 


Bassick 
HELPS YOU SELL 
CASTERS 





with this VEW, ~ 


Compact, 
Attractive Display 


Showing ten of the most pop- 
ular Bassick types and sizes, this 
colorful new Display is a real, 
fast-selling ‘‘caster-department”’ 
that takes care of 90% of your 


customers’ needs — in just 12” 


x 644" of space. 

A small stock order brings 
you this eye-catching, profit- 
building Display, without 
charge. Get full particulars from 
your Distributor, or write to 
THE BASSICK COMPANY, 
Bridgeport 2, Connecticut. 


I'm the famous Rolly Bassick 
Who goes from coast to coast 
Talking to your 
customers 
In The SATURDAY 
EVENING POST. 








| THE BASSICK COMPANY 
Bridgeport 2, Conn. 
DIVISION OF STEWART-WARNER CORP. 


In Canada—BASSICK DIVISION, 
Stewart-W arner-Alemite Corp., Lid., Belleville, Ont. 


} 

| - 

| i 

| 

} MAKING MORE KINDS OF CASTERS 
\ . +. MAKING CASTERS DO MORE 
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‘Spraint’ Self-Spray Enamel 


Minit Spray Corp., Merchandise 
Mart, Chicago, IIl., offers “Spraint,” a 
self-spraying enamel with “Dyna-Spray” 


’ 





head said to prevent clogging and ac- 
cidental spraying. Head is claimed to 
permit use of paint of the required 
thickness. Spraint is homogenized; will 
not settle, needs no mixing. Maker 
claims there is no chance of spraying 
oil that does not contain pigment. 
Available in seven colers, Chinese red. 
royal blue, emerald green, ivory-cream, 
aluminum, black and white. Can con- 
tains 12 fluid oz.; retails for $1.69. 
Head retails for 20 cents, screws on and 
off and fits any “Spraint” can. 


Lubricating Device Broadside 


Trico Fuse Mfg. Co., 2948 N. 5th St.. 
Milwaukee 12, Wis., is offering a four- 
page broadside — complete condensed 
catalog of lubricating devices. Describes 
and pictures the line, consisting of 
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constant level, gravity-feed, wick feed, 
thermal, bottle, “Micro-Matic,” ‘“Vari- 
Feed,” under-feed oilers, combination 
oil cups and oil gages. 





Bernard Pruning Tool Display 


Sargent & Co., New Haven 9, Conn., 
has designed a “Silent Salesman” dis- 
play for its “Bernard” pruning tools. 
Basic idea of display is summed in the 
slogan, “Try Before You Buy.” Cus- 
tomer is given an opportunity not only 
to see and handle the tools, but to test 
them in use. Short lengths of dowel 
rods are provided with which to test 
the leverage and cutting power of the 
shears. Roll of heavy paper tape is 
supplied for testing the slicing action 
of hedge clippers. Unit is 24 in. wide, 
1043 in. deep and 28 in. high. Shows 
five samples of the line, including three 
hand shears, one long-handled pruner 
and the big hedge clippers. Finished 
in yellow, green and black. 





Bolt, Screw Assortments 


The Acro Bolt & Screw Co., 3476 
Gibson, Detroit 1, Mich., has introduced 
various assortments of bolts, screws and 





set screws displayed in lucite boxes. 
Two of the 20 odd assortments are: 
#101, sheet metal screw assortment: 
18 different sizes from 34 #8 to 1 in., 
#14, over 900 pieces, retails for $10; 
#107, combination machine and wood 
screw assortment, six sizes wood screws, 
#4 by % to 10 by 1%, 240 pieces, 
nine sizes, machine screws, #8, 32 by 
% to % by 134, 288 pieces, three sizes 
of nuts to fit, 288 pieces, over 816 total, 
retails for $7.50. 


Better M erchandising Film 


Remington Arms Co., Inc., Bridgeport, 
Conn., has released a _ 16-millimeter 
sound film with the theme merchan- 
dising for profit. Entitled, “Two For 
The Money,” the film is done in 
Kodachrome. It emphasizes the im- 
portance of up-to-date store arrange- 
ment and appearance, business manage- 
ment and control, selective buying with 
brands that will do the best overall job, 
inventory control, completeness of stock 
and “sparkplug merchandising.” The 
film was produced with the cooperation 
of the National Retail Hardware As 
sociation. 
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Murray Electric Range 


The Home Appliance Division of 
The Murray Corp. of America, Scran- 
ton, Pa., is offering a line of kitchen 
appliances and bathroom fixtures in 











the moderate price range. Line includes 
gas and electric ranges, kitchen cab- 
inets, bathtubs, lavatories and _ sinks. 
Electric and gas ranges are offered in 
10 models, 20, 36 and 40 in. ranges. 
Models inclu Je a 20 in. rangette, 36 in. 
utility mode] and the 40 in., illustrated. 
Latter features “Dualift” permitting left 
rear unit to serve either as deepwell 
cooker or fourth surface unit. Oven 
has non-steaming, non-fogging, picture 
window, inside light. Background has 
fluorescent light and plug-in receptacle. 
Gas ranges feature integral burner 
bowls that can be quickly dismantled, 
completely concealed venting; large 
oven and storage drawers. Kitchen 
appliance line comprises a complete 
series of sink and cabinet combinations, 
floor and wall cabinets and flat-rim 
sinks. In the line of bathroom fixtures 
are corner and recess tubs in an assort- 
ment of colors and open base or cabinet 
base lavatories in matching colors. Tubs 
feature “Lazyback” construction. Lav- | 
atories made in 18 and 24 in. widths, | 
in same colors. Largest sink is 66 in. 
double sump. Others are 54 in. singie 
sump, double drainboard unit, 42 in. 
single sump with right or left hand 
drainboard. Base cabinets all have 
Vinyl tops and large storage drawers. 
Wall cabinets, all welded, available in 
36, 24, 21, and 18 as well as 18 in. 
high center cabinet for above stove. 





Green Spot Catalog 
Scovill Mfg. Co., Merchandise Divi- 


sion, Waterbury, Conn., has released a 
l6-page catalog illustrating and describ- 
ing the complete 1950 line of “Green 
Spot” garden hose equipment and pre- 
senting the sales promotion material. 
Catalog offers “Basic Sales Starters,” 
three different groups of merchandise to 
suit a variety of retail requirements. | 
Displays are planned so that it is | 
Possible to set up a complete garden 
hose equipment department. Book is _ | 
illustrated in many cases in full color. | 


HARDWARE AGE, JANUARY 12, 1950 




















SPORT 


METAL INDUSTRIES, INC. 
INDIANAPOLIS 









Completely New. . 
Different, and Better... Popular In Price 


Sd 


---and 


@ Here’s the first new idea in Thermic jug design in 
years ... the strikingly handsome and supremely 
practical new Sportsmaster! It’s lower and wider 
--- €asier to stow away... harder to tip over. Sturdy, 
steel outer case with beautiful, baked-on Sandstone 
color enamel finish, encloses low K-factor cork in- 
sulation and aluminum inner-stopper for maximum 
efficiency. Two-coat white porcelain-enameled steel 
inner-liner is acid-resisting, easy to clean. Offered 
in three models, it’s deluxe through and through, 
yet priced right. And it’s backed by consumer adver- 
tising in three leading, national publications! Write 
us now for full details! 





Three Other Great Lines Give You the Only Complete 
Coverage of Every Need and Price Demand! 


* NEW, 1950 40 -Emerican 


This leading, quality line now offered with SERIES A—Anodized Aluminum Inner-Liner 

all aluminum accessories anodized, plus SERIES G—Gray, Percelain-Enameled Steel Liner 
baked-on enamel finish in lustrous, satin- — 
silver. Yes, quality is even higher . . . and 
prices are lower. Offered in 6 models and 2 
series of liners, A and G. 


* NEW, 1950 Champion 


In the ever popular vitreous, stoneware liner, 
the profitable, fast-selling Champions are 
still tops! The 1950 line has handsome, 
baked-on blue enamel finish, lighter weight, 
and lower prices. Offered in 5 models. 





See your jobber or write factory for references for our New 1950 Catalog 
on these Famous, Money-Making Thermic Jugs 


METAL INDUSTRIES, INC., INDIANAPOLIS 
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Myers 'HN' Ejecto Line 

The F. E. Myers & Bro. Co., Ashland, 
Ohio, offers the Myers “HN” Ejecto 
line of water systems and pumps. Maker 
says the outstanding features of the 
line are: simple convertibility from 
shallow well to deep well use, high 
efficiency of both centrifugal pump and 
ejector, standardized motor loading and 
improved appearance. To convert from 
shallow well to deep well use, it is nec- 
essary to change one threaded connec- 





tion and add necessary well pipe and 
deep well ejector. To obtain improved 
pressure system operation between the 
low limit of 20 lbs., and the high limit 
of 40 lbs., the pumps are designed to 
deliver rrore water at 30 lbs. pressure. 
Ejector assemblies are all bronze and 
available for single pipe for 2, 244, 3, 
4 in. walls, or two pipe installations, tor 
use in 4 in. or larger wells. In addi- 
tion to standard water system units, 
line is available for belt-drive, direct 
connected gasoline engine drive, motor 
drive centrifugal pump and _ tank 
mounted cottage units. At present it 
is available in four motor hp sizes, 1/3, 
%, %, and 1, and for well lifts to 
120 ft. 


Cane Sling Chain 


“Round-Tite,” an improved cane 
sling chain is offered by The Cleveland 
Chain & Mfg. Co., Cleveland, Ohio. 
Standard 18-ft. sling is made of % in. 
proof tested electrically-welded chain. 
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WHAT'S NEW 








Malleable ring located on each end; 
stop link inserted 8 ft. from one end. 
Forged steel grip trip allows chain to 
slip through and tighten against the 
load. Slippage is prevented, says 
maker, by spring-operated grip trip 
latch which holds chain in position 
until latch is released. Tensile strength 
of “Round-Tite” chain is 9,300 lbs. 
Proof tested to 4650 lbs. Also avail- 
able in 20 and 22 ft. slings. Can be 
made to order of 7/16, %, and 9/16 
in. chain as well as standard “4 in. size. 


Power Snow Plow 


Reo Motors, Inc., Lawn Mower Di- 
vision, Lansing, Mich., offers a power 
snow plow, consisting of a tractor unit 
from the DeLuxe “Trimalawn” power 
mower and a choice of either a 30 in. 
reversible snow plow or a 24 in. fixed- 
angle plow. Reversible blade pushes 
snow either to the right or left, or 
straight ahead, clearing a path of 30 in. 
wide. Skids at each lower corner, carry 
the blade over rough areas. Fixed-angle 
blade pushes snow to the right clearing 
a 24 in. path. Leading edge rides on 
a skid. Unit is powered by the Reo 


o\". 
™~ 


™~ 





1% h.p. 4 cycle engine. Maker claims, 
ease of starting and a big reserve of 
power are characteristic of the engine. 
The “Trimalawn” to which the snow 
plow may be attached is a trimmer 
type power mower, featuring a 25 in. 
wide, knee-action cutting unit, single 
“magic touch” control, three-wheel 
tractor riding within width of cutting 
unit, over mower grass only, avoiding 
ridges or packed down grass. Other 
attachments available are riding trailer 
and two 17 in. wing units to double 
cutting capacity. 


Mirro Television Films 


Aluminum Goods Mfg. Co., Manito- 
woc, Wis., is offering three television 
films on “Mirro” utensils for dealer use 
as television spot announcements. Each 
has a 50 second running time leaving 
10 seconds for dealer message and iden- 
tification. Subjects include, cooky press, 
pressure pans and a general presenta- 
tion on new utensils. 


Aluminum Awnings 


Aluma Kraft Mfg. Co., 1330 N. Rock 
Hill Rd., St. Louis 17, Mo., is intro 


ducing aluminum awnings, which the 





maker claims can be transformed from 
kit to awnings in seven minutes. Photo- 
illustrated chart included. Finished in 
baked enamel in colors. Said to fit any 
standard window or doorway. 


Fuller's Screw Driver Set 


Fuller Tool Co., Inc., Garrison & 
Faile Sts., Bronx 59, N. Y., offers 
‘““Everyman’s” screw driver set. Carded, 
the four piece set contains a driver 
for every purpose, 2% in. pocket screw 
driver, with clip; 34% in. close quarters 
electrician’s driver, 4 in. general pur- 
pose screw driver and 6 in. mechanic’s 
screw driver. Each features oil tem- 
pered, tool steel blades and amber 
handles, said to be unbreakable. Re- 
tails for $1. 


GyitERS De hier, 


HANDYMAN $ SET OF 
o> 


} 
| 
¢ 


SCREW DRIVERS (974i) 
j 
| | 
}| 


cf.) 
i 
NBREAK ABLE 
AMBER i 
HANDLES 
ji 
—> sai 





FOR ALL GOOD MECHANICS 
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Plasti-Kote Color 
Matched Finishes 


125 Lakeside Ave., 
Ohio, offers syn- 
paints that enable 


Plasti-Kote, Inc.., 
NW., Cleveland 13, 


chronized house- 





wile to matchwalls and woodwork ex- 
finishes are 
“China 


actly. Color-matched 
“Velvet Glo” for 

Glo” for woodwork. 
name of “Palletone” the 
elvet Glo” 
brush marks and has no objectionable 
odor. Reported to be quick drying 
Both packaged in qt. 


walls and 
Packaged under 
washable oil 


paint, “\ is said to leave no 


and washable. 
and gal. sizes 


Belt Meter 


The Goodyear Tire 
Akron 16, Ohio, 


measuring device for 


& Rubber Co.. 
offers the belt meter. 
V-Belts. Meas- 
verticals bar 


urement is recorded on 





by clipping on belt against wheels and 
pulling belt Unit 
operates on same as mileage 
indicator on car. 


through its cycle. 


principle 


Carton Package of 
Easter Egg Colors 

The Paas Dye Co., Newark, N. J.. 
offers a package of 


15-cent carton 


is yf 5 
Paas easter egg colors for Easter, 1950. 
Four color carton, replaces the paper 


envelope. There are eight semi-die- 
cut circles on the back of the 
which when punched out make a 
convenient 


carton, 
strong, 
egg-drying tray. Carton 
contains double the number of Paas’ 
certified color tablets wrapped in mois- 
ture-proof Cellophane, double the num- 
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ber of transfer papers—-31 four color 
designs of the Walt Disney and King 
Features comics as well as Easter sub- 
jects, plus the new 24 decorative ini- 
tials for personalized Easter eggs, dou- 
writer crayon, wire egg 
multi-color process. 


ble size magic 
dipper, and Paas’ 
Two counter displays holding 25 cartons 
each and two window display cards are 
included with each box of 50, 15-cent 
packages. 


Tinner's Snips 


Bergman Tool Mig. Co., Inc., 1573- 
1575 Niagara St., Buffalo, N. Y.. offers 
the “Blue Bird” tinner’s snips in both 
the straight and circular patterns, drop 


forged from the finest quality steel. 
Blades are machine hollow ground by 


a special process said to guarantee a 
long-lasting. keen cutting edge and 
heat treated for uniform hardness. De- 
sheet 
chicken wire, linoleum, 
other materials. Circular 
“Duck Bill” bladed snips are designed 
for cutting scrolls and intricate pat- 
terns. Straight pattern snips available 


metal, screening. 
gaskets and 


pattern 


signed to cut 


in three cutting edges, 2, 24, and 3% 
in., retailing for $1.16, $1.44, and $1.72, 
each. Circular pattern, available in 
2, 2% and 3 in. cutting edge, retailing 
for $1.32, $1.58, and $2. Blades hand 


polished. blue lacquered handles. 





‘Snap-On’ Eye Guides 

Unity, Wis.. 
kit to convert a cane 
Made from high 
carbon steel. eye guides are said to snap 
easily and yet hold tight. 


St. Croix offers 


“Snap-On” 


Corp., 
guide 
pole to a casting rod, 


on the pole 


Claimed not to twist or come loose. 
ground and 
Highly pol- 
plated throughout. Also 
Will fit any 


wings that 


Steel eyes are precision 
spot welded to the base. 
ished nickel 
in kit is band eye tip top. 
bamboo pole. Has three 
bend about the tip and 
slip band. Included is a reel seat; can 
be fastened by 


form a non 


screws, 


rivets or tap. 





Also polished nickel plated steel, 6 
in. long. Said to fit all standard reels. 
Complete kit mounted on card _ illus- 
trated. Retails for 79 cents. 











WOODENWARE. 


gads 
‘ou SMES 


EXCLUSIVE 7 


at A. HARRIS & CO. 
Dallas 


“Rio Grande Woodenware proved to be 
such an outstanding seller in the Gift 
Department, we have made it our 
exclusive woodenware line.’ 


‘It's a fine line”’ 
‘It's a complete line!"’ 


Salad & fruit bowls, individual bowls, Lazy 
Susans, round trays, dinner and salad plates, 
snack bowls, fork & spoon sets, meat blocks, 
salt & pepper shakers, and year around 
Gift Box sets. 


e@ DECORATED BOWLS 






il 
——— Apple . . . it’s 
new... it’s terrific! Beautiful wine-red ap- 
ple pattern, heretofore found only on the 
finest imported china. Take your choice— 
Apple or 6 other exclusive handpainted pat- 
terns ... 3 are open stock. Sizes from 6” to 17”. 


e@ PLAIN BOWLS 





Beautiful hard rock maple, skillfully sanded 
and finished in Duroseal. 3 ball feet prevents 
tipping. Sizes from 6” to 17 


@ CAESAR BOWLS 





Rub interior of 

bowl with your 
favorite seasoning . . . it lasts. Wood has 
been treated so open pores hold just the 
right amount. Sizes from 9” to 17” 


Send for your 1950 Catalog 
and Price List 
Visit our exhibit 
NATIONAL HOUSEWARE 
SHOW 


Navy Pier — Booth 368 














EMBURY 


AIR PILOT 


LANTERNS 


deliver 
BETTER EMERGENCY 
LIGHTING SERVICE 


@ Rising Cone 
Burner. 


@ Automatic 
Standing Bail. 


@ Balanced Air 
Control for 
Windproof 
Light. 


@ Double Seamed 
Base. 





@ Double Strutted 
No. 2 AIR PILOT 
Lift Lug. Lantern 
Streamlined design, quality construction and 
over forty years of dependable lighting ser- 
vice are strong selling features of EMBURY 
Lanterns 


For more facts about AIR PILOT lanterns, write. 


EMBURY MANUFACTURING CO. 


280 Allen Street Warsaw, New York 














A star in the medium- 
price field. You can 
give your customers 

no better guarantee 
of satisfaction than 
to tell them that 
seventy years of 
experience is be- 
hind every Blair 


Homestead lawn mower. 


LAWN MOWERS 
BLAIR MANUFACTURING CO. 


Telephone 2-7449 
SPRINGFIELD 7, MASSACHUSETTS 
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WHAT'S NEW 








Package Permite Enamel 
In Aeropak Spray Can 


The Permite Paint Division of Alum- 
inum Industries, Inc., Cincinnati 25, 
Ohio, is packaging its Permite chrome 





finish aluminum paint in a 12 oz. 
size Aeropak spray can. With this freon 
propelled package, the user presses the 
valve at the top of the can and alumi- 
num enamel is sprayed on the surface. 
Maker claims the enamel is of proper 
spraying consistency and will not clog 
as it passes through the nozzle. Enamel 
is said to be a chrome-like finish for 
use on all exterior and interior surfaces 
where the effect of highly reflective 
aluminum is desired. Reported to have 
excellent hiding power on wood, metal, 
brick or concrete. Enamel withstands 
heat up to 450 deg. and resists cold, 
moisture, steam, fumes, acids, etc. 


‘Can-O-Mat Jr.’ 


Rival Mfg. Co., Kansas City, Mo., 
offers the “Can-O-Mat Jr.” which fea- 
tures a removable cutter for easier clean- 
ing. Retails for $3.98. It is a fully 
enclosed device with no levers and 
needs no oiling. Single action handle 
pierces and opens cans quickly, safely 
and easily, says maker. Cuts tops off 
round, square, oblong and oval cans. 
Spring locks the cutting wheel in posi- 





tion. Unit is mounted on the wall with 
a two-way chromium “Can-O-Mat” wall 
bracket. May be hung flat against the 
wall when not in use. Available in 
chrome with red or white baked en- 
amel and knobs to match. Weighs 1% 
lbs. and is 6%4 in. long. Each is boxed 
in an individual carton. 


Swift & Anderson Catalog 


Purpose of this catalog offered by 
Swift & Anderson, Inc., Boston, Mass., 
is to explain in non-technical language 
the basic workings of weather instru- 
ments and optical instruments for sales- 
people and dealers. Book features the 
clocks, weather instruments, readers, 
magnifiers and binoculars, offered by 
the company. Contains over 50 illus- 
trations. 





Shatterproof Hacksaw Blade 


Clemson Bros., Inc.. Middletown, 
N. Y., offers Star “Molyflex,” a hack 
saw blade, said to be shatterproof and 
unbreakable when used in a frame. 
Blade has the flexibility of a Star 
unbreakable special flexible plus the 





cutting qualities of genuine Star “Moly” 
high speed, it is claimed. Star “Moly- 
flex” blades are available in all hand 
sizes and pitches. Blades are overall 
copper color and have specifications 
clearly printed in green on them 


Magnesium Alloy 
Straightedge 


The Hyde Mfg. Co., Southbridge, 
Mass., offers magnesium alloy straight 
edge which is extruded in one piece. 
Features double tracks, extreme ac 
curacy and freedom from warping 
twisting. Magnesium alloy, which the 
company terms “Hydlite” is said to be 
both lighter and stronger than ilumi- 
num. A six ft. Straightedge veighs 
three Ibs. Available in six and seven ft 
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Porcelain Salt Holder 


Starline, Inc., Harvard, Ill., is offer- 
ing a porcelain salt holder for cows. 
No. 15216 holder is designed for in- 
stallation on a wall, partition or any 





vertical surface as well as the surface 
of the manger, as far away from the 
curb as a cow can easily reach to 
prevent slobbering on equipment. Said 
to fit most standard four lb. salt blocks 
and holds about two lbs. of loose salt. 
Maker claims this holder will induce 
cows to drink more water. 





Streamline Gas Ranges 


Gray & Dudley Co., Nashville, Tenn., 
offers three streamlined gas ranges in- 
cluding a table top range; apartment 
gas range, designed to do a full cooking 
job in kitchens with limited space; and 
the four burner gas cooker. Washington 
ranges are built with heavy cast-iron 
main front including concealed door 
frames which are said to resist warping 
or twisting. Steel door hinges are un- 
breakable. Direct action oven insures 
even heat distribution at all times. 
Oversized oven on all models is 14 by 16 
by 19 in. All models include insulated 
and thermostatically controlled oven 
and automatic top burner lighter. Table 
top and apartment ranges have large 
roll-out broiler compartment 8 by 16 
by 19 in. Vitreous porcelain enamel 
finish is used on the range body, top 
burners, oven and broiler linings and 
top grids. 


Edwards Adaptabel 


Edwards Co., Inc., Norwalk, Conn.. 
offers the No. 340 vibrating A. C. 
Adaptabels. Constructed of die-cast 
Z-metal. Maker says no adjustment is 
necessary since the mechanism is self- 
compensating for normal wear for the 
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life of the bell. Adaptabels may be 
surface mounted or installed on any 
type of fitting. The No. 340 Adaptabels 
are Underwriter Laboratory approved 
for indoor use and can be used as 
weatherproof units when installed with 
the Edwards gasketed back boxes. 





Enameledware Booklet 


Enameled Utensil Manufacturer's 
Council, Keith Bldg., Cleveland 15, 
Ohio, has issued a booklet entitled, 
“Let’s Look into Enameledware.” Book- 
let answers the questions, what is 
porcelain’ enameledware and what 
should be known about its safe transit 
and handling to point of sale. As a ref- 
erence manual for all handlers of por- 
celain enameledware, this booklet is 
expected to establish a basis of under- 
standing between manufacturers of the 
products and its carriers to the ultimate 
points of sale. 


‘Half-Moon' Hamper 


Pearl Wick Corp., Astoria, N. Y., is 
offering the “Half-Moon” hamper which 
features the all-clear interior construc- 





tion. Keeps laundry from snagging or 
catching. Constructed with slim-rim one- 
piece top to bottom metal frame. Made 
of Duroweve fibre with woven-in steel 
ribs, which construction provides over 
15,000 non-clog air vents. Maker says 
Duroweve will not bend, dent or bulge. 
Wood turned legs and a decorated 
metal cover finish the hamper. Avail- 
able in white, yellow, peach, green, 
blue and black with matching deco- 
rated top. Retails for $4.50 and is 24 
in. high, 154% in. wide and 10 in. deep. 





Lathe Operators’ Handbook 


South Bend Lathe Works, South 
Bend 22, Ind., offers the revised edition 
49 of the book, “How To Run A 
Lathe,” containing 128 pages and more 
than 350 illustrations on the care and 
operation of metal working lathes. 
Available in paper binding at 25 cents 
or in imitation leather fabrikoid bind- 
ing at $1 copy, postpaid. 





Don't Overlook 
the NEW 
ALASKA 

NORTH STAR 


for 
1950 





GREATEST freezer value in 
Alaska history. Increase your 
volume in 1950 with this lower 
priced, quality freezer. 


LOOK 
at these features: 


Streamlined beauty . . . Multi- 
action for fast, smooth freezing 
. . . Dasher and Can Cover are 
of grey iron, tin plated . . . Main 
gear frame, gears and tub hard- 
ware ore of grey iron, cadmium 
plated for durability . . . Quality 
construction throughout—for last- 
ing service. 
DASHER wiT 


ITH 
ADJUSTABLE SCRAPERS GEAR FRAME, 
y GEARS INCLOSED 







DEEPER TUB 
and CAN 


STEEL CAN BOTTOM 


The ALASKA 
FREEZER CO., INC. 
WINCHENDON, MASS. 
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GEARLESS CAN TOP 
/ TALL CAN 








WHAT'S NEW 








Picnic Outing Set 


Landers, Frary & Clark, New Britain, 


Conn., is offering Universal’s grained 
leatherette carrying case which is avail- 
junior size. 


able in a master and 





Leatherette tongue partitions between 
the bottles and sandwich box. Master 
set has two blue Universal quart bottles 
with four nested yellow plastic cups, 
metal sandwich box, blue outside with 
white lining, 13% by 3% by 3% in. 
Packed one to carton, weight 9 Ibs. 
Junior set consists of two plastic-cup 
pint bottles and a transparent lunch 
box. 


Snow Removal Machine 


Sensation Mower, Inc., Ralston, Neb., 
removal machine 
Equipped with 


is offering a snow 
known as “Snow-Blo.” 
a 2’ hp. gasoline engine, it cleans a 
16 in. path. Multi-blade 
throws snow as much as 25 ft. away 
An adjustable snow 


impeller 


from cleared path. 
discharge spout regulates distance snow 
is thrown from machine. Said to clear 
easily up to 12 in. deep. With practice 
an operator can move deeper snow. An 
electrically operated model will be of- 
fered soon, 


‘Handyman’ Electric Drill 


Stanley Electric Tools, New Britain, 
Conn., offers “Handyman” 4 in. elec- 
tric drill, No. 018, retails for $19.95. 
aluminum die cast housing 


orange trim. 


Features 
with satin 
Bronze oil impregnated bearings. Has 
Jacobs hex key Chuck, % in. capacity. 
Chuck can be tightened by hand and 


finish and 
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locked with key. Rubber covered three 
wire cable with positive cord clamp. 
Has %4 hp. Universal motor, 115 volts 
operates on AC or DC, 60 cycles or 
less. 1100 rpm. 


Gun, Choke Combine 


Poly-Choke Co., Hartford 1, Conn., is 
offering to dealers an all-purpose gun 
and choke combine. Barrels of single- 
barrel shotguns now on dealers’ racks 
are sent to the company or one of its 
authorized installers to be equipped 
with a Poly-Choke adjustable choke. 
Barrels are returned to the store in a 
few days, allowing dealer to offer a 
complete gun and choke combine that 
is said to be instantly adjustable to 
any kind of shotgun shooting. Both 
the standard and ventilated models of 
the Poly-Choke are available in 12, 16 
and 20 gage sizes. 


Flexiseal Calking Compound 


Landen Putty Works, Malden, Mass., 
offers a collapsible tube of Flexiseal 
caulking compound. Each tube con- 
tains one pt. of the improved caulking 
compound in white to retail for 90 


Designed for use for occasional 


cents, 
caulking job with the use of a gun. 
Packed in self-displaying carton. Steel 
key goes with each tube. Tube is 
made of heavy gage aluminum and is 


colored in blue. red. white and yellow. 


Lawrence Wall Hanger 


Lawrence Bros., Inc., Sterling, IIl., is 
offering a wall hanger which displays 
a portion of the Lawrence line in effec- 


tive fashion. 


Top Converts Card Table 


E-Z-Do and Princess House, 261 Fiith 
Ave., New York City 16, offers a top 
which will transform a standard card 
table into a dining table that will 
seat eight persons. May be folded four 
ways to fit in a space of 22 in. “Tuck- 
away” is made of gator-hide, a five-ply 
fiberboard. Said to be sturdily con- 
structed throughout, with finished edges 
and strong tape reinforcement on all 
folds. Top is held to card table with 
loop of elastic webbing at.each corner, 





and is kept rigid with metal clasp on 
fold. Created for top is reversible cover 


of quilted Satintone, a Vinylite plastic 
with a satin-like finish made by Prin- 
cess House. Available in three colors. 
May be used for 
tablecloth when table is used for din 
ing. Each retails for $2.98. 


padding beneath a 


Miller Bros. Catalog 


Miller Bros. Hardware Co., 192 Fort 
Wayne Ave., Richmond, Ind., has issued 
its general hardware catalog No. 50. 


Olson Gut Cutter Package 


{rt Wire & Stamping Co., Newark, 
N. J., is now offering its Luxon One 
Buck fresh water and salt water assort- 
ment of swivels and snaplocks and _ its 
gut cutter in plastic packages. Gut cul- 
ter is packed in an acetate folding box 
with straight tuck. Box features name 
and logotype of product printed in 
white on front panel. The tool and its 
holding chain and clamp are visible 
through acetate sides of the box, Cut- 
ter includes attached tweezers, cutting 
jaw, hook disgorger and _ stiletto. For 
the “One Buck” 
pany offers a vest-pocket, hinged poly- 


assortment, the com- 


sterene box with a pressure lock and 


copy and decorative treatment also 


stamped in white on top cover. 
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‘Sell SIMPLEX 


‘and cash in on every 


‘customer JACK need 


VF RATCHET JACKS 5 






Single or Double Acting 
114 to 35 Tons Cap. 
Sate, fast, powerful for all 
types of jacking in every field. 
Lift full capacity on cap or toe. 
Rugged construction for heavy 
duty. 






e* 


: 

. 8 Models — 3 to 100 Tons Cap. 

’ Safety Tested to 50% Overload. 

5 rs The finest hydraulic jack you 

tie can sell! Neoprene packing 

4 +seals—plus many other exclusive Simplex 
features for safer, easier-to-use hydraulic 

‘ jacking power. 

, i 

7 


88% Easier Lifting * 4-Way or 
Ratchet Head * Malleable Housings 
31 Models—10 to 24 Tons Cap. 
Asingle chrome-moly ball, nested 
under corrugated cap actually re- 
duces friction 88% — ball won't 
flatten; cap can’t slip. All purpose 
jacks for rugged action. 
SEND TODAY FOR SIMPLEX CATALOG 49 — 
let the complete Simplex line show you the way 
to more profits on every type of jack customer. 


Simplex 
LEVER - SCREW . HYDRAULIC 


Jacks 


TEMPLETON, KENLY & COMPANY 
Chicago 44, Illinois 





1056 S. Central Ave. 


a SCREW JACKS sar5« 


4eunme eens eweemeseaee = & 


S, HYDRAULIC JACKS Ey 
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Changes 


New products and new 
trade names are constantly 
being added to the list- 
ings for the next Directory 
Number of HARDWARE 


AGE, 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


WwW 


HARDWARE AGE 


100 E. 42nd St., New York 17, N. Y. 
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Metal Waste Basket 


The Housewares Division of the Na- 
tional Can Corp., 110 E. 42nd St., New 


York City 17, is making an intermediate 


sized all metal basket. Basket 
is fully lithographed in pastel shades of 


waste 





choice of front 


with a 
The motif is floral or 


pink or blue 
side decorations. 
former based on a color ren 
latter 


nautical; 


dition of a spray of roses and 
with a geometric pattern of sailors and 
sail boats tied together with a_ plaid 
background. Basket has seven qt. ca- 


pacity. 


Cold Cathode Fluorescent 
Lighting Guide 

Fluorescent Lighting Association, 501 
Fifth Ave., New York City 17, offers a 
guide to the use of cold cathode tluo- 
The eight-page pub- 
data and 


rescent lighting. 


lication brings descriptive 
information on the use of 
standard and cold 


lamps. Included are sections on instal- 


technical 
custom cathode 
lation cold cathode and charts giving 


photometric data of standard lamps. 


Copy may be had upon request. 


‘Hang-It-All' 


S. & S. Industries, Inc., 598 Grand 
Concourse, New York City 51, is mak- 
ing the “Hang-It-All.” an all-purpose 
home, shop, 


double 


holder for the garage, 
office. Features 


which permits an object of any size 


action clip 


to be placed in either its large or small 
opening, says maker. Each of its seven 
nickel-finished clips is 
cially treated steel. Clips are mounted 


made of spe- 





with 
19 cents. 


screws sup 
Mounted 


display 


on nickel-plated bar 
plied. Retails for 


on brown and yellow cards 


packed 12 to 
44 Ibs. to doz. 


box. Shipping weight, 








FUL-STOP-GUIDE 
A Positive Guide 


The lower 
wire operates 
within the 
channel and 
cylindrical 
bearing 
forcing it 
to reseat 
properly 
and it can- 
not bend. 


Fits all 
size overflows. 
Adjustable. 


If your jobber 
cannot supply 
write us. 






































BACK VIEW< 
OF GUIDE 








Free display 
stand. 





FULTON PRODUCTS CO. 


Bernardsville, N. J. 











BEAUTIFULLY STYLED 
ATTRACTIVELY PRICED 


ONE OF THE FINEST 
MOWERS MADE. 





write for 


details today 


GRANITE STATE 


MOWING MACHINE CO. 


SINCE 1860 


HINSDALE NEW HAMPSHIRE 
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SHELBY 'S MONTHLY FEATURE 


WHAT'S NE 








SPRING and CHAIN 
DOOR STOP 
No. 95 18 2 


BUILD YOUR SALES 
OF HOME HARDWARE 


Shelby presents to you the mos! 
saleable hardware items each 
month--selected from thousands 
of dealer’s experiences. 








Shelby is good, dependable 
hardware--designed to meet 
the economy and service needs 
of every home owner...and 
builder. 


Build sales, profit, and satisfied 
customers with Shelby Hard- 
ware. Order from your jobber. 


" hel 













Since 1898 


SPRING HINGE CO. 


SHELBY, OHIO 








Mi 


THE BEST KNOWN 
NAME IN 


- WORK 
GLOVES 


ASK YOUR WHOLESALER 
THE BOSS MFG. CO., KEWANEE, ILL., U.S. A. 
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Aluminum Products 


T. R. Hall Mfg. Co., Burlington, 
N. C., offers an aluminum butter mold, 
with polished ball burnishing finish. 








Detachable and easy to clean. Avail- 
able in one half and one Ib, sizes. 
Packed doz. to carton. Also ball bur- 
nished aluminum scoops, sausage OF 
butter paddles. The No. 10 wire 
stretcher with three ft. wood handle and 
attached non-slipping serrated _ steel 
grips, is said to stretch longer fence 
wire quickly, without assistance. Packed 
12 to bundle. 


Conn-Valley Catalog 


The Conn-Valley Mfg. Co., Center- 
brook, Conn., has issued a catalog on 
wood boring tools and hardware special- 
ties, marking its 75th anniversary. Al- 
fred Wright, president, said that the 
company had been managed by a family 
of New England artisans who have 
never allowed administrative problems 
to swerve them from their policy of 
personal participation in skilled tool 
making. 


'‘Speed-Grip Tie Rack’ 


Campro Co., Cambridge, Ohio, offers 
a metallic bronze plastic (or white) tie 
rack, 16 in. long. Holds 28 ties. 


“Speed-Grip Tie Rack” comes in Cel- 





lophane package with self-selling mes. 
sage and illustrations printed on card- 
board insert, three brass _ installation 
screws included. 





‘The Dover Trap’ 


Grove Stamping & Mfg. Co., East 
Rutherford, N. J., is offering a rat trap 
made of all steel, dipped in plasticized 
lacquer for rust resistance. Gun metal 
finish. No bait required. Can be wired 
on to overhead pipes, which make a 
natural runway. Designed for farms, 
homes and plants. Maker says they 
may be used over and over again. Fea- 
tures a high tension steel spring said 
to be extremely sensitive in operation. 
Packed six to a box. Albia Products 
Co., 1 E. 42nd St., New York City, is 
exclusive distributor. 





'Sta-Dri’' Cement 
Water Paint 


American Sta-Dri Co., Brentwood, 
Md., is making a cement water paint 
said to be capable of holding a wall 
of water nine ft. high without leakage. 
Available is the red label undercoater, 
used as first coat above grade on all 
porous masonry. It is water resistant— 





jane Lawen sean pe 
wand opp 
cmcecneits Nain | 





«TM Semin 
RSE, Coating * 
fee Rbowe Ground 

Porgus, Masonry 

“<heibe ae Outuide / 


St Nis st at ti, 


* 


not waterproof. Blue label “Sta-Dri” 
is the finish coat above ground but for 
basements and other below grade work 
is the first and finish coats. Blue label 
is repellent to water absorbtion, says 
maker. Maker claims “Sta-Dri” is easy 
to apply, suitable for brush or spray 
application; supplied in white, oyster 
white, cream, buff, blue, green rose, 
gray and brick red; and is capable of 
withstanding a hydrostatic pressure of 
at least four lbs. per sq. in. without 
water leakage. Is reported to be easy 
to paint over. Maker claims it will not 
powder or rub off, spot on contact with 
water above grade, show color varia 
tions. Available in five, 25 and 50 lb. 
packages, 
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Gas-Fired Forced 
Air Furnace 


The Coleman Co., Inc., Wichita, 
Kan., offers a gas-fired forced air fur- 
nace for use with its pre-engineered 
“Blend-Air” system of home heating. 





Has an input rating of 95,000 btu’s 
per hr. and an output of 76,000 btu’s 
per hr. Air delivery rate when used 
with a conventional duct system is 930 
cu. ft. per minute at .25 in. water gage. 
Furnace is compactly styled and_fin- 
ished so it may be installed in a ree- 
reation or utility room. Requires five 
sq. ft. of floor space. Finished in tan 
baked enamel. Features include the 
Coleman Even-Flo blower unit, Blu- 
Arch burner which has two banks of 
18 in. pressed steel burners with V- 
shaped burner ports of stainless steel; 
and a filter frame which can be in- 
stalled on either side or in the bot- 
tom of the furnace. Has been approved 
by AGA and complies with Commer- 
cial Standard, CS-104-46. 





Vinylite Plastic Tile 


Delaware Floor Products, Inc., 295 
Fifth Ave., New York City 16, offers 
“Flor-Ever” tile, made of Vinylite plas- 
tic. Said to be non-porous, grease-proof 
and resistant to water, alkali, acid and 


fire. Tiles are made in 9 in. square and | 


are available in 15 marbelized patterns. 
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QUALITY WITHOUT EQUAL 
Tests PROVE Master Blue End SUPERIOR! 


Recent laboratory tests on the finish and mechanical construction of 
the three leading wood folding rules showed these amazing results. 


Under a rigid mechanical friction test the Master Blue End 
stood up 7 times longer than rule A and 2'/2 times longer than 
rule B. Under a salt brine or weather test the Blue End lasted 
6 times longer than Rule A and 11/2 times longer than Rule B. 


WEATHER TEST 


La tt Ltt Ls| 
nuEA | [od 


RULE B 





MASTER 















FRICTION TEST 
RRL 














To the user these tests mean that when a rule comes 


in contact with concrete construction, rough flooring or 


with just plain rough handling .. . or when it is subjected 


to unusual weather conditions, the rule that gives the 


longest wear is the Master Blue End. To you, when you 


stock Blue End rules, this means you are selling a rule 


that satisfies even the most particular customers. Com- 


pare the finish, legibility and joint construction of the 


Blue End with any other wood rule, and you'll find it 


better and tougher. 


STOCK BLUE END AND YOU WILL STOCK A SELLER! 





» UL Ss iT OFF. 


bi oes AND TAPE us, 








MASTER RULE MFG. CO., INC. 
201 MAIN STREET « WHITE PLAINS, N. Y. 
General Field Sales Office: 

105 W. Adoms St Chicago 3, Il 
BRANCH: P. O. Box 1587 Ookland, Collif 


iy 0 








Leer |™ 
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The Best Are 
BETTER BRAND 


mcuse and rat 
TRAPS 










¢ METAL OR WOOD TRIGGER 
¢ FOUR-WAY ACTION 
¢ OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illinois 








IT PAYS OFF 
IN ANY 
EMERGENC 





SUDDEN 


DARKNESS 
They 


always know 
if fuel 


is low— 


GD 


DIETZ LANTERNS 


R.E. DIETZ COMPANY 


DEE new York 1840 


LIGHTING THE WORLD FOR 110 YEARS 
S ecuemiaiall 
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WHAT'S NEW 








Universal Electric Range 


Landers, Frary & Clark, New Britain, 
Conn., offers the “Speedliner” elec- 
tric range with “Stor-o-cabinet.” Fea- 
tures three full size storage drawers 
providing utility space of two additional 





drawers fer every day utensils. Roller 
mounted, smooth sliding, they are said 
lo be easy to open and close. As in 
other “Speedliner” ranges. this model 
has “tru-bake” oven, push button posi- 
tive automatic pre-heat cut out and tem- 
perature control, super heat monotube 
thrift) units. economy cooker, “Tel-a- 
switch” panel with signalite and con- 
tinuous signal minute minder. 


——2 


‘The Puritan’ Toilet Seat 


Century Plastic Products. Inc... Cleve 
land 14, Ohio. offers an all plastic toi- 
let seat known as “The Puritan. Style 


1000." Features new design. Com- 





pletely enclosed on both the top and 


bottom of lid and seat. Guaranteed not 
to chip, crack or peel. Construction 
features include chemically welded 
seams, smoothly-polished edges, flat un- 
dersurfaces for sanitation, chrome- 
plated brass fittings, plastic bumpers 
and a range of seven colors including 
white. Retails for $8.95. 


Table Radio-Phonograph 
General Electric Co., Syracuse, N. Y.. 
offers a table radio-phonograph, featur- 
ing a three-speed automatic record 
changer and a dual stylus for playing 
all types of records. Model 129 retails 


for $89.95. Radio in unit has five 
tubes plus a tube-type rectifier and 
built-in Beam-A-Scope antenna. A 5% 
in. Dynapower loudspeaker is used, 
Two tone control positions available for 
both radio and record reproduction, 
permitting choice of tone for each 
service. Cabinet is mahogany veneer, 
with lift top. Weight on record in 
operation at all speeds has been re- 
duced to ™% oz. Three spindles are 
used on record changer. Starting posi- 


tion or setting of tone for correct 
record size is accomplished automati- 
cally when desired spindle is inserted 
into position at turntable’s center. 


Target Rifle 


O. F. Mossberg & Sons, Inc., 13) 
St. John St... New Haven 5, Conn., is 
making a .22 caliber, bolt action seven 
shot target rifle, model 144. It has a 
26 in. long, heavy 13/16 in. round 
barrel with crown muzzle. Target type 
beavertail stock of American walnut 
with high thick comb, built-up cheek 
piece, pistol grip and equipped with 
1% in. swivels. Adjustable trigger 
pull. It is fitted with Mossberg’s finest 
sighting equipment. Receiver is grooved 
with dovetail on top to take Mossberg 


Ey 


No. 4m4, four power telescope sight, 
slips right on; said never to lose its 
adjustment. Has thumb operated safety 
with red and green safety buttons in- 
laid in stock. Length overall, 43 in., 
weight 8 lbs. 


Combine Heater, Fan 


Fresh’nd-Aire Co., 221 N. LaSalle 
St., Chicago 1, Ill, is making a portable 
combination heater and fan known as 
model 1320. Operates on 115 volt AC. 
Unit weighs 5%4 Ibs. and has full 1320 
watt heater. Adjustable to any angle, 
says maker and gives fan forced heat 
at flick of a switch. Retails at $14.95. 
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‘Junior’ Trailer 


Vastercraft Trailers, 310 Maple St., 


Rocky Hill, Conn., offers a quarter ton 
“Junior” trailer retailing for $84.50. 
Features all steel body, high speed 





wheels, Timken tapered bearings. De- 
signed for all-around use with auto, 
truck, tractor or jeep. 


'‘Sol-O-Lite’ Display Rack 
Sol-O-Lite Mig. Co., 4301 W. North 
Ave., Chicago 39, IIL, offers a_two- 
color floor display rack for showing 
its window materials. Rack will hold 
Made of steel, 
unit has a built-in cutting edge and a 
16-in. measuring table with in. and ft. 
imprinted on it. May be equipped with 
a Marvel counter and hinge measuring 
attachment. 


seven rolls of material. 


Rack has space to display 
all types of Sol-O-Lite window materi- 
als, 


--« 


‘Dripless' Sink Strainers 


All-Power Mig. Co., Montebello, 
Cal., is offering its 100-PE dipless sink 
strainer in Polythylene, said to be un- 
affected by hot water and cleaning 
compounds and impervious to pounding 
against a sink or garbage receptacle. 
Retails for 59 cents. From the same 
material a drip-proof model, 200 DP 
retails at 39 cents. Has a side or edge 
drainage feature instead of double bot- 
tom. Both are guaranteed break-proof 
and are made in red, white and yellow. 


Retailers inome Tax Guide 


The latest Treasury Department rul- 
ings affecting retail taxes have been 
analyzed and incorporated into the 
1950 edition of Fairchild’s Income Tax 
Guide for Retailers, issued by Fair- 
child Publications, Inc., 7 E. 42nd St., 
New York City 15. In the sixth an- 
nual edition, retailers will find inter- 
pretations of all the tax laws affecting 
retail operations—whether individuals, 
partnerships or corporations—complete- 
ly brought up to date with detailed in- 
formation on all of the tax regulations 
instituted during the past year. This tax 
guide for retailers is written by Harold 
Gold and Louis Haimoff, practicing 
attorneys who have had years of ex- 
perience in tax work. In it they list 
the deductions it is legal for retailers 
to take. They include sample tax forms 
and provide step-by-step instructions for 
filling them out correctly. They in- 
lerpet case involving — re- 
actual 


histories 
lailers’ tax problems from 
court records. A monthly tax cal- 
endar shows retailers how their year- 
round operations influence the tax pic- 
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ture, thereby enabling them to save 
unnecessary tax payments in the day-to- 
day conduct of their businesses. It 
offers 50 tax-saving tips to prevent 
overpayment on 1949 returns and is 
available for $3. 


Ocean-City Catalog 


Nearly 200 illustrations in natural 
color; magnified blow-ups of features, 
helpful hints on techniques, equipment 
requirements and care of reels and rods, 
make up 1950 catalog of Ocean City 
Mig. Co., “A” & Somerset Sts., Philadel- 
phia 34, Pa. Line is presented in over 
30 different groupings, covering every 
type of angling. Each of the sections 
is illustrated with tints of — fishing 
scenes, different fish, lures and acces- 
sories generally associated with that 
type of angling. In addition to such 
groupings as “Fly Fishing,” catalog 
also includes specialized sections like 
“Deep Trolling.” The company also 
offers newspaper mat service sheets, 
displays, decals and an Ocean City 
Reel Repair Manual. Also each reel 
will carry an insert folder giving a 
complete parts list and exploded views 
of reel. 


Wooster Catalog 


The Wooster Products, Inc., Wooster. 
Ohio, announces a new catalog and 
handbook describing the various styles 
and types of metal mouldings. Many 
new additions to the Wooster lines of 
aluminum and brass mouldings as well 
as redesigned types of standard mould- 
ings are shown in this catalog and 
handbook No. 150. 


tion pages illustrating Wooster mould- 


Special applica- 


ings for use in bathrooms, kitchens, 
bars, recreation rooms and commercial 
installations as well as a ready refer- 
ence index are included. The “Wooster 
Slotter,” a new tool recently intreduced 
for slotting metal mouldings and trims 
is also described and illustrated on these 
pages. Copies of the new Catalog No. 
150 can be obtained by writing direct 
to the company. 


African Violet Soil 


Clinton Nurseries, Clinton. Conn.. 
offers “New Era” African Violet soil. 
Retail price is about 50 cents. 
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CHAIN DOOR 
GUARD 


Protects the home 
The IVES Window Ventilating Lock 
safeguards the home... lets fresh air 
in... keeps children in... keeps bur- 
giars out. Winter or summer, win- 
dows can be left open for ventilation 
as well as security against intrusion. A 
safety and ventilating item that should 
be used in every home. Permanent... 
easily applied... no mortising required. 














IVES Chain Door Guard protects the 
home against unwelcome intruders... 
door opens approximately 4 inches, 
just enough to see and carry ona con- 
versation with a visitor...and it's fool- 
proof. 
two items... one item helps to sell 
the other. 


It will pay you to stock these 


Ask your Jobber. 


SINCE 1876 
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G. E. Mantel Chime Clock 


General Electric Co., Bridgeport 2, 
Conn., is introducing four clocks, a 
mantel, chime model, occasional clock, 
alarm clock and kitchen wall clock. II- 
lustrated is the “Chorus” styled in mod- 
ern Gothic. Cased in grained mahogany 





with bleached inlay, model has butler- 
silver dial, and ebony black numerals 
and gold-colored hands and_ bezel. 
Westminster chimes sound quarters, 
hours and each hour is tolled separately 
on a deep-toned sounding rod. Retails 
for $42. 


Four-H Electric Program 
Demonstration Handbook 


A 32-page demonstration handbook 
for the 4-H electric program is avail- 
able from the Westinghouse Electric 
Corp., Pittsburgh, Pa. Included in the 
booklet is a check list of things that 
should be sidered in planning an elec- 
trical demonstration. Over 100 sugges- 
tions are presented for demonstrations 
under these headings: lighting in the 
home, care and use of appliances, mo- 
tors, electricity in the workshop, wiring, 
welding and tools and their uses. Illus- 
trations give added suggestions for 
earrying out demonstrations. Available 
in quantity for 4-H work. 


Eagle Catalog 


Eagle Mfg. Co., Wellsburg, W. Va., 
has completed a general catalog which 
includes a complete line of oilers, both 
spring bottom and pump types, gaso- 
line and oil cans and other lubricating 
devices. Bound in maroon fibre cover, 
the catalog shows the products in full 
colors. Pages are arranged to inform 
the reader of the features and advan- 
tages of each item with descriptions, 
size and capacity specification complete 
on each page. 


‘Let’ to Check 
Food Sticking —_ : 
Embree Mfg. Co., Elizabeth, N. J., 


offers “Let” for treatment of pots and 
pans that is claimed to end scouring 
and scrubbing. Maker says it forms an 
invisible, tasteless and odorless film, 
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WHAT'S NEW 





which lasts for over a month when 
rubbed on a pot or pan or other uten- 
sil. Said also to check sticking any 
metal surface due to heat or cold. Metal 
snow shovels, electric irons, ice cube 
trays, etc. Retails for 98 cents in a 
bottle. Silicone ingredients of “Let” 
was devoleped in the laboratories of 
General Electric Co., and is so labeled. 


Delbridge Social 
Security Tax Chart 


Delbridge Calculating System, Inc., 
2502-10 Sutton Ave., St. Louis 17, Mo., 
has published the “Delbridge Social 
Security Tax Chart.” Available for 
$2.50, this pre-calculated chart figures 
the new 1% per cent social security 
rate. Delbridge claims this chart will 
provide accurate answers in one-half the 
time required to figure by machine and 
one-third the time required to figure by 
hand. Covers all payroll periods. Visible- 
index style is designed to make it speedy 
and convenient in use. Special three-line 
grouping of answers leads the glance 
to the right answer always. Said to be 
warranted accurate by Lloyd’s of Lon- 
don. 


Pyrex Bowls for 
Hamilton Mixers 


Hamilton Beach food mixers are 
equipped with Pyrex Ware mixing 
bowls. Pyrex bowls permit the house- 
wife to mix, bake and store in the 
same bowl. All bowls now carry the 
red Pyrex label. Pyrex Bowls will be 
featured in a heavy national consumer 
advertising campaign. Hamilton Beach 
Co., division Scoyille Mfg. Co., Racine, 
Wis. 


Judd's Wood Cornice 
H. L. Judd Co., Wallingford, Conn., 


is offering a wood cornice, No. 475, 
made with dovetailed corners and 
styled to harmonize with any decorative 





Has _ holding 


treatment, says maker. 
slots -for two rods -or tracks and is 
available in three extensions, to 48 in., 
86 in. and 120 in. Available in ivory 
and gold and a dull mahogany. Priced 
to retail for approximately $2.98 for 48 
in. size. 


Pocket Knife Display Sign 
Robeson Cutlery Co., Perry, N. Y., 


offers a pocket knife store and window 
display sign available with every 


tHe onty Pocket Knives 
with Bearings | 





order for bronze-bearing pocket knives. 
Easeled display is finished in three 
colors. 


Varmac Reel Seat 


Varmac Mfg. Co., 1833 Stanford St., 
Santa Monica, Cal., is now making the 
Locktop reel seat for fiber glass rods, 
introduced in 1948, in a complete range 
of sizes. Features split-body end which 
is compressed against the tapered end 
of the ferrule by a locking nut. Com- 
pany also offers a slip-over type reel 
seat and a T type tie-on reel seat for 
Calcutta rods. A 1950 catalog is avail- 
able upon request. 

















For o Sate World Temorrow 
teath Democracy tadoy! 
| REMEMBER FATHER, MOULDER OF OUR Comuagin's FUTURE 


* 


Father's Day Poster Stresses 
Democracy, and Children's Future 
for 1950. The slogan for the cam- 
paign is "Remember Father, Mould- 
er of Our Children's Future." This 
human interest scene of a happy 
family relationship is available in 
four colors in many sizes, at cosi 
from the Father's Day Council, 50 
E. 42nd St., New York City. May 
18th to June 18th is Father-Child 
Month dedicated to building strong 
family life and a democratic world 
through wholesome child upbringing. 
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Fishing's His Hobby 

HE big striped bass—36 lbs. in 

weight and 4 ft. long—was 
landed last summer off Sow and 
Pigs Reef, near Cuttyhunk Island. 
off the coast of Massachusetts by 
T. C. MePartland, advertising 
manager, Colt’s Mfg. Co., firearms 
manufacturers of Hartford, Conn., 
who modestly says, “It was my 
first big one. Have done a fair | 
amount of surf fishing for stripers 
in the past but have never taken 
anything remotely approaching 
that one in size. Shortly after I 
caught this one I pulled in another 
weighing about 20 lbs.” 

Mr. McPartland caught the fish 
while trolling, at 11 p.m., and 
landed it in about 30 minutes. 
His companion in the picture is 
Beverly Snow, daughter of the 
owner of the Bosworth House on 
Cuttyhunk. The successful fishing 
trip, of which this picture is a 
souvenir, was made in company 
with Phil Schwartz of Colt’s and 
Page Wodell. Despite the size of 
the striped bass he brought in, he 
comments that “much bigger ones 
were taken later in the summer.” 
Fishing is but one of Mr. McPart- | 
land’s leisure time hobbies. 














T. ©. MePartiand, a spectator 
and his 36-lb., 4-ft. striped bass. 
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HawkKeye Hampers “ining. 


Setting New Sales Records 


Soft, beautiful Vet-Vo 


isa feature women under- 





stand and appreciate. 
That's why retailers all over 
America are doubling and 
tripling reorders on Hawkeye 
Hampers with Vet-Vo. 


Women also like Vet-Vo's 
cleanliness, its positive pro- 
tection from snags and damage, 
its washability, and its mil- 
dew-proof ventilation. 


See Hawkeye at the Shows... 


Hawkeye Hampers, Baskenettes and Clothes Baskets will be shown at 
Nat'l. Housewares Show, Navy Pier, Chicago, Jan. 19-26; Furniture 
Winter Market, Mdse. Mart, Chicago, Jan. 9-21; New Eng. Housewares 
Show, Boston, Feb. 15-18. , 


BURLINGTON BASKET CO., Burlington, lowa 
Quality Products for Over 60 Years 

















“Streamlined for Sales 
Packaged for Profits 


CABINET 

PULL Each Item 
Individually Packaged 
In Colorful Envelopes 


Wrought Stee! 

4%” overall 

2%" conter 
Complete with wreey 





Write for catalog TODAY. 
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Read it in HARDWARENGE | 


NEWS OF 











Builders’ Hdwe. Dealers, Mfrs., Consultants 
Adopt Program to Expand Services 


and 
hard- 


Manufacturers, dealers, 
consultants in builders’ 
ware, acting through their affil- 
iated organizations, the National 


Contract Hardware Association, 
420 Madison Ave., New York 
City, and American Society of 


Architectural Hardware Consul- 
tants, have inaugurated a three- 
part to widen 
graphically the scope of services 
they now offer members of the 
and to 
of men 


architects in 


program 


geo- 


architectural profession 
increase the number 
qualified to 
this specialized field. 


serve 


One part of the program calls 
for a nation-wide study of local 
chapter facilities with a view to- 
ward forming additional chapters 
in those sections of the country 


where the geographical set-up 
has heretofore made it difficult 


for local members to attend pe- 


riodical meetings. 


Second on the program, a new 
educational committee has been 


formed to review accomplish- 


ments of the builders’ hardware 


training courses which were 








started last year and to devise 
means for improving upon their 


general effectiveness and _avail- 
ability. As an initial step, the 


30-day Hardware Consultants 
Course currently offered with in- 
dustry cooperation at City Col- 
lege of New York, came under 
scrutiny. Members of the com- 
mittee and of the college faculty, 
meeting on December 19th, de- 
cided to provide more compre- 
hensive practice work in the units 
of the course dealing with plan 
reading, hardware “take-off” and 


specification writing, and sales- 
manship. 
\ third part of the program 





consists in the publishing of text- | 


book material on builders’ hard- 


ware. The material is being is- 
sued in loose-leaf sections which 


eventually will form a complete 


handbook. The first section, 
“Drawings & Construction De- 
tails,” slanted specifically at 


builders’ hardware, came off the 


presses recently. \ second sec- 
tion, “Hardware Metals & Fin- 
ishes,” is expected to be avail- 


able on or after January 15th. 








FULLER, SALES MGR. 

STANLEY ELEC. TOOLS 

Fred O. Fuller ap- 
pointed sales manager of Stan- 
Electric 
Henry W. Blackman, and Elmer 
W. Ellsworth assistant sales man- 
Mr. Fuller became 


iated with Stanley as a member 


has been 


ley Tools, succeeding 


ager, 


of the purchasing department in 
1918. With the purchase of the 
R. L. Carter Co., by Stanley in 
1929, Mr. Fuller was made sales 
manager of Stanley-Carter Tools. 

Mr. 


Stanley 


record with 


years 


Blackman’s 
16 and 
started in 1903 when he became 
an order clerk with the Stanley 
Rule & Level Co. He joined the 
sales force two years later cover- 
ing New 
Canada. 


covers 


eastern 
in 


England and 
Later traveled 


practically all the territory east 


he 


affil- 





of the Mississippi river. In 1929, | 


Mr. Blackman 


became 
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sales | 


Electric 
was 


of 
when 


Stanley 
that 
made a separate Stanley divisjon. 
Mr. Ellsworth joined Stanley 

1929 


manager 


Tools company 


in when a sales 


separate 





FRED O. FULLER 














E. W. ELLSWORTH 


force was organized to promote 
the sale of Stanley electric tools. 
After a sales training course, he 
represented the company in the 
New England area and handled 
other special territories directly 
under Mr. Blackman. 


JANNEY-SEMPLE-HILL 
MAKES EXEC. CHANGES 

Robert M. Fleming, director, 
of Janney-Semple-Hill & Co., 
hardware wholesalers, Minneapo- 


lis 1, Minn., has been placed in | 


charge of dealer merchandising. 
In addition he will handle all of 
the and 
related work. 

Edward J. 


company’s advertising 


Marceau, who has 


been Minnesota sales manager 
for the past seven years, has 


been named general sales man- 


ager. 


WESTINGHOUSE CHANGES 
SMALL APPLIANCE 
DIVISION NAME 
Electric Corp., 
appliance division, Mansfield, 
Ohio, has announced that it has 
changed the name of the small 


Westinghouse 


appliance department to electric 


housewares. 

R. Z. Sorenson, department 
manager, said that the action 
was taken to conform with the 


| new name adopted by the Na- 


| tional 


| 


Electrical Manufacturers 


Association. 


S. A. BENNETT ELECTED 
| NAT’L. ENAMELING, 
| STAMPING PRESIDENT 
Stevens A. 


elected 


Sennett, recently 
president of National 
Enameling & Stamping Co., Mil 
waukee, began his career in the 
steel fabricating 
1909. He was and 
chairman of the that 
company when it sold out to In- 
land Steel Co., in 1939. Subse- 
established Bennett 


business in 
president 
board of 


quently, he 
Mfg. Co., which had plants in 
Chicago and New Orleans. Ben- 
nett Mfg. Co. was sold te United 
States Steel Corp., in 1944, and 
for the next two years Mr. Ben- 
nett was vice president in charge 
of the Bennett Div., of U. 5S. 
Steel Products Co. He resigned 
in 1946 to purchase the Coniti- 
nental Bridge Co.. Peotone, Ill, 











STEVENS A. BENNETT 
| which was later merged into 
Bennett Industries, Inc. Mr. Ben- 
nett is chairman of the board of 


Bennett Industries. 


CONGOLEUM-NAIRN TO 
SPONSOR TV PROGRAM 


Congoleum-Nairn, Inc., Kearny, 
N. J., has announced the “Gar 
Sunday eve 
NBC-TV 
will be 


sponsor- 


roway at Large” a 


ning variety show on 
interconnected 


under that 


network, 
company’s 





program 
Nairn 


half-hour 
Congowall. 


ship. This 
will present 
Linoleum and Congoleum 
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S. H. CROSS, GENERAL | hardware firm and served as as- 
MANAGER STANLEY | sistant to the branch manager 
ELECTRIC TOOLS in the Denver office. 

R. E. Pritchard, president of While in Denver, Mr. Knouse 
The Works. recently | Joined the Stanley sales organ- 
announced the retirement of Lu- | ization in 1903 and remained in 
cus M. Knouse, vice president Denver until January 1913 when 


Stanley 


he was transferred to the Port- 
land, Oregon office to cover 
Pacific northwest. In 1915, he 





was assigned to the San Fran- 
office and six years later, 
he became district sales manager 
of the Los Angeles territory. 


cisco 


| In March, 1929, Mr. Knouse 
| r ° . 
came to New Britain and was 


appointed manager of the newly 
organized electric tool division, 
a post which he held until his 
recent retirement. Well known 
in the electric tool industry, he 
has served as director and former 
| president of the American Sup- 
| ply & Machinery Manufacturers 
Association, and helped organize 
the Electric Tool Institute, the 
national organization of electric 
tool manufacturers’ established 
for research and engineering ad- 
vancement in its field. 





STEPHEN H. CROSS 


Mr. Cross was an executive in 
merchandising with the Jordan 


of The Stanley Works and gen- 
eral manager of Stanley Elec- 


| 
tric Tools, New Britain, Conn.,| Marsh Co. in Boston from 1925 
who is to be succeeded by | to 1929. In 1929, he joined the 

‘ : le nie 

Stephen H. Cross, as general Stanley organization as a mem- 
manager of Stanley Electric| ber of the cost department. In 
Tools. 1930, he was transferred to the 
Mr. Knouse started his hard-| ¢lectric tool division where he 
ware career by working for a has handled cost accounting and 
| other positions of responsibility. 


year and a half in a retail hard- 
Later he 
wholesale 


ware store in Chicago. 
was employed by a 


W. J. JENKINS MADE 
JOHN LUCAS PRESIDENT 


adelphia, Pa., for 15 years, has 


been made president of the com- 


| pany. His latest capacity was 
as secretary and treasurer. 
L. F. Collister, after serving 


17 years with John Lucas, seven 
of them as vice president and 


general manager. has_ retired 
from active duty and returned 


to California, his home state. 

fs t 
pointed executive vice president 
and general manager. He had 
been associated with John Lucas 


Anderson has been ap- 





LUCIUS M. KNOUSE | allied company, the Lowe Bros. 
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|; W. L. Jenkins, who has been 
with John Lueas & Co., Ine., 
1617 Pennsylvania Blvd., Phil- | 


| Co., Dayton, Ohio, for 28 years. | 


| His latest position was that of 
general of the | 
company. 


sales manager 


G. RIDER NEFF NAMED _ | 

ROCKFORD SCREW | 
MFR’S AGENT 

G. Rider Neff, former 


president in charge of sales of 


vice- 


the Cleveland Cap Screw Co., | 
Cleveland, Ohio, has been ap- | 
pointed manufacturers’ agent for 
the Rockford Screw Products | 
Co., of Rockford, Ill, and the | 


General Hardware Co., of Mil- | 
waukee, Wis., with offices at 2917 | 
Prospect Avenue, Cleveland, | 
O. The name of the agency will 
G. Rider Neff & Associates 
and additional lines will be add- 
ed in the near future. 

Mr. Neff has a background of 
20 years in the industrial fasten- 
His career 
started with Lamson & Sessions 
in 1928. After two years in the 
factories at Kent and Cleveland, 
Ohio, he was transferred to the 


be 


er and hardware field. 











G. RIDER NEFF 


Chicago territory as a salesman. 
| In 1932 he was assigned to cover | 
the Ohio territory. In 1937 he be- 


came sales manager of the stove 
bolt and 1939 sales 
manager of the aircraft and spe- 
| cial products division. In 1944 he 
| was appointed to the position of 
| sales chief of the Cleveland Cap | 
| Screw Co. 


division in 


| ager 





A. VOGEL JR. HEADS 

E. C. ATKINS FILE DIV. 

K. W. Atkins, vice-president 
of E. C. Atkins & Co., 402 S. 
Illinois St., Indianapolis 9, Ind., 





AUGUSTUS VOGEL, 


JR. 


has announced the appointment 
of Augustus Vogel, Jr., to rep- 
resent the company in the distri- 
bution of its line of files, as man- 
of the file 

Before coming with Atkins, 
Mr. Vogel represented the Nich- 
olson File Co., prior to that had 


division. 


been secretary of Imperial Paint 
Co.. and had served as general 
sales manager of F. O. Pierce 
Paint Co. 


M. O’BRIEN SALES MGR. 
FOR WHIRLWIND, INC. 


Robert W. Gibson, vice presi- 


| dent and general sales manager 
| of Toro Mfg. Corp., makers of 


lawn mowers, announced recently 


the appointment of Martin 


O’Brien as sales manager for 
Whirlwind, Inc., a Toro sub- 
sidiary, and Allen Haskin as 


assistant sales manager for Toro- 
Whirlwind. 

Mr. O’Brien for a 
ber of vears sales office manager 


was num- 
for Toro. 

Mr. Haskin 
port manager and domestic sales 
He his 


in 


was formerly ex- 


assistant. will assume 


duties addition to his 


work. 


new 
export 
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E. W. KALER HEADS 
SALES FOR LUX CLOCK 

A new sales and merchandis- 
ing arrangement was_ recently 
announced by Lux Clock Mfg. 





E. W. KALER 


Co., Waterbury, Conn. According 
to Fred Lux, founder and _presi- 
dent of the 40-year-old company, 
sales and merchandising of Lux 
products had _ previously been 
handled by the DeLuxe Clock 
& Mfg. Co., as an independent 
distributing agency. Emphasiz- 
ing the fact that this 
volves no reflection on the past 
policies or performance of the 
DeLuxe Mr. Lux 
states, “We are now in a position 


step in- 


organization, 


to control the sales and merchan- | 


dising methods employed in the 


distribution of our own mer- 
chandise.” 
The new sales set-up which 


continues under the old DeLuxe 
Clock & Mfg. Co., has 
been placed under the direction 
of Edwin W. Kaler as general 
sales manager. Mr. Kaler was 
formerly with Talon Fasteners 
and Archer hosiery. 


name, 


NAT’L. HDWE. SHOW 
TO BE HELD OCT. 2-6 


The fifth National Hardware 
Show will be held Oct. 2 to 6, 
1950, Grand Central Palace, New 
York City. The im- 
mediately precede the Atlantic 
City convention of the American 
Manufacturers Asso- 
ciation and National Wholesale 
Hardware Association, in order 
to give manufacturers and buyers 
an opportunity to attend both the 
show and the conventions in one 
trip. 

Frank M. 


show will 


Hardware 


Yeager, managing 


director, stated that the 1949 
show as the largest hardware 


show held in the industry with 
597 manufacturers exhibiting and 


an attendance of 29,657. The 
Fishing & Hunting Division, 
216 








which will again occupy one full 
floor of the show, had 225 manu- 
facturers exhibiting. Mr. Yeager 
said that the enthusiastic re- 
sponse that division received in 
1949 from buyers was an indica- 
tion of the importance that the 
hardware trade is placing upon 
the sales of fishing and hunting 


equipment through hardware 
channels. Only manufacturers 


will be permitted to exhibit at 
this show and only the trade will 
be permitted to attend. 
DANIEL VAN DYK, PRES. 
EVERSHARP, INC. 
Directors of Eversharp, Inc., 
have elected Daniel Van Dyk as 


president of the company. Since 
the resignation of Arthur H. 
Rogow as president, Louis A. 





DANIEL VAN DYK 


Stone, treasurer, has served as 
acting president. Mr. Stone 


will hold the newly created post 





| keting at Babson Institute. 


| offices 





of executive vice president, while 
continuing as treasurer of the 
company. 

Mr. Van Dyk, a past director 
of National Retail Dry Goods 
Association, was vice president 
and general merchandise manag- 
er of McCreery & Company in 
Pittsburgh from 1934 to 1937 
and merchandise consultant for 
Allied Stores Corp., 1937-1940. 
From 1940 to 1945 he was vice 
president and merchandise coun- 
selor of R. H. Macy & Co., Inc. 
More recently, Mr. Van Dyk has 
been president and owner of 
D. M. Read Co., a department 
store in Bridgeport, Conn. 





B. S. WILLIAMS MADE 
ASS’T. TO PRESIDENT 
RUSSELL MFG. CO. 
Bruce S. Williams, 
manager of the southeast terri- 
tory, belting division, Russell 
Mfz. Co., Middletown, Conn., has 
been recently appointed assistant 


formerly 


to the president. 

Following his discharge from 
the Navy, Mr. Williams studied 
industrial management and mar- 
He 
will make his headquarters at 
the company’s main plant and 
in Middletown. 


ENGINE POWER HANDLES 
FERGUSON TRACTORS 


Engine Power, Inc., 4320 
North 35th St., Milwaukee, 
Wisc., has been named distrib- 


utor for Harry Ferguson, Inc., of 
Detroit, in Wisconsin, the Upper 
Michigan Peninsula and a num- 
ber of counties in Northern II- 
linois. 








National Sporting Goods Ass’n 
19th Annual Meet, Jan. 22-26, Chicago 


The National Sporting Goods 
\ssociation convention and show 
will be held at the Morrison 
Hotel, Chicago, from Jan. 22-26, 
1950. The secretary of the asso- 
ciation, G. Marvin Shutt, has 
announced that F. Wesley Geer- 
er, manager of the retail divi- 
sion, bureau of advertising, 
American Newspaper Publishers 
Association, will be mn charge of 
the clinic 
vertising methods. He will speak 
on “Buying Patterns are Profit 
Patterns” and “How to Use the 
Advertising Dollar More Profit- 
ably.” Other speakers include: 
Flack, New York City 
sales counsel and director of ad- 
vertising, Sunshine Biscuits, 
Inc.; and the “Open Forum on 
Industry Problems,” headed by 


educational on ad- 


Gene 





Shelby D. Himes, presideat of 
Members of the 
factory relations committee arc: 
FE. R. VanDervoort, VanDervoort 
Hardware Co., Lansing, Mich.; 


the association. 


John R. Elliott, R, S, Elliott 
Arms Co., Kansas City, Mo.; 
John F. Lawlor, Lawlor’s, Lin- 
coln, Neb.; and Charles M. 
Evans, Evans Sporting Gocds, 
Shreveport, La. 

The annual banquet will be 
held Jan 25, in the ‘Terrace 
Casino of the Morrison Hotel. 


The tickets are $10 each, and 
may be obtained at the registra- 
tion desk or in advance? 1r0m 
NSGA_ headquarters, 1 N. La- 
Salle St., Chicago. The conven- 
tion and exhibits officially open, 
Jan 23, 9 A. M. 








CROSLEY NAMES ASS’T. 
TO GENERAL MANAGER 
The appointment of Clarence 
G. Felix as assistant to the gen. 
eral manager has been announc- 





CLARENCE G, FELIX 


ed by the Crosley Division, 
Aveo Mfg. Corp. John W. Craig 
is general manager of the Crosley 
Division and a vice president of 
Aveo. 

Mr. Felix has been with Cros- 
ley for 22 years. 

Beginning in the engineering 
department, he became chief en- 
gineer of automobile radios in 
1934 and of all radio production 
in 1939. 

When Crosley entered full-time 
war production in 1941 he was 
named product manager of Go 
ernment radio, later becoming 
manager of all Government prod- 


ucts. 

In 1945 he was appointed 
product manager of radio and 
television and in 1947 was pro- 


moted to the position of works 
manager of Crosley’s Cincinnati 
plant. 
HAROLD DUNCAN ASST. 
REGION MANAGER FOR 
EUTECTIC WELDING 


Rene D. Wasserman, president 


of Eutectic Welding Alloys 
Corp., 40 Worth Street, New 
York, has announced the pro- 


motion of Harold Duncan to the 
position of assistant regional 
manager. 

Formerly district engineer in 
Texas, Mr. Duncan is in 
charge of a group of Eutectic 


now 


district engineers, servicing usefs 
of Eutectic products throughout 
the Southwest. 

Many years of experience in 
the oil drilling industry has 
given Mr. Duncan a knowledge of 
the problems confronting the 
manufacture and maintenance of 
equipment. 
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see why this unique machine can do 


more for you! 


This is more than a cash register. True, it gives And it records Charge Sales, Received on Accounts, 


you the protection and information that can and Paid Outs. 


be had only from a modern cash register. But it Ask your local National representative to show 


also gives you the convenience and economy of a you how this National ‘‘200” will fit your business 


built-in adding mechanism that can be used at any . .. will give you the detailed, accurate records you 


time without disturbing your cash register records. need . . . will cut your record-keeping costs. 





Have its advantages demonstrated to you TODAY! 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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Ee 
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Here’s an easier way 
to keep better records ! 


Stops Mistakes — Saves Time — 


Figures in indication pane 


Sales automatically grouped — 
Ci f tion key sutor t lly 


ca 


All records under lock and key — 
f tr 


ive-position lock r ‘ 1 by 
proprietors key protect rec- 
t 
Descriptive keys — [hese keys 
an be used to ide ty sé nq 
employees, to print ile ip 
numbers, or t how quantit 
weights size br 
umbe ) t 
specially t 
ry « 
Extra large cash drawer — Seven 
Free t 
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or y e its ba } 
te 
1 
| 
; 
| 
REGISTERS © ADDING MACHINES 
ACCOUNTING MACHINES 
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Name 


Street 





Tow: 








nylon 








*Here is the latest ... 
most popular sizes . 
steel ferrules . 


counter display. 


1 dozen 1" 





SELL FOR 
BUY FOR 


. with new plastic handles . . 


brushes to sell at 








BRUSHES 
PLASTIC HANDLES 


$43.50 
29.00 





nylon bristle paint brushes .. . 


Brush Assortment—* Suggested Retail: 


75 ea. 


1 dozen 1'/2"" brushes to sell at 1.00 ea. 


Y2 dozen 2" 


brushes to sell at 1.50 ea. 


V4 dozen 212" brushes to sell at 2.00 ea. 


V4 dozen 3" 





Order TODAY; send this coupon: 


A. G. Jacobus’ Sons, Inc. 
770 Bloomfield Ave., Verona, New Jersey 


Please ship at once: 


[] Nylon Ruby Display 
(_) New Free Catalog 


City 


brushes to sell at 2.50 ea. 


A.G. JACOBUS' SONS, Inc. 


fine 
Ty) Ao 





cartons at $29.00 


State 


$14.50 


in the 


. stainless 
. . packed in an attractive gold and blue retail 
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CLANCY HEADS SALES | 
DETROIT-MICH. STOVE | 
John A. Fry, president of De-| 
troit-Michigan Stove Co., has wl 
cently announced the appoint- | 





L. E. CLANCY 


of L. E. 


sales. 


ment Clancy as direc- 
He was formerly 
sales manager of the company’s | 
Garland commercial range divi- | 


sion, and prior to that was adver- | 


tor of 


tising and sales promotion man- | 
ager of the company for several | 
He has been 
with Detroit-Michigan Stove for 


25 years. 


years. associated 


Paul Inskeep, a 10-year vet- | 


eran with the company, is now 





sales manager of the Garland | 
commercial range division and | 
will assist in 


sales of vomagyrned, 
Inskeep was for- 
merly central division sales man- 
ager and has spent a quarter of 
a century in the appliance busi- | 


ranges. Mr. 


ness, 


UNIVERSAL MARKS 108TH | 
YEAR WITH NEW 
PRODUCT PRESENTATIONS | 


Landers, Frary & Clark, New | 
Britain, Conn., is celebrating its 
108th anniversary this year. To | 
commemorate this year, it will | 
promote its entire line in a year | 
long campaign tied in with the | 
presentation of new developments 
in its 1950 line. 

The 


V ides 


progress di- | 


major | 


company s 
itself 
The 


three 
first in 1866 
Universal into the cutlery 
field; the 1897 
the company made what is said | 


into 
steps. when 
went 
second in when | 
to be the first food chopper; and | 
the third when the 
converted its non-electric appli- 
electrically heated 


company | 
ances to 
equipment. 

In its 108 years of manufac- 
ture the company has spent 88 
years in the manufacture of 
scales, 84 years in cutlery, 53 in 





housewares and 38 years in elec- 
trical appliances. 

In the major appliance line, 
Universal will introduce within 
the first six months of the year, 


a new line of electric ranges, 
washers, vacuum cleaners and 
hot water heaters. 


J. R. HILL NAMED 
NORTHWESTERN STEEL 
GENERAL SALES MGR. 


J. R. Hill has been appointed 
general sales manager of North- 
western Steel & Wire Co., Ster- 
ling, Il. 
the sales department of the com- 


He was connected with 


| pany for 17 years. R. J. Kay 
and G. W. Bulmer have _ been 
named assistant sales managers. 


A. B. Sloan, vice-president in 
charge of sales for the company, 
has announced his retirement 
from that position which he has 


held 1928. He will 


tinue to represent the company 


since con- 
on a part-time basis, in addition 
to taking care of his own per- 


sonal interests. 


LAUTENSLAGER HEADS 
J. A. WILLIAMS 
SPORTING GOODS DIV. 


Aaron M. Jaffe, treasurer-gen- 
eral manager, J. A. Williams Co.. 


exclusive wholesale distributor, 
Pittsburgh, Pa., has announced 


the appointment of Wallace Lau- 
tenslager as manager of its sport- 
ing goods division. Mr. Lauten- 
known in the 
business. He 
Supply 


slager is widely 


sporting goods 
joined the 
Company in 1921 as a salesman 
and in 193] 
tary of the corporation. 
28 years he has represented name 


Sportsmen’s 


was elected secre- 
For over 


sporting goods manufacturers as 
a factory-to-dealer sales represen- 





WALLACE LAUTENSLAGER 


tative. He is a member of the 
Pittsburgh Revolver Association 


and the North Side Sportsmen’s 


Association. 
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A. R. LILLICRAPP 


DIXIE CUP NAMES 
THREE VICE-PRESIDENTS | 


C. F. Dawson, president of the 
Dixie Cup Co., Easton, Pa., has | 
announced the election of A. R. | 
Lillicrapp, W. G. Genné, and A. | 
J. Nolan as vice presidents of | 
the company. | 

Mr. Lillicrapp, who joined the | 
staff very shortly after the com: | 
pany was founded, also continues | 
as treasurer, a post he has held | 
for many years. He has had 
many responsibilities in addition 
to that of treasurer, including 
managing railroad sales, estab- 
lishing and managing the export 
department and serving as vice 
president of Dixie Cup Co., 
(Canada) Ltd. 

Mr. Genné joined the company 
25 years ago as a salesman and 
has successively been New York 
sales 





regional 
manager and sales director. Mr. 
Nolan has held a variety of posi- 


sales manager, 


tions with the company during 
the past 16 years including mar- 


ket research manager, assistant | 


to the president, and director of 
product 
ment. 


research and develop- | 


In addition to the new officers, 
the management also announced 





W. G. GENNE ' 


| completely 


| “Candlelight 


| tion WHEN, 


A. J. NOLAN 


changes in. staff 
W. O. Roe, assis- 
tant to president Dawson; and 
B. J. Kearney and Richard W. 
Koch, assistants to 
vice president Van Schaick; 5. 
L. Muther, assistant to vice presi- 


the following 
assignments: 


executive 


| dent Nolan. 


NORGE MOVES OFFICES 
TO MERCHANDISE MART 


The Norge Division of the 
Borg-Warner Corp. will move its 
general office from Detroit to 
The Merchandise Mart during 
the next few months, W. O. Oll- 
man, general of The 
Mart announced. 


manager 
Norge will approxi- 
mately 35,000 
spate on the second floor of the 


occupy 
square feet of 


building and the area will be 
remodeled and _= air 
conditioned to create one of 
the most office 
spaces in Chicago, Mr. Ollman 


modern large 
said. 

George P. F. 
of Norge, in a 


Smith, president 
statement an- 
said, “No 


nouncing the move 


| Norge products have been man- 


ufactured in Detroit since before 


the war. Therefore, it seems 
highly desirable to move our 


offices to the home furnishings 
center of the nation which will 
result in closer contact with and 
in better Norge’s 
14.000 retailers and 72 distrib- 


service to 


| utors, 


WILL & BAUMER SPONSOR 
TV CAROL PROGRAM 
Will & Baumer Candle Co.. 

Syracuse, N. Y., 

program 


sponsored a 
entitled, 
Carols” over sta- 

Syracuse. The 


television 


nightly series of programs, which 


| started Dec. 15 and ended Christ- 


mas Eve, was presented by 10 
Syracuse church choirs of all de- 
nominations. 
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nylon 











Bristle 





@ Brushes with nylon bristle make 
excellent tools for long wear. 


@ Brushes with pure Chinese bristle 
have long been the painter’s fav- 
orite for fine workmanship. 


@ ALL JACOBUS BRUSHES are made 
by expert craftsmen, using only the 
finest materials available, in a com- 
plete, modern equipped factory, de- 
signed forthe purpose of producing 
fine paint brushes. 


A. G. JACOBUS’ SONS, 


VERONA, NEW JERSEY 


fine 
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HARVEST 


Newest PRO-TEX 
design. Fruits and 
vegetables in full 


to every housewife. 





DUTCH COLONIAL 


Six gay colors! It's the 
fastest selling deluxe » 
Pad on the market. 
Your customers will 
buy it on sight. 


See these popular 


PRO-TEX PADS 


(and attractive new designs) 





in all their colorful beauty 
in Booths 835-837 at the 


NATIONAL HOUSEWARES 
SHOW 


Navy Pier, Chicago — January 19-26 


Callonoyzg. 


METAL PRODUCTS CO. 


1820 East 37th Street © Cleveland 14, Ohio 











natural color! Appeals 
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NAME ACORN-ORIOLE 
ASS’T. SALES MGR. 
W. S. Hartman, for 30 years 
associated with Perfection Stove 
Co., 7609 Platt Ave., Cleveland, 





W. S. HARTMAN 


has been named assistant sales 
manager of its new Acorn-Oriole 
sales division. 


Mr. Hartman has been associ- 


| ated with the Acorn-Oriole lines 
| since they were taken over by 


Perfection. 

In 1918, he joinel Perfection 
as a bookkeeper. Subsequently, 
he became credit manager for 
the Cleveland sales district of 
During World 
War II he served as an expediter 


the company. 


in the company’s purchasing de- 
partment. 

Prior to his association with 
Perfection, Mr. Hartman was 
employed by the East Ohio Gas 
Co., the Recording Computing 
Machines Co., of Dayton, Ohio, 
and the Chalmers Motor Co., of 
Detroii. 


CHRISTMAS PARTY 
HARDWARE BOOSTERS 
ATTENDED BY 402 


The 36th Anniversary Christ- 
mas Party of the Hardware 
Boosters, traveling salesman or- 
ganization of Metropolitan New 
York, was held at the Hotel 
Roosevelt, New York, on Dec. 
14, with 402 members and guests 
attending. 

Speech making was taboo and 
President Robert S. Watson, 
Stanley Tools, turned over the 
program to William Wolfe, Car- 
borundum Co., Booster vice 
president and chairman of the 
entertainment committee. In his 
usual capable manner. he served 
as master of ceremonies. The role 
of Santa Claus was again taken 
by Mortimer Maas, manufactur- 
er’s representative, who distrib- 
uted many gifts. A stage presen- 


tation was enjoyed after the 
dinner. 

Guests of honor were Everett 
Ramsdell, secretary of the Key- 
stoners, Philadelphia traveling 
men’s organization; Edward 
Brandt, president of the Hard- 
ware Square Club, and John F. 
Ryan, president of the Hardware 
Trade Association. 


HAMILTON STEEL MAKES 
EXEC. APPOINTMENTS 


Jackson D. Allen, Jr., has been 
| appointed general sales manager 
and N. E. Willkomm assistant 
general sales manager of The 
Hamilton Steel Co., Cleveland, 
| according to an announcement 
| by E. W. Harwell newly elected 
| president of Hamilton. 

Mr. Allen, who joined the 
| Hamilton sales organization in 
1936 has had a broad experience 
with the company in all prod 
ucts and over a wide area. 

During World War II, Mr. 
Allen, a lieutenant in the U. S. 
Navy was executive officer on a 
P. T. Boat in both Atlantic and 
Pacific theaters. 

Mr. Willkomn, associated with 
Hamilton since 1933, has served 
the company in both operating 
and sales department, 





having 
most recently been manager of 
the tubing department. 
Hamilton Steel is now a 
wholly owned subsidiary of Fort 
Duquesne Steel Co., Pittsburgh. 


APPOINT McCLARRAN 
BUCKEYE SALES MGR. 
Charles W. McClarran has 


been appointed sales manager of 
The Buckeye Aluminum Co. 
Wooster, Ohio. He has been as- 
sociated with Buckeye since his 





CHARLES W. McCLARRAN 


return from the AAF. He had 
previously covered the Ohio and 
Indiana territories for Buckeye 
and Duralux. 
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E. T. LONG ASS’T. So 


PRODUCT MGR. REYNOLDS 
METALS DIVISION 


Edgar T. Long has joined 
Reynolds Metals Co., 2500 S. 
Third St., Louisville, as assistant 


product manager of the wire, 











EDGAR T. LONG 


rod, bar, and rolled shapes di- 
vision. Mr. Long will be lo- 
cated at general sales 
headquarters, 2500 South 
Street, Louisville. 

Soon after finishing school in 


division 


Third 


1920, Mr. Long was employed 
by Gulf States Steel Co., Bir- 
mingham, Ala., as manager of 


wire sales; later became spe- 
cial representative of that com- 
pany at Nashville, Tenn. 

In 1938, he joined Bethlehem 
Steel Co., and 


representative 


sales 
for that company 
on all its products for Southern 
Indiana, Southern Illinois, and 
West Kentucky areas. He also 
was manager of Bethlehem’s 
warehouse at Evansville, Ind.; 
and later was put in charge of 
wire goods and road dowel mills 
at Bethlehem’s Johnston Steel 
Plant, Gautier Division. 


served as 


DU PONT SPONSORS 
CONTEST FOR NYLON 
PAINT BRUSHES 
A nationwide 
tailers in the paint and paint 
brush field will be conducted 
in 1950, it was announced recent- 
ly by the Du Pont Co., Wilming- 
ton, Del. 
Entry 


contest for re- 


blanks for this contest 
are part of a leaflet which paint 
brush manufacturers are insert- 
ing in each box of nylon paint 
brushes. The leaflets, written in 
a direct question and answer 
form, include information about 
performance characteristics of 
“nylon.” The contest consists of 
or false questions and 
the familiar 25 
Statement, “I sell my 
Nylon Paint Brushes 


six true 
words or less 
customers 

because 
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first prize, 
be awarded. 

The contest will 
May 31, and 


According to the 
should 


nelley Corp. 
company, the 
stimulate dealer interest in, and 
knowledge of, the salable qual- 
ities of the nylon-bristled paint 
brushes. 


contest 


SAWHILL MFG. BUYS 
STEEL STEEL POST 


Sawhill Mfg. Co., Sharon, Pa., 
has recently acquired rights to 
the new adjustable basement 
post developed by Summit Steel 
Products of Akron, Ohio. The 
Sawhill post will be known as 
“Red-I-Post,” featuring a_ split 
“Ring-Lock,” 
justment. 

Paul Shaffer, formerly identi- 
fied with Summit & Akron Prod- 
been ap- 


grooved post ad- 


ucts Company, has 
pointed sales representative for 
the Red-I-Post division. 


ELECT C. A. PUTNAM 


PRESIDENT NAM 
C. A. Putnam, who recently 
took office as president of the 
National Association of Manu- 


president of the 


of Keene, 


facturers, is 
Markem Machine Co., 
N. H. 

After serving an 
ship, Mr. Putnam obtained his 
first job as a machinist in Boston 
in’ 1909. 

Two years later, he 
when it was 


apprentice- 


» joined the 


Markem company 
first incorporated in Massachu- 
setts. Starting in the shop, he 


soon became the company’s sales 
engineer, traveling in the United 
States and Europe, selling Mark- 
em equipment. In 1929, he be- 
came the company’s president. 
The Markem company special- 
izes in power-driven devices for 
marking process, fin- 
ished articles and containers. 


goods in 





Cc. A. PUTNAM 
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Along with a $250 cash H ere ' s a 


50 other prizes will | 


close on | 
entries will be | 
judged by the Reuben H. Don- | 


LOW inventory deal 
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Order 4 doz. each of the 


doz 
these rn Cach of 


ing item, | 't Sell. 
Stails for 
aM “ost, 9-80 


FREE 


Smartly styled 
counter display cabinct 
with this deal. 





following for a remarkably 


high profit and fast turnover: 


No. 26—6” Straight Trimmer 
Shears 

No. 27—7” Straight Trimmer 
Shears 

No. 27-J—7” Straight Trimmer 
Shears 

No. 28—8” Straight Trimmer 
Shears 

No. 28-J—8” Straight Trimmer 
Shears 


” Bent Trimmer 
Shears 


No. 374%2—7¥2 


No. 34742—7%2" Barber 
or Ripping 
Shears 


* No. 504—4” Embroidery 


Scissors 
No. 805—5” Sewing Scissors 
No. 806—6” Sewing Scissors 


All items in this assortment are hot drop forged 


full nickel-plated except Nos. 


27-J and 28-J, 


which have Japanned handles. 


Boker. 





For more profits, look to 
Highest quality cut- 
iery at prices that appeal to 
thrifty buyers. 
will be glad to show you 
the full line. 


Your jobber 





H. BOKER & CO., INC. 


Quality for over a Century 


101 Duane Street 


New York 7,N. Y. 
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C. R. Cox, Now Pres., Kennecott Copper; 
C. F. Hood Heads Carnegie-Illinois Steel 


Charles R. has 
as president of Carnegie-Illinois 
Steel Corp., to become president 


Cox resigned 





Cc. F. HOOD 


of Kennecott Copper Corp., New 
York. Mr. Cox became president 
of Carnegie-Illinois Steel Corp., 
the largest steel-producing sub- 
sidiary of United States Steel, on 
\ugust 1, 1946, having previous- 
ly served three 
president of another large U. S. 
Steel subsidiary, National Tube 
Co. 
with the steel corporation, with 
the National Tube Company’s 
Ellwood Works, Ellwood City, 


Pa., in 1934 and soon afterwards 


for years as 


Mr. Cox began his career 


general 
of that plant. In 
appointed 
charge of 
1941, he was 
vice president. 


became superintendent 

1936, he was 
president in 
operations, and in 
made executive 
Two years later, 
he was elected president of both 
National Tube and Tubular Alloy 
Steel Corp. 


Clifford F. 


V ice 


Hood, president of 


American Steel & Wire Co.., 
Cleveland, United States Steel 
subsidiary, has been elected 


president of Carnegie-[Ilinois 
Steel Corp., Pittsburgh, another 
U.S. Steel subsidiary, succeeding 


Mr. Cox. 

Mr. Hood’s rise from an op- 
erating clerk in one of the plants 
of American Steel & Wire Co., 


to the presidency of the largest 
steel-producing subsidiary of 
United States Steel is an 
ican success story. 
Mr. Hood became 
with Packard Electric Company 
of Warren, Ohio, in 1915. ‘two 
years later he became an operat- 
ing clerk in the Worcester, Mass., 
plant of American Steel & Wire 
Co. Resuming his career with 
American Steel & Wire after the 
war in 1919, Mr. Hood was fore- 


assoviated 


man of the electric cable depart- | 


ment in South Works, at Wor- 
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[ 
| 
| 
| 
| 


cester, until 1925 when he was 
appointed assistant superintend- 
ent of the plant. In 1928, he was 
made superintendent of South 
Works, and four years later was 


advanced to post of assistant 


manager of the entire Worcester | 


district operations. 

In 1933, he became manager 
of operations in the Worcester 
district and in 1935, he was 
transferred to Cleveland as vice 
president in charge of operations. 
Two years later, he was elected 
executive vice president, and on 
January 1, 1938, president of 
the company. 

Harvey B. Jordan, vice presi- 
dent in charge of operations of 
American Steel & Wire Co., in 
Cleveland, since 1939, has been 
elected president, succeeding Mr. 
Hood. 

Mr. 
with 


Jordan has seen service 
American Steel & Wire for 


| 35 years. He worked his way up 


through the ranks to the posi- 
tions of first general foreman and 
then assistant superintendent, 
being made superintendent of the 
plant in April, 1929. 

In May, 1933, Mr. Jordan was 
transferred to the office of the 
vice president, where he did field 
work, and in the following year 
was promoted to head the metal- 
lurgical department. He held this 
position until December, 1935, 
when he was made manager of 


ithe Cleveland district. In Janu- 


ary, 1937, he was named assist- 
ant vice president, and in March, 
1939, was appointed vice presi- 
dent in charge of operations. 


James E. Lose, former vice 
president in charge of opera- 
| tions, Carnegie-Illinois Steel 


Corp., Pittsburgh, has been elect- 
vice president of 
of United States 


ed executive 
this subsidiary 
Steel. 

Mr. Lose, who began his busi- 
ness career with Carnegie Steel 


| Co., one of the predecessors of 


(mer: | 


Carnegie-Illinois, in 1910, be- 
comes the first official to occupy 
this newly-created position with 
the company. 


Mr. 


Furnaces, 


started at Carrie 


Rankin, Pa., 


specializing in mechanical engi- 


Lose 


after 


neering at Carnegie Institute of 
Technology in Pittsburgh. 

In April, 1928, Mr. Lose was 
appointed general su- 
perintendent of Homestead 
Works, and in 1930, was appoint- 
superintendent. He 
president in 


assistant 


ed general 


was elected vice 
charge of operations of Carnegie 


Steel Co. in 1933, assuming the 











same position when Carnegie- 
Steel Corporation was 
in 1935. | 


CASCO PRODUCTS CO. 
INTRODUCES NEW 
SERVICE POLICY 

\ service policy designed to | 

benefit both purchasers and re- | 
tailers of steam irons, | 
pads and power 
de-centralization | 
and repairs was 
Products | 


Illinois 
formed 


Casco 
electric heating 
tools through 
of maintenance 
announced — by 
Corp., Bridgeport, John J. Reidy. 
sales manager. 


Casco 


Casco’s new policy, now op- 
throughout the U. S. 
Canada, will localize its 
product maintenance through the 
use of reputable, 
lished electrical 

companies to service Casco prod- 


erative 


and 


well-estab- 
maintenance 


ucts under Casco engineering su- 
pervision, Mr. Reidy said, and is 
expected to reduce repair time 


sharply. 

Casco service stations to date 
enfranchised in the 
following cities: Atlanta, Boston, 
Chicago, Dallas, Denver, Detroit, 
Los Angeles, Minneapolis, Phil- 
adelphia, Pittsburgh, Portland, 
Oregon, San Francisco, Seattle 
and Toronto, Canada. 


have been 


EMERSON RADIO 
ELECTS OFFICERS 


Emerson Radio & Phonograph 
Corp.’s board of 
nounced the 
new officers. 


directors an- 
election of three 
Commodore John 
D. Small was elected a vice pres- 
and wil! serve in that 
capacity in addition to his pres- 
ent position of executive assistant 


ident 


to the president. 

Abraham Rosen was promoted 
from controller to assistant treas- 
urer and A. A. Vogel from assist- 
ant controller. 
Benjamin Abrams, president, also 
announced the 
Joseph Longin, former assistant 
the 
executive vice president of the | 


controller to 





appointment of 


controller to assistant to 


company. 


Commodore John D. Small. | 
who joined Emerson Radio 
earlier this month, is the former 
president of the Maxson Food 
Systems, Inc. During the latter | 
part of the war, he was Chief 


of Staff of the War Production 


Board. 
Mr. Rosen has served in vari- | 
ous capacities with Emerson | 


for the past 14 years. Mr. Vogel 
has been with Emerson Radio for 
one year and before that was 
general controller of Radio Corp. 
of America, Victor Division. Mr. 
Longin has been with Emerson | 


Radio for five years. 


\ 


L. A. HAGER HEADS 
ST. LOUIS MFR’S. 
BANK & TRUST BOARD 


Louis A. Hager, Jr., has been 
named chairman of the board of 


directors of the Manufacturers 





LOUIS A. HAGER, JR. 


Bank & Trust Co., St. Louis, 173] 
South Broadway. 


The chairmanship of the board 


at the bank has been vacant 
since the death of Adolphus 
Busch III in 1946. 

Mr. Hager is executive vice- 


president and director of sales 
for the C. Hager & Sons Hinge 
Mfg. Co., St. Louis, Mo., and 
was first elected a director of the 
Manufacturers Bank in 1933. He 
plans to retain his position at C. 
Hager & Sons but will also be 
active in the direction of the 
bank’s affairs. 


SCOVILL APPOINTS 
HENRICKS COMPANY 


Scovill Mfg. Co., has announe- 
ed the appointment of the A. P. 
Henricks Co., as representatives 
in the New York area including 
New York, New Jersey, Pennsyl- 
vania, Delaware, West Virginia 
and the District of Columbia, for 
the complete “Green Spot” line 
of garden hose equipment. 


56 ATTEND NUTMEGGERS 
CHRISTMAS PARTY 


The Nutmeggers, Inc., recently 
held its Christmas Party which 
was attended by 28 members and 
\ steak dinner was 
served which everyone enjoyed. 


their wives. 


After the dinner, the entertain- 
ment committee, headed _ by 
Dennis Shea, Riley Shea Tire 


Co.. Conn.. 
sented a 
prestidigitator and a three piece 
Roland H. Osgood, 


was Santa 


Hartford, 
xylophone 


pre 
player, @ 


Inc., 


orchestra. 
Patterson-Sargeant, 
and presented each lady with a 


week-end case. Dancing followed. 


HARDWARE AGE, JANUARY 12, 1950 








The spar 
Freez-Tai 
ful packa 
able impt 


Freezer a 














DU 


Pr 
A dandy, g 
handle dus 


labor. 


Sales boo 
it's made a 


¢ Wire handle 
© Two attrac 
©1191" x6" ir 


Write t 
litera 


PATE! 
Cc 


FULT 


Booth 








HARDWA 








DS 


>. 
ARD 
is been 
pard of 
cturers 





a 
1731 
board 
vacant 
olphus 
vice- 
sales 
Hinge 
, and 
of the 
3. He 
at C. 
iso be 
nf the 
S 
'Y 
lounc- 
A. ¥. 
atives 
uding 
nnsyl- 
rginia 
a, for 
* line 
3ERS 
j 
‘ently 
which 
s and 
r was 
oved. 
rtain- 
by 
Tire 
pre 
-. 2 
piece 
good, 
Santa 


ith a 


ywed. 


1950 




















REEZ: TAI 


instantly” ue thou: 
for Freez-Tainer. 


The sparkling a “oppeal of 
Freez-Tainer, and the 3° color- 
ful packages will make profit 
able impulse sales. 


ee Be, : 
BS Ms 


ae 









i red. dozen packs. There's an 
Economy 3 Pack f ‘or 


CROWN CORK SPECIALTY COl 


Division of Crown Cork & Seal Co., | 
DECATUR, ILLINOIS 


Distributed in Dominion of Canada by 
PERCY HERMANT CO., TORONTO, ONTARIO 





Freezer and refrigerator users 








oss 








IT’S *‘THE FULTON LINE”? 
ANOTHER POPULAR SELLER 


IN THE LOW 
PRICE CLASS 


PATSY 
PRIM 


y 
DUST PAN |. 


Practical and Beautiful 





A dandy, good, well designed, sturdy, long 
= dust pan that definitely reduces 
abor 


_ Sales boom with the Patsy Prim because 
it's made at a price to sell. 


* Wire handle 26” from floor © 28 gauge steel No. 77-C 


* Two attractive colors—red or green 
© 11” x 6” in size 





Write today for colorful 
literature and prices 


PATENT NOVELTY 
COMPANY 


FULTON, ILLINOIS 





Booth No. 119 at Housewares Show 
SMS eee SS 
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AGAIN in 49 SALES ¢ on GENERAL SLICERS DOUBLED 
i dé 


< 


















BOOTH 304-306 Ea 
NATIONAL HOUSEWARES SHOW om 


and see why leading 
stores from coast to 
coast stock, feature, mer- 
chandise the complete 
line of General Home 
Slicers! ‘49 sales nearly 
doubled ‘43's sensational 
records! Unprecedented 
demand for this recog- 
nized ‘'must'’ kitchen ac- 
cessory indicates that 
1950 will smash even these all-time 


DeLuxe ‘'Chrome 400 


Three great kitchen models 
all professional-type slicers 
mod2rn, streamlined, fully 





highs’! Only General offers a full equipped. 
line of slicers, one for every slicing MODEL 300 
job...one for every size kitchen! In beautiful $49.95 ' 
porcenamel Retai 
We'll i hi beginni Jan- 
e'll be in Chicago beginning Jan MODEL 400 — 


uary 19th to greet you with some- 
thing brand new and sensational! 


In glistening 94Q.95 


chrome (illus.) 
MODEL 319 -$24,95 
Heavy duty Retail 


PLUS somMETHING 
BRAND NEW you can't 
afford to miss! 


SLICING / MACHINE CO., INC. - WALDEN, N.Y. 








write 
Dept. 140 





nerfect CORDination 


Electrical appliances 5 
work like a team with 
CORNISH Cords and Plugs. 
Sure contact, long wear— 
and an end to CORDelirium 
with 


at and CORD SETS 


APPROVED BY UNDERWRITERS LABORATORIES 


x A full line of Flexible Cords 
for the Repair and Service industry, 


“CORNISH WIRE COMPANY, uc 
| 15 Park Row New York 7, N. * 






































EDGE - TRIM 
ON BOTH SIDES 
TRIMS CLEAN TO 
THE EDGE 


THE NEW DOYLE ROTO-TRIM 


MOWERS WILL MEAN BIGGER 
SALES FOR YOUR STORE 








MODEL A 


retails at 


§99° 


f.o.b. K.C., Mo. 





plantings, 


power 


BUILT IN TWO 


18-in. tempered steel 


cutting blade; 


1.6 


h.p. 4-cycle Briggs 
& Stratton engine. 


Wt., 63 Ibs. 


Don’t miss the boat—look into this 
NOW! 


Doyle ROTO-TRIM mowers 


mowers 


hf 


MODEL B 


retails at 


“112” 


f.o.b. K.C., Mo. 





s 


ve 
“| 
% 1 
Tix} 


have all the quality features cus- 
tomers want, PLUS the new Edge- 
Trim on both sides; they cut ALL 
the grass right up to buildings, 
sidewalks. 
sell, because they give a neater job 
in less time and with less work. 


A. cinch to 


U. S. statistics show sales of rotary 
zooming. 
want them—and with ROTO-TRIM’s 
low retail prices, they can afford 
them. Plan NOW to stock these new 
mowers this spring... . 
you up with good material... 
. GET YOUR SHARE OF THESE BIG 
* PROFITS! 


People 


we'll back 
and 


ay LH} 
| 
4 
‘Aw 


/ 


/ 
24, 


ew // 


{| Md, 


74 









/ 


Ys 


+) scroll showed Mr. Moody, ener- 


>| phis Country Club at which time 










20-in. cutting blade; | 
4-cycle Briggs & 
Stratton 1.6 h.p. en- 
gine with automatic 
starter. Wt., 66 Ibs. 


BOTH MODELS HAVE self-adjusting handle; front, 
side and rear safety guards; adjustable cutting 


height; 
carburetor. 


oil bath 


type air filter; 
Operate on regular gasoline. 


suction-type 


FIND OUT MORE! WRITE TODAY TO... 
J. G. DOYLE ENGINEERING CO. 


Dept. H2, 526 Cherry Street, Kansas City 6, Missouri 


DISTRIBUTORS 
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INQUIRIES 


| 
| 
| 


| 


| pointed manager of the Hotel 
Lincoln, Lincoln, Neb. 

He was associated with the 
Eppley Hotel chain for many 
years and supervised the golf 
tournament of the Hardware 
Golf Association at Excelsior 


| candles and a scroll signed by 


| to conform with the new indus- 


ORGILL EMPLOYEES 

GIVE W. I. MOODY 

PARTY ON 85 YEAR 
W. I. Moody, veteran chair- 
man of the board of Orgill Bros. 
& Co., Memphis, Tenn., hardware 








W. I. MOODY 


wholesalers, was honored re- 
cently by the employees at Or- 
gill on his 85th birthday with 
a huge birthday cake with 85 


175 of the firm’s officials and 
employees. A drawing atop the 
getically kicking Father Time in 
the seat of the pants. 

Mr. Moody in turn gave a din- 
ner for the Orgill family at Mem- 


he presented a pulpit for the new 
chapel of the Holy Communion 
of Calvary Episcopal Church on 
Perkins Rd., in the 
family. 


honor of 


UNIVERSAL NAMES 
ELECTRIC HOUSEWARES 
DIVISION 


The Portable Electric Appli- 
ance Division of Landers, Frary 
& Clark, New Britain, Conn., 
will be known as the electric 
housewares division. 

The change in name is made 


try designator, “electric house- 
wares” recently announced by 
the National Electrical Manu- 
facturers Association. 


BOB WATKINS MADE 
MGR. HOTEL LINCOLN 


Bob Watkins, formerly execu- 
tive assistant manager and sales 
manager of the Hotel Lassen, 
Wichita, Kan., has been ap- 





Springs, Mo. In recent years he | 


handled the same work at French 
Lick Springs, Ind. Mr. Watkins 
left the Hotel Fontelee in Omaha, 
Neb., about four years ago to 
manage the Omaha Athletic 
Club. He will welcome reserva- 
tion requests from hardware men 
throughout the country. 


REYNOLDS FOIL DIV. 
FORMS CONTAINER 
DEPARTMENT 


The foil division of Reynolds 
Metals Co., 2500 S. Third St., 
Louisville, Ky., has organized a 
container department, ac- 
an announcement 
Clarence F. 


new 
cording to 
made recently by 
Manning, vice-president. 

The department will be headed 
by George Du Charme, formerly 
can industry manager for the 
company. His title will be prod- 
uct sales manager of the contain- 
er department. Andrew S. Hart- 
anov has been named assistant 
product manager of the depart- 
ment and will continue to handle 


the “Reynolds Pak” program, 
Mr. Manning reports. 
In addition to “Reynolds 


Pak,” Mr. Manning said the new 
department will continue devel- 
opment of aluminum can and foil 
lined fibre container business 
through can manufacturers, as 
well as the future development of 
other foil containers of Rey- 
nolds manufacture, or products 
involving the development and 
sale of forming machines along 
with Reynolds products. 

Mr. Du Charme, before com- 
ing with Reynolds in 1948, was 
product sales manager of non- 
food containers for Continental 


Can Co., Inc. 


Mr. Hartanov, before joining 
Reynolds four years ago, was 


with Swift & Co., in Chicago. 
140 ATTEND ANNUAL 

NORTHWEST HDWE. CLUB 
CHRISTMAS PARTY 


Over 70 members of the North- 
west Hardware Club and _ their 
wives were on hand for the An- 
nual Christmas Party held Dec. 
16th at the Country House, in a 
Minneapolis, Minn., suburb. Fol- 
lowing social hour and dinner, 


there was musical entertainment 
and some vaudeville acts. 

Climaxing the party was Santa 
Claus, in the form of Kurt G. 
Penn, Star Expansion Bolt Co., 
loaded with gifts for the ladies. 
F. H. Kalgren, Minnesota 
& Tool Co., headed the arrange- 
ments for the party. 

The club’s annual meeting will 
be held Jan. 25 at St. Paul Hotel 
in conjunction with the Annual 
Convention of the Minnesota Re- 
tail Hardware Association. 


“aw 
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EAGLE RULE NAMES 
TWO SALES AGENTS 
Evald Gasstrom, vice president 


in charge of sales, Eagle Rule 
Mfe. Corp., New York City 59, 





HARRY J. STRUGNELL 


N. Y., has announced the ap- 
pointment of two new sales rep- 
resentatives. 

Harry J. Strugnell, 2101 Pa- 
cific Avenue, San Francisco 15, 
California, will represent Eagle 
Rule in Northern California, 
Oregon, Washington, Idaho, Utah 
and Nevada. He has long been 
prominently identified with the 
hardware trade through his 
many years of service with Rem- 
ington Arms Co. Until his re- 
cent retirement, Mr. Strugnell 
served in executive capacities, 
latterly as Pacific coast sales 
manager. 

The L. W. Stewart Sales Co., 
P. O. Box 85, Cincinnati 9, Ohio, 
headed by L. Whitney Stewart, 


Jr., will represent Eagle Rule 
Mfg. Corp., in Ohio, Indiana 
and Michigan. The firm was 


manufacturers’ 
representatives, in 1906, by 
Leonard W. Stewart, Sr. 


established as 


REVISE HACK-SAW 
BLADE PRACTICE 
RECOMMENDATION 


The revision of the Simplified 
Practice Recommendation for 
Hack-Saw Blades, has been ap- 
proved for promulgation, accord- 
ing to an announcement by the 
Commodity Standard Divisions 
of the National Bureau of Stand- 
ards. The revision will bear the 
serial number and title R90-49, 
Hack-Saw Blades, and will be 


effective from December 15, 
1949. 
The recommendation which 


was originally issued in 1928 es- 
tablished a simplified list of 
stock sizes of hack-saw blades. 
The revision is intended to bring 
the simplified list of sizes abreast 
of current industry practice. 





Broach blades have been omitted 
from the program, and the re- 
maining types of blades, covered 
in tables 1 to 5 of R90-46, have 


been consolidated into two 
tables, Table 1 covering hand 


frame sizes, all steel types, and 
Table 2 covering power sizes, 
high-speed-steel type only. 
Until printed copies of R90-49 
mimeographed 
recommendation 


are available, 
copies of the 
may be obtained without charge 
from the Commodity Standards 
Division of the National Bureau 
of Standards, Washington 25, 


D. C. 


KEYSTONERS HOLD 
CHRISTMAS PARTY 
The annual Christmas Party 
of the Keystoners, 835 Real Es- 
tate Trust Bldg., Philadelphia, 
was held Dec. 17 at Lu Lu Tem- 
ple, 313 S. Broad St. A_ buffet 
luncheon was served from 12:00 
until 2 p.m. _ Invitations 
were submitted to many _hard- 
ware and mill supply friends and 
guests throughout the Middle At- 

lantic States. 


noon 


The club’s Jan. meeting will 
be held on the 27th at the same 
Lu Lu Temple. This is to be a 
regular business The 
membership continues to remain 
members in the 


meeting. 


constant at 75 

Philadelphia area who cover that 

district’s hardware and industrial 

trade. 

STUART PEABODY HEADS 
U. S. COMMERCE ADVT. 
ADVISORY COMMITTEE 
Charles Sawyer, Secretary ol 

Commerce, announced 

the selection of Stuart Peabody, 

assistant vice-president of Borden 


recent ly 


Co., in charge of advertising and 
public relations, as chairman of 
the advertising advisory commit- 
tee of the United States Depart- 

Also an- 
appointment 


ment of Commerce. 
nounced was the 

of two vice-chairmen, Fairfax M. 
Cone, chairman of board of 
Foote, Cone & Belding and head 
of the agency’s Chicago opera- 
tion, and Philip L. Graham, 
publisher of Washington Post 
and president of WTOP, Ine. 





ELECT RAILEY-MILAM 
MEMBER OF LIBERTY 
DISTRIBUTORS 

Railey - Milam, Inc., 27 W. 
Flagler St., Miami 31, Fila., 
wholesalers, has been elected to 
membership in Liberty Distribu- 
tors Group, Philadelphia, Pa., 
nation-wide association of hard- 
ware wholesalers. The company 
becomes the 29th affiliate of the | 
Liberty Group organization. | 
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ANNOUNCING 
A NEW 
PRODUCT 


Early in 1950 the makers of the 
famous Gem Dandy Electric Butter 
Churn will present to the trade a 
beautifully designed, improved elec- 
tric churn, especially designed to meet 
the requirements of 75% of all elec- 
trified farms outside of the South and 
many in the South. The 4-qt. con- 
tainer is designed in striking yellow 
and black. Has a capacity for churning 
3 quarts of whole milk or cream. This 
new, improved Gem Dandy Electric 
Churn is a sure-fire seller—carries a 
big margin of profit. We urge you 
to order a good stock of these churns 
from your distributor today. Write 
us for full information regarding 
prices and delivery dates. 


The New, Improved 
1950 GEM DANDY ELECTRIC CHURN 


Both the deluxe and standard models 
of the Gem Dandy Electric Churns for 
1950 (for 3-gal. and 5-gal. containers) 
will have a new and improved cool 
running motor. This motor refuses to 


heat up even when running continuously 
day and night for days. Churns butter 
in 15 to 20 minutes. Order today from 
your distributor. 


M DANDY fe 
GEM | CHURN [ees 


ALABAMA MANUFACTURING COMPANY 


Dept. A-140, Birmingham 3, Ala. 
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WE DIDN’T GET IN ON THE 
GROUND FLOOR... But You Can! 


At the National Hardware Show we were allocated space 
on the third level—not on the ground floor! 
«OI <0 


Presenting the Hit of the Show! 


Despite our 


location, you came . and you ordered! 





the 


cambridge 


(pat. pending) 


HYDRAULIC 
DOOR CONTROL 


You've got to see the Cambridge to 
appreciate its streamlined good looks 
and its incomparable efficiency. It 
cannot be surpassed for dependable, 
everyday performance. Simple, quick 
installation requires no main- 
tenance . . . and it's the only hy- 
draulic door control that is guaranteed 
leakproof! Most amazing of all, it 
costs so much less than what you usu- 
ally pay for hydraulic door controls! 




















The Cambridge is available in 3 sizes—for new homes or old 
. office buildings . . . institutions of all kinds. They've 
all been waiting for an efficient, good-looking, economical 
hydraulic door control. THEY'VE BEEN WAITING FOR THE 
CAMBRIDGE! So don't delay ... get started today ... let the 
Cambridge open the door to greater sales and profits! 


SOLD THROUGH JOBBERS EVERYWHERE! 


cambridge mrc. corr. —& 


Manufacturers of Cambridge Hydraulic Door Controls 


90 WALL STREET, NEW YORK 5, N.Y. 





Write today for free 
wide margin catalog pages. 


ATTENTION JOBBERS! 








a 
1 
c . 
1 cambridge Mfg. Corp. ' 
| 90 Wall Street 4 
a New York 5, N. Y. : 
‘ . 
8 Please send me complete information on The cambridge Hydrae ; 
; Ne Door Control. 1 
: 1 am a Retailer....1 am a Jobber.... : 
x 
. ED So cendvecdhbes ese Kee ester eeeeeelwoneesese sepa cee 1 
4 
| 
Re Ee Pe Ra ee TL TT ; 
a 
: ee er eee eee ee ee ee, ee er BID. 6:6:0:0-02:02:8-000 : 
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IN 00-5 coms sabia cuaciepimieniebmansunbibiibe H 
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CORNING EXPANDS 
CONSUMER PRODUCTS 
SALES STAFF 


Several additions to the sales 


staff of Corning Glass Works’ 
Consumer Products Division, 


Corning, N. Y.., topped a list of 
organizational changes 
announced, 

William I. Herendeen joins the 
distributor sales organization as 
junior sales representative in the 
Atlantic District. Mr. Herendeen, 


recently 





was hitherto employed by Heren- 


deen Hotel Supply Co., of | 
Miami, Florida, in a similar ca- | 
pacity. | 


Richard A. Quinn, who comes | 
to the distributor sales staff di- | 
rect from the Ohio State Uni- | 
versity School of Commerce, has 
been assigned as a junior sales 
representative in the division’s 
Central district. Prior to serving 
four years in the armed forces, | 
Mr. Quinn was associated with 
Rubin Brothers Footwear, Inc., 
and Line Material Co., both of 
Zanesville, Ohio. 

Howard R. Level joins the di- 
vision’s direct sales organization 
as representative in the Chicago | 
territory of the central district. 
Mr. Level was hitherto employed 
with Tidewater Associated Oil 
Co. He is a of four 
years in the Navy. 





veteran 


Mary Cumiskey is a new addi- 
tion to the division’s home eco- 
nomics staff. Miss Cumiskey 
served as a dietician with the 
Army Nurse Corps during the | 
war. She has also staff 
dietician for St. Francis Hospital, 
Poughkeepsie, the Geneva Hos- 
pital and Corning Hospital. Miss 
Cumiskey will take 
Corning’s test kitchen. 

The territorial 
changes were announced: 
Douglas Hillier to the Los An- 
geles territory of the division’s 
Western district; Fred Kreuger 
to the Seattle territory in the 
same district. 


been 


charge of 


following 


also 


WESTINGHOUSE ADDS 
PLANT FOR APPLIANCE 
REPLACEMENT PARTS 


Westinghouse parts 
center, greatly 
accelerated delivery of appliance 
parts to distributors all over the 
country, has been established in 
a 125,000 square-foot, two-story 
plant at Newark, Ohio, by West- 


renewal 
designed for a 


inghouse Electric Corp.,  Pitts- 
burgh 30, Pa. The new center 





has the capacity to ship over 
2500 orders daily. 

More than 3,000,000 
for Westinghouse — refrigerators. 
ranges, water heaters, Laundro- 
mats, and other appliances have 
been moved from the company’s 
Mansfield, Ohio, plant to the new 
which is_ efficiently 


] 


parts 





Ww arehouste . 


tserved by three railroads, an air- 


port, and nine national truck. 
lines. When necessary, replace. 
ment parts can be rushed to any 
part of ihe nation by air express, 
OLIN INDUSTRIES 
ELEC. DIVISION ADDS 
TWO SALESMEN 
George A. Boatwright, Char. 
lotte, N. C., and Derrik H. Loft- 


house, Chicago, Il]., have become 





GEORGE A. BOATWRIGHT 


members of the sales staff of the 
Electrical Division of Olin In- 
dustries, Inc., it was announced 
by J. C. Calhoun, assistant sales 
manager. 

Mr. Boatwright is the Bond 
sales representative for Virginia, 
North Carolina, South Carolina 
and eastern Tennessee. He ha: 
had considerable sales experi- 
having been associated 
with Standard Brands, Inc., and 
McCormick & Co. before joining 
the Bond staff. 


ence, 


Mr. Lofthouse has become a 
member of the Chicago sales 
staff, selling Winchester-Bond 


products in that area. A _ native 


of England, his selling experi- 
ence includes work in the brick 
and tile and warm air heating 


installation field. 





.& 


LOFTHOUSE 
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Cc. H. NEWMAN CO. 
APPOINTED BY SILEX 
Hartford 2, 


announced the ap- 
The Charles H. 


The ‘Silex Co.., 
Conn., bas 


poin ment of 





CHARLES H. NEWMAN 


Newman Co. as domestic sales 
representatives in the Chicago 
area. Offices of the company 
are located in the Merchandise 
Mart Bldg. 
Charies Newman was asso- 
ciated with The Silex Co. for 


nany years becoming sales man- 


ager in 1941 and vice-president 
in 1947, after serving in the 
Navy during the war. Recently 


he has been general sales man- 
ager of Ekeo Products Co.’s na- 
tionally advertised lines. 


WHEELER HEADS SALES 
G.E. BLANKET, SUNLAMPS 
Monte M. Wheeler has 


appointed sales manager of the 
General Electric 
blanket and sunlamp division, it 
has been announced by David C. 


been 


Co.’s automatic 


Spooner, Jr., division manager. 
Mr. Wheeler, who was form- 


erly assistant manager of appli- 
sales in the North Central 
district at Chicago, 
James E. MeCarthy, 
as sdles manager for 
General Electric Appliances, Inc., 
New York City, was announced 
several months ago. 


ance 

succeeds 
whose ap- 
pointment 


Mr. Wheeler was in the im- 
porting business until he entered 
the U. S."Navy. He joined Gén- 
eral Electric in San Francisco in 
1947 as sales representative for 
heating devices. and fans. 





BAKER MFG. ERECTS 
OMAHA BRANCH OFFICES 


\ completely new single-story 
branch office 
being erected in Omaha, 
by the Baker Mfg. Co., 
home office and factory is at 
Evansville, Wis. Baker branches 
distribute not only the firm’s own 


warehouse is 
Neb., 


w hose 


and 
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| area, 


factory-produced line of farm 
water pumping equipment, sold 


under the brand name “Monitor,” 
lines of all 
and heating equip- 
well. Unloading of 
facilitated by built-in 
equipment, 


but complete 
of plumbing 


types 


ment as 
freight is 
overhead monorail 
both the 


trackage, 


semi- 
truck 


special 
and 


-erving 
enclosed 
docks. 
In addition, location 
at the corner of 20th and Nichol- 
Omaha, 
permits the 


the new 
son Sts., a non-congested 

inclusion of a 
parking area down the entire side 


of the 180-ft. building. One hun- 
dred twenty feet in width, the 
new brick building features will 
be the show window with nearly 


| 75 feet of virtually uninterrupted 


| 





glass enclosed visual display area. 

The area served by the branch 
includes Nebraska, 
and sections of South Da- 


southwest 
low a. 
kota, 


Wyoming, and Colorado. 


SAMMANN REPRESENTS 
SANDVIK SAW & TOOL 


J. K. Villesvik, United 
general manager for Sandvik Saw 
& Tool Corp., 
appointment of E. G. 
Pasadena, Cal., as representative 
for the full line of Swedish hard- 
ware specialties distributed by 
Sandvik Saw & Tool Corp. 

Mr. Sammann will cover the 
states of California, Oregon. 
Washington, Nevada, Arizona and 
Idaho. Included in the 
will represent are 


States 


Sammann, 


western 
products he 


Sandvik saws, Berg chisels, pliers, 
plane irons and cutlery: Oberg 
files: Primus stoves: Banko 
scythes: Saier-Banco axes: Frosts 
cutlery; and E.K.A. Swedish 


pocket knives. 


KINGSTON NAMES 
D. K. OSHRIN 
AGENT IN EAST 


Kingston Products Corp., Ko- 
komo, Ind., has announced the 
appointment of David K. Oshrin 
as eastern representative. Mr. 
Oshrin, who succeeds Harvey 
Rath, is located in Room No. 451. 
200 Fifth Ave. Bldg., New York 
City. 


RICHARD VANE JOINS 
PERFECTION STOVE 


Richard Vane has been added 
to the sales staff of Perfection 
Stove Co.’s Cleveland district. He 
will represent the company in 
the Detroit, Mich., 

Following his return from ser- 
vice in North Africa during 
World War Il, Mr. Vane became 
associated with the Johns-Man- 
ville Corp. in Cleveland. Later, 
he went with the Container Corp. 


area, 


of America. 


12, 1950 
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For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware... 
quality produced by 

| Griffin. 






fi 
Bi Svery DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE +» PENNSYLVANIA 


SALES OFFICES 


45 Warren Street, New York 7, New York 

1639 A Avenue, Chicago 26, Illinois 
Woodward Avenue, Detroit, Michigan 

115 Broad Street. Boston, Massachusetts 

703 Market Street, San Franciseo 3, California 

917 St Charles Avenue, Atlanta, Georgia 

308% North Harwood, Dallas Texas 

4524 East 60th Street, Seattle, Washingt 

785 North President Street, Jackson 6, Mississipo! 

4638 Mill Creek, Kansas City, Missouri 

2611 Garrison Bivd., Baltimore 16, Maryland 

1620 Garfield Street, Denver 6, Colorado 


'N CANADA 
15 Wellwood Avenue, Toronto, Ontario 











G. HAGGIST REJOINS 

AMERICAN MFG. CO. 

American Mfg. Co., Noble & 
West Sts., Brooklyn 22, N. Y., 
has announced that G. Haggist 
has rejoined the sales staff. 





G. HAGGIST 


Mr. Haggist, long associated 
with the company, left in 1946 
to become sales manager for 
U. S. Cordage Co., New York 


City. 


E. H. DAVIS, PRESIDENT 
SPRINKLER EQUIPMENT 
ASSOCIATION 


Representatives from 15 com- 
panies attended the first annual 
meeting of the Association of 
Sprinkler Irrigation Equipment 
Manufacturers, held recently, at 
the Palmer House in Chicago. 

The temporary officers elected 
at the organizational tecting 
January 29, 1949, were installed 
as officers for 1950. These in- 
cluded E. H. Davis, 
Equipment Co., Eugene, Ore.. 
president; A. R. J. Friedman. 
Skinner Irrigation Co., 
Ohio, vice-president; and A. S. 
Marlow, Jr., Marlow Pumps, 
Ridgewood, N. J., secretary and 
treasurer. 

The board of directors, in ad- 
dition to those named above, in- 
cludes K. Cadigan, Gorman- 
Rupp Co., Mansfield, Ohio; M. 
Miller, Anderson-Miller Mfg. Co., 
Spokane, Wash.; R. B. Whidden. 
Aluminum Co. of America, Pitts- 
burgh, Pa.; and L. Johnson. 
Champion Corp., Hammond, Ind. 

Next annual meeting is sched- 
uled for Phoenix. Ariz., Novem- 
her, 1950. 

BLACKSTONE NAMES 

ANNE McMANUS HOME 

SERVICE DIRECTOR 


Anne V. McManus, 
utility home service lirector, 
East Ohio Gas Co., Cleveland, 
Ohio, has joined the Blackstone 
Corp.. Jamestown, N. Y., as 
home service director. 

Miss McManus has many years 


former 
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| of experience in household appli- | Mo., Oct. 15 to 18, inclusive, it | 
was announced recently. The gas | 





| 


| 


ance demonstration, having 


| served the East Ohio Gas Co. for 


19 years in various executive 
capacities. 
Miss McManus’ activities 


henceforth will involve the super- 
vision and training of distributor 


| home economists and the testing 


of Blackstone products for maxi- 
mum service in the home. 


ORIN TUCKER WINS 
PORTLAND’S KETTLERS 
GOLF TOURNAMENT 


Orin Tucker recently won the 
fall golf tournament held by 
Portland Pot & Kettle club at 
its beer bust, with a 22 handicap, 
and a score of 67. The party was 
attended by 12 golfers and 39 
guests. Harry Otterstrom with a 
10 handicap was a close second 
with 68. All enjoyed turkey po- 
tato salad, eggs and cheese and 
were entertained by Holt Berni 
and his accordion. 

The club also held a hard times 
costumed dance at the Laurel- 
hurst Club which was attended 
by 35 members with their wives 


and friends. Charles Putnam, 


| past national president, San Fran- 


| cisco, 
overalls. 


Irrigation | 


Troy, | 








was dressed in patched 
Shell Allen, however, 
dressed as a sophisticated damsel, 
won the award for best costume 
at the dance. Refreshments were 
served. 


| GAS INDUSTRY TO HOLD | 


ST. LOUIS CONVENTION 
OCT. 15-18, 1950 


The 1951 annual convention of | 
Association, | 


the American Gas 
420 Lexington Ave., New York 


City, will be held in St. Louis, | 





industry’s convention for 1950 is 
scheduled for Atlantic City, N. J., 
Oct. 2-6, 1950. 

ELECTROLUX EXPANDS 
OLD GREENWICH PLANT 


Elon Ekman, chairman of the 
board of Electrolux Corp., with 


| executive offices at 500 Fifth Ave- 


nue, New York, announced re- 
9 


| cently that an extension to its 
| main plant at Old Greenwich, 


Conn., and the erection of a 
recreation building, has been 
planned. 


Work will commence soon and 
occupancy is expected in the fall 


of 1950. 


B.I1.A. SAFETY POSTERS 
NOW AVAILABLE 


John Auerbach, executive sec- 
retary, Bicycle Institute of Amer- 
ica, 1 E. 57th St., New York 
City, 22, has announced that a 
new series of bicycle safety post- 
ers have just come off the press 
and are available to Institute 
members and to those interested 
in bicycle safety. 

The posters point up the need 
for bike safety aids such as a 
bell, or horn, headlight, basket 


or carrier and tail reflector. They | 


emphasize the need for keeping 
the bicycle in perfect adjustment 
at all times with twice-a-year in- 
spection by local service men. 
One poster is devoted to the 
proper use of hand signals, and 
another lists the important safety 


rules that a bicyclist should ob- 


serve. 

The new B.I.A. posters come 
in two sizes, 8% x 11 and 13 x 
17 inches. 


O. L. EARL ELECTED 
PRESIDENT ACME 
ALUMINUM FOUNDRY 
| Oliver L. Earl has been elected 
president of the Acme Alumi- 
num Foundry Co., to fill the 
| vacancy caused by the death of 
Harry L. Ferguson early in 1949, 
| according to a recent announce- 
ment. 


Mr. Earl, who joined the 
company as vice president and 
will be succeeded in 
those offices by Harold Osborne, 
who retains his post as secretary- 
treasurer. 


director, 


Before joining Acme, Mr. Earl 
was general sales manager of 
the Mullins Mfg. Corp., Salem 
and Warren, Ohio, which 
he was connected for more than 
18 years. Earlier he was em- 
| ployed by the C. R. Wilson Body 
Godfredson Corp., and 
| Chrysler Corp., all of Detroit. 

In World War II he was lent 

Mullins as an advisor to 
Brig.-Gen. A. R. Glancey, chief 
of the Tank Automotive 
ter, Detroit, and also was 


with 


| Co., 


by 


Cen- 
ym the 
advisory committee of the WPB 
and OPA, Washington. 

JOHN DUNPHY TRAVELS 
FOR SOSS MFG. CO. 
Samuel Soss. vice-president in 
charge of sales, Soss Mfg. Co., 
21777 Hoover Rd., Detroit 13. 
| Mich., recently announced the 
| appointment of a sales represen- 
| tative for the company’s products 
in the state of Kentucky and the 

| city of Evansville, Ind. 
| The representative — is 

John P. Dunphy, 1039 Scott St., 

Es Ky. His appointment 





new 


increases the number of repre- 
sentatives in the company's do- 


mestic sales organization to 23. 











Division sales managers of Florence Stove Co., Gardner, Mass., recently met with 
company executives at headquarters to plan sales policies for 1950. Those attending dis- 
cussed market research, credit and collection policies and basic sales and distribution 
plans in addition to viewing advance models of all Florence products for 1950. Attending 
the conferences were: seated, vice-president in charge of sales, C .Fred Lucas, Gardner, 
Mass.; president, R. H. Taylor, Chicago; standing, eastern division manager, G. A. Quin- 
lan, New York; New England division manager, J. J. Manning, Gardner; Southern divi- 
sion manager, E. A. Bailey, Atlanta; South-western division manager, T. M. Cook, Dallas; 
Western division manager, C. P. Connally, Jr., San Francisco; and Mid-western division 

manager, F. B. Jeremia, Chicago. 
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Tube Shown 
Actual Size 


Now in Popular-Size 
Resale Assortments 


The “most-wanted” patterns and sizes of DeWitt 
hooks are now available in a wide range of 
assortments in small “red-cap” tubes. Quantities 
- range from 6 to 25 — suggested retail prices from 
12¢ to 68¢ — depending upon patterns and sizes. 
Packed 24 tubes to display carton. Both fresh- 
water and salt-water assortments available. 

Loose hooks and popular display assortments 
also available. Literally millions of hooks carried 
in stock for prompt delivery — good American- 
Made hooks that your customers like. 


Write for New Catalog 


Bill De Wet DIV. 


Makers of 
Pyra-Shell 


Boxes 211 CLARK ST. AUBURN, N. Y. 








They ll Come to > » YOU 


Popular-Price 


NEPTUNE 


Sump Pumps! 


NEW sales-winner for the hard- 
ware dealer! Now you can offer a 
Neptune Sump Pump built to perform— 
and priced to sell—in today's vast mar- 
ket seeking a dependable pump at a 
low price. 


Be ready with Neptune's 1950 profit- 
maker! 


This time-tested Neptune Sump Pump is 
distinguished for many superior qualifi- 
cations: Durably constructed . . . geared 
to pump at the rate of over 3000 gallons 
per hour . . . equipped with a Cutler- 
Hammer Switch . .. a G-E 1/3 hp. motor 
. . . @ long-life bronze bushing, water- 
lubricated. 

Move quickly to ring up big profits this 
season! Order a few for stock. 


Mfd. by Neptune Pump Mfg. Co., 
Philadelphia, Pa. 





for the 




















SUPPLEE-BIDDLE CO. 


Fifth & Bristol Sts., Philadelphia 5, Pa. 
Distributors te the Hardware Trade 
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Here’s a Brand New Item! 


Land Jew 


PROFITS, Z0/ 


















CORK, gp” opener 


Here's the first really new and 
functional housewares item to hit 
the trade in many a moon. It's 
an all-purpose wall-type opener 
that fits a vital kitchen need. With 
one easy hand motion it punches 
two neat holes in liquid containers 
of all sizes...also removes caps 
and corks. There's nothing like it 
on the market...this vast profit 
potential is yours, now! ‘Pour 
time’ is nationally advertised, 
too...so you're sure to get re 
quests for this item soon. Write, 
wire or phone now for complete 
information 

ANCHOR PRODUCTS INC. 

5641 Selmaraine Drive 
Culver City, California 
Exclusive Soles Representatives 


Lou d'Assalenaux Associates 
8845 Olympic Boulevard 
Beverly Hills, California 

















CUSTOMERS TELL US 
IT’S TERRIFIC 


CAMD 


CEsspool 


SEPTIC TANK 
CLEANER 








AND AMAZING TOO! 


13,000 dealers coast to coast 

and Canada increase profits 
with Camp Double Duty Cesspool 
and Septic Tank Cleaner. It's the 
most reliable and latest method to 
clean cesspools and septic tanks. 
This wonder chemical liquifies, dis- 
solves and saponifies grease, sludge, 


hair, cloth and other organic solids 

. + « Quarantees quick, efficient results oa MORE 
in 12 to 34 hours. NO SHUTDOWN of DORs 
geet or —_ necessary. Also ideal for Dis 

rainage lines, grease traps, seepage 

an ag ret tree roots. ie SOLVes 





NATIONALLY ADVERTISED 


in leading farm and home maga- 
zines. Counter Displays, Window 
Displays and Mats with every 
order. 

Write for Introductory 
Special Offer 


Main Office, Lab.-Plant 
CAMP CHEMICAL CO., INC. 
1560-62 Sixty-Second Street Brooklyn 19, N. Y. 


Cable Address snadian Sales 
CAMPCHEMIC, N.Y. CUTHBERT INDUSTRIES LTO 
Montreal 3, Canada 











PACIFIC COAST 
1855 Industrial Street 
Los Angeles 21, Calif 
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CECO STEEL MARKS 30TH | 


YEAR IN CHICAGO 


Ceco Steel Products Corp., 
5601 W. 26th St., Chicago 50, 
ill., celebrated its 30th year in 
Chicago at a community open 
house in the firm’s general offices 
and plant. Approximately 3,500 
people were on hand, including 
members of Ceco families, their 
neighbors and friends, as well as 
the company’s first-shift plant em- 
ployees. 

The affair commemorated the 
opening of the Chicago district 
plant in Cicero in 1919, seven 
years after the firm originated in 
Omaha, Neb. Functional displays 


were viewed in each general oftice | 


department before the tour into 
the main plant, where visitors 
saw the manufacture of steel 
residence casements and other 


steel sash, steel casings, alumi- | 


num storm windows, combination 
windows, metal frame screens, 
steelforms, steel joists, steel roof 
deck, metal lath, metal roofing 
and siding and many related 
products. Among the displays 
were visual charts showing the 
firm’s operations in 14. other 
plants and 24 sales — offices 
throughout the country. The tour 
ended with the serving of re- 


freshments and the presentation | 


of a packet containing the fol- 
lowing literature: a post card 
showing a dramatic view of 
Ceco’s general office building and 
main plant; a “hello” folder | 
which Ceco receptionis sts present 
to Ceco visitors during the reg- | 
ular business day: charts showing 


: and a booklet explain- 
» suggestion award system 


SHELTON PLANE & TOOL 
APPOINTS AGENTS 


John F. Kegley & Son has been 
appointed West Coast represen- 


Mayhew Products Co., S$ 


the staff of John F. Keeley & Son. 


HOUSING STARTS TOTAL 
937,000 FOR 1949 


1949 to 937,000, 


preliminary report by the Bureau 


| fifth consecutive month in whion, | 
| WASHBURN SALES FORCE 


| monthly records were exceeded! 
Ceco’s Chicago plant | 


Gains in both publicly and 
privately financed residential con- 
struction have contributed to the 
new record which will be set. 
Privately financed construction, 
at 902,000 units is five per cent 
greater than last year while pub- 
lic housing, at 35,000 units, is 
2\% times more than in 1948. 


MORSE CHAIN NAMES 
CHICAGO BRANCH MGR. 


Robert G. Holmes has been 
appointed branch manager of the 
Chicago sales office of Morse 
Chain Co., Division of Borg-War- 
ner Corp., Chicago. 

Mr. Holmes has an extensive 
background in the — industrial 


power transmission field. He has | 


been a sales engineer for the 
last 12 years in the Chicago and 
St. Louis areas. 


STAR TUBULAR 
PRODUCTS NAMES 
SOUTHERN AGENT 


L. E. Waters has been ap- 
pointed sales representative in 
the South for Star Tubular Prod- 
ucts Co., Chicago, IIL, according 
to a recent announcement by 
W. D. Reed, president. His 
headquarters will be in Atlanta, 
Ga. 

Mr. Waters, who also repre- 
sents Detroit Brass & Malleable 
Co., Detroit, Mich., was previ- 
cusly affiliated with Wheeling 


Steel Corp., in its Atlanta office. | 











John F. Ryan (3rd from right), of Joseph C. 
president of the F'ardware ‘rade 


Ryan & Sons, Inc., Yonkers, N. Y., the new 
Association of New York, 


receives the congratulations 


of the retiring president, Roy C. Schmidt, Stanley Tools, at the annual Christmas party 
which was held at the Railroad-Machinery Club, New York, on Dec. 20. It was the largest 
party ever held, with 86 members and guests attending. As usual, gifts were distributed 
to everyone by the official Santa Claus of the hardware trade, Mortimer Mass, manufac- 
turers’ representative. Other officers elected at the meeting are, from left to right: J. C. 


Walker, Buffalo Bolt Co, Ist vice pres.; Arnold Martin, Fayette R. Plumb, Inc., 3rd vice 


pres.; James Bosted, H. W. Mills Co., 2nd vice pres.; Messrs. 


Schmidt, Mass and Ryan; 


Sydney Atkinson, R. J. Atkinson, Inc., chairman of executive committee; and Edward S. 


Norvell, E. C. Atkins & Co., secretary-treasurer. 
Directors elected at the same time were: 


Andrew Diehm, 


Franklin Hardware Co.; Paul 


Roddy, Nicholson File Co.; O. A. Lanchantin, J. K. Larkin Co.; W. S. Speir, Lufkin Rule 


o.; R. H. Burdsall, Russell, 


terson Bros., Inc. 
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Burdsall & Ward Bolt & Nut Co.; David C. Stagg, Jr., Pat- 


GEORGE HORR JOINS 


George E. Horr has joined the 


| sales organization of The Wash- 


burn Co., 28 Union St., Worces- 





GEORGE E. HORR 


ter, Mass., to represent the firm 
in the New York metropolitan 


| market. Mr. Horr already has 
| had experience in the New York 


market where he has been repre 
senting Bond Electric Corp.. 


| New Haven, Conn. 


GRIFFON ACQUIRES 
NEW PLANT 


The “Griffon” Cutlery Corp., 
New York City, has announced 
the acquisition of additional fa 
cilities for the making of scissors 
and shears, located in Fort Smith. 


Ark. 


UNION MALLEABLE OPENS 
WAREHOUSE; NAMES 
AGENT IN WEST 


A. L. Gordon, vice-president 
and sales manager of the Union 
Malleable Mfg. Co., Ashland, 
Ohio, has announced the ap- 
pointment of J. L. Stulsaft as 
representative in the San Fran- 
cisco and adjacent Northern 
California territory. 

Mr. Stulsaft, who has been ac- 
tive in the plumbing field for the 
past 33 years will maintain 
offices and showrooms for his 
organization in the Western 
Merchandise Mart, 1355 Market 
St., San Francisco, Cal. 

The company also announced 
the opening of its new ware- 
house in the greater New York 


| City area. 


Located at 10-30 3 =Twenty- 
third Street, Long Island City, 


| the new warehouse will be under 
| the management of Bertram W. 


Glieshman. Sales representatives 
in Mr. Glieshman’s organization 
who will make their headquar- 
ters at that address are Gerald 


Fieldsteel and Irving Kapla: 
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Imagine all the worthwhile features of mow- 
ers selling at twice the price, yet at no sacri- 
fice in quality. In fact, MAasTeRCcuT has 
advanced features that are singular in the 
rotary field. Gives a carpet-smooth 
“city ’ cut. Yet at home in the highest 
and wettest grass and weeds. Perfect 
balance. No service problems. Dem- 
onstration proves important points. 


w Vertical four-cycle 12 - 2 HP 
motor. No V-Belts or sheaves. 

@ Heat-treated, one-piece safe- 
ty Cutting Bar. 

w Unique and effective slip 





clutch protects engine and 
operator. 
he firm wAdjustable cutting height 
ypolitan cuts full 20” swath. 
idv has wExclusive adjustable and 
: ; floating plow-type handles. 
w York Made and warranted by the manufac- w Blade can be enclosed for 
n repre- turers of MASTERSICKLE, the world’s safety. 
Corp.. — priced — pensar 4 aw Trimmer type front end. Cuts 
lower. . . . Inquiries are invited. Gilitn Senation 68 on tah. 
AIRCAPITOL MANUFACTURERS, INC. 
1618-34 SOUTH MEAD WICHITA, KANSAS 
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( orp, 


waite | | ARCHITECTS ond BUILDERS 


scissors 


Smith AGREE ON ~«(CHICAGO)~-- 
SPRING HINGES 
































OPENS 
MES e os 7 
T Streamlined "TRIPLEX 
ron SPRING BUTT-HINGES 
; nion 
\shland, : a Every year more and more Archi- 
he ap- tects and Builders of Modern arch- Seventy - four years of know-how 
lsaft as lag ayes PRP ee = se eee f 
n Fran- ee | > "Triplex" Spring Butt Hinges an ; : ’ } 
jorthern poe here are a few of the reasons why: ge into the making o these quality 
sie 1, They are smart looking and knives and scrapers. Professional 
or rt streamlined to harmonize with ; 
selves the most modern architectural 
iit requirements. men say they are 
or bad 
Western 2. Careful and capable designing 
Market has created many superior fea- “l LA 
tures of time tested advantages. BES ] by ] ES ] 
pounced 3. Here is a product that main- | 
ici tains our tradition for quality 
w York . @ tradition that has guided CALL YOUR JOBBER 
_ Yype BUT2001 us through more than 60 years. 
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e under Tip Ornamentation Spring Hinges of Quality | | 
ram W. | 





ntatives 


fee Chicago Spring Hinge Co. 
“Gerald (i ley.\clo mm Rw. Wan 1-1" ae de) -1 4 


aplan 





ANTRIM * NEW HAMPSHIRE 


uF pe GOODELL COMPANY 








HARDWARE AGE, JANUARY 12, 1950 231 
» 1950 








RYERSON COMPLETES 
ADDITION TO 
CHICAGO PLANT 


The construction of a large 
brick and steel addition to the 
Chicago plant of Joseph T. Ryer- 
son & Son, Inc., steel distributors, 
for which ground was broken in 
Nov., 1948, has been completed, 
according to a recent announce- 
ment. 

The building provides approxi- 
mately 118,000 square feet of 
modern plant and office space. It 
is located at 15th and Rockwell 
Streets and forms a part of what 
is known as the North Unit of 
the six-block long 
plant. 


company’s 


PRESIDENT APPOINTS 
BUSINESS AND GOVT. 
RELATIONS BOARD 


Secretary of Commerce Charles 
Sawyer announced recently that 
the first task of the new inter- 
agency committee on competition 
and monopoly will be to frame 
an over-all executive policy in 
this field for the guidance of all 
government agencies, and a plan 
for coordinating federal activi- 
ties in carrying out the policy. 
In performing this task, existing 
legislation, including exemptions 
from the anti-trust laws, will be 
reviewed, and existing responsi- 
bilities of all affected agencies 
re-examined. 

The new group appointed un- 
der President Truman’s direc- 
tive to the Commerce Secretary 
will be known as the “President's 
Committee on Business and Gov- 
ernment Relations.” Its job is 
to present a proposed program 
of action to the president in the 
field of monopoly, competition, 
and restraints of trade. 

The program will be designed 
as a supplement to. 


and in no 


way a substitute for, vigorous 
enforcement of the anti-trust 
laws. It is to embrace possible 


revisions in legislation, improve- 


ments in administrative proce- 
dures, and strengthening of 


government policies, with consid- 


erable emphasis being placed 
upon measures to strengthen the 
competitive position of small 
and independent business. 

The members of the Presi- 
dent's Committee have agreed 
upon three basic objectives to 


serve as guideposts for their ac- 
tivities, Mr. Sawyer reported: To 
stimulate the spirit and practice 
of competition in the business 
world; to strengthen and broad- 
en government efforts for the pre- 


vention of monopoly, and re- 
straints of trade: to build a 
sound basis of mutual under- 
232 





| in the course of preparing a pro- 


standing in the relations between 
business and government. 
Secretary Sawyer stated that 


posed program of action the 
committee would keep in close 
touch with Congressional Com- 
mittees working on the same or 
related problems. 


The President’s Committee on 
Business and Government Rela- 





tions consists of Secretary Saw- 
yer as chairman; Attorney Gen- | 
eral Howard McGrath as vice | 
chairman; Lowell B. Mason, act- | 
ing chairman of the Federal | 
Trade Commission; and Leon D. 
Keyserling, acting chairman of | 


the Council of Economic Ad- | 
visers. Two meetings of the 


committee have been held and | 


| active staff work has begun. 





SHARPE, INC. NOW PART 
OF LIBBEY GLASS DIV. 


Sharpe, Inc., Buffalo, N. Y., 
which has been operated as a 
wholly owned subsidiary of 
Owens-Illinois Glass Co., Toledo, 
has been dissolved as a corporate 


entity and its business will be 
operated as a part of the Libbey 
Glass Division of Owens-Illinois 
Glass Co., Toledo 1, Ohio. 

The Libbey general sales de- 
partment will supervise the sale 
of cut crystal stemware and 
tumblers as well as the regular 
line. A. H. Sharpe will remain 
with the company in an advisory 
capacity and A. J. Cunningham 
as manager, cut glassware sales. 


Orders for all Libbey ware, in- 
cluding stemware and tumblers, 





will be solicited by Libbey 
branch sales offices, located in 
principal cities from coast to 


coast. This should simplify order 
handling. 


A. P. HENRICKS SELLS 
FOR SCOVILL MFG. 
IN EASTERN AREA 
A. P. Henricks Co., 78 Reade 
St., New York City 7, has been 
appointed the exclusive eastern 





A. P. HENRICKS 


sales representative for the Sco- 
vill Mfg. Co.’s line of “Green 
Spot” garden accessories 
and sprinklers. The territory the 
company will cover consists of: 
New Jersey, New York, Pennsyl- 
vania, Delaware, Maryland, Dis- 
trict of Columbia and West Vir- 
ginia.. Scovill has adopted an 
exclusive wholesaler distribution 
policy. 


hose 











PACIFIC NORTHWEST ASSN. 


OFFICIALS: At left is 


Harry Campbell, Campbell Hdwe. Co., Coeur D'Alene, Idaho, 
new president and at right is David Lasher, Lasher Tractor 
& Implement Co., Vancouver, Wash., retiring president who 


was elected national councillor. 


Other officers elected at the 


association's recent annual convention are: G. M. Landeen, 
Oregon City, Ore., vice-president; James B. Channing, 613 
Empire State Bldg., Spokane, Wash., managing director. Di- 
rectors elected are: Henry Pfiefer, Okanogan, Wash., Frank 


Schultz, Wenatchee, Wash., 


Les Judd, Grandview, Wash., 


George Reed, Lewiston, Idaho, Dean Pool, Dayton, Wash., 
and Stanley Killingstad, Sunnyside, Wash. 





PUBLISH 1950 EDITION 
CREDIT MANUAL OF 
COMMERCIAL LAWS 


The 41st annual 
this business book, which has 
been called by some the “finan- 
cial executives legal bible,” pre- 
ents a large number of new laws 
and amendments to present stat- 
utes which deal with commercial 
transactions. 


revision of 


A new feature of this 1950 
edition is the inclusion for the 
first time of footnotes which am- 


| plify the text on the law of con- 


| a contract provision. 


tracts. These references help to 
clarify obscure, or doubtful 
points concerning the validity of 
Each foot- 
note contains an interpretation 
comment together with a refer- 
ence to the court decision upon 
which the comment is passed. 


As stated in the fly leaf of the 


| title page, “this publication is 


_ 
| covered” . . 
| 


designed to provide accurate 
and authoritative information in 
regard to the subject matter 


. “the publisher is 


| not rendering legal, accounting, 





or other professional services.” 
“The Manual cannot be a sub- 
stitute for a competent lawyer.” 

However. the development of 
this annual book by the National 
Association of Credit Men, 1 
Park Ave., New York City 16, 
was thought necessary in order 
to give a ready reference digest 
of the laws affecting trade from 
the time the order is received 
until collection is made. 

As usual the 1950 edition 0: 
the Credit Manual of Commer- 
cial laws contains a summary of 


| state laws on such subjects as 


rights of married women, sales 
and use taxes, state fair trade 
acts, secured credits, such as con- 
ditional sales, chattel mortgages, 
assignments of accounts receiv- 
able, and factors’ liens. Other 
state summaries cover jurisdic- 
tion of courts, limitation for civil 
actions, exemptions, claims 
against estates, bad check laws 


in the various states, assumed 
or fictitious name laws, bulk 
sales requirements, mechanics 


and landlords’ liens, and bonds 
on public improvements. 

The 1950 edition also gives 4 
complete discussion of the pro- 
cedure in bankruptcy cases; in- 
cluding arrangements and _ reor- 
ganizations, and a full text of 
the Chandler Act. 

Federal trade regulations -uch 
as the Sherman Anti-Trust Law, 
the Clayton Act, the Miller- 
Tydings Act, and the Robinson- 
Patman Act, also are discussed 
in full This edition 
contains 784 pages and_ retails 
for $10. 


coverage. 
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~ OBITUARIES 








Charles F. Rockwell, Former Secretary 
Of A.H.M.A. Passes Away at Age of 71 


Charles F. Rockwell. former 
secretary-treasurer of the Amer- 
ican Hardware Manufacturers” 








CHARLES F. 


ROCKWELL 


\ssociation, and an _ honorary 
member of its Advisory Board, 
away, Dec. 26, at his 
in New Rochelle, N. Y., 
at the age of 71. He was named 
\.H.M.A.  secretary-treasurer in 


passed 
home 


the spring of 1926, in which 
ofice he continued until his 
resignation, effective the end of 
1948. Mr. Rockwell was later 


named an honorary member of 
the organization’s Advisory Board 
and until last summer continued 
active in his advisory capacity, 
in the association’s office. 

In 1901 he was a student at 
Wesleyan University, which he 
left to accept employment in the 
former Miller Bros. Cutlery Co., 
of which he rose, in the succeed- 
years, to be president. 
While associated with the Miller 
organization he had served as 
Chairman of the Cutlery Manu- 
facturer’s Association and head- 
ed its Tariff Committee. During 
the first war he was | 
Chairman of the Cutlery Section | 
of the Hartford Manufacturers’ 
Organization for War Service. | 
\ Mason, member of the Knights | 


ing 25 





world 


Templar, and a_ director or | 
trustee of several financial insti- 
tutions, during his long and 


honorable career, he had served 
at one time as Chief of Ordnance 
of the Staff of the 
Mate of Connecticut, with the 
rank of Colonel. He had been 
a member of the executive com- 
mittee of the Connecticut School 
for Among his business 


Governor’s 





soys. 


o | 
honors was the Award of Merit 


from the Merchants & Manu- 
facturers Association of Phila- 
delphia, in 1939, which he re- 
ceived jointly with George A. 
Fernley, managing director, Na- 
tional Wholesale Hardware As- 
sociation. 
Surviving are: 
Mrs. Rockwell; a 
F. Rockwell, Saginaw, Mich., 
assistant sales manager, Lufkin 


Rule Co., and a daughter, Mrs. 


widow, 
William 


his 
son, 


was a member of the Marketing | 


Executive Society and a_ past | 
president of the U. S. Wood 
Screw Bureau. He had _ also 





served as secretary-treasurer of | 
the Export Screw Association | 


| and as chairman of the Research 
| and Cost Survey Committee of | 
| The American Supply & Ma- | 





Irving C. Button, Bedford, Pa. | 


LOUIS CHICK 


Louis S. Chick, 49, president 
of Silex Corp., Hartford, Conn., 
died recently at the New England 
Baptist Hospital. In 1920, he 
started his career in the adver- 
tising business in New York. 
In 1927, he Lever Bros. 
Co., and head of the 
department which developed 
Spry. He joined the Standard 
Brands Corp., in New York in 
1947 and a year later he was 
named president or Silex. 


joined 
became 


Cc. O. DRAYTON 


Charles Osgood Drayton, 58, 


vice-president in charge of sales 


for the American Screw Co., 
Providence, R. I., died recently. 
Formerly associated with the 


Graton & Knight Co., Worcester, 
for 23 years, he joined American 
Screw 12 years ago as sales man- 
ager, being named vice-president 
in charge of sales in 1944. From 
1946 to 1948 he 





served as a 


member of the executive commit- 
American 
Association. 


Hardware 


He 


tee of the 
Manufacturers 


| 








CHARLES OSGOOD DRAYTON | 
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RICHARD S. CORNELL 

Richard S. Cornell, 73, retired 
manager of hardware sales in the 
New York area and manager of 
The Stanley Works’ New York 
office, died recently, He retired | 
from Stanley Works, three years | 
ago. Up until that time he had | 
the builders’ 
field for more than 55 years. 


been in hardware 





RICHARD 5S. 


CORNELL 


| two vears 


As a lad of 17 he 
employee of the New York office 
of Sargent & Co., continuing with 
that from 1893 
1904, when he became associated 
with The Stanley Works. An ex- | 
builders’ hardware 


became an | 


concern until 


pert among 


specialists he has spent much of 


his time since his retirement at 
his home in Great Neck, 
Island. His family originally set- 


Long 


tled there in 1647. He had | 
served as treasurer and later as 
vice-governor of the New York 


Chapter, Producers Council and 
as chairman of the Finance Com- 
American of 
Hardware Consul- 


mittee, Society 
Architectural 
tants. 

Bruce 
and a 


Survivors include a son 
Ss @ Marjorie 


sister 
brother Harold. 


WALLACE B. SHEFFIELD 

Wallace B. Sheffield, who had | 
Sheffield | 
wholesalers, | 


been associated with 
Hardware Ce. 
Americus, Ga., as secretary 
1941, having joined them in 1935, 
After serving in 


died recently. 
the Navy he returned to go into 
the business. 


farming 


J. A. SCHALLENBERG 


J. A. Schallenberg, assistant 
comptroller, Worthington Pump 
& Machinery Corp., 
N. J., died Dec. 16, 


a long illness. 


Harrison, 
1949 after 


Mr. Schallenberg joined the 
corporation in 1918 and served 
in the treasury and accounting 
departments, both here and 
abroad. 

From 1930 to 1937 he acted 


as special representative of the 
treasury and accountant depart- 
ments, 


with headquarters — in 


Paris, France. He was made as 


sistant comptroller in 1937. 


HUGH M. KELLY 
Hugh M. Kelly, 53, Waukegan, 


Ill., hardware dealer, died recent 
ly after suffering a heart attack 
He started work at the age of 
16, in the firm of Burke 
Wright in Waukegan. In 1932, 
the Hugh Kelly 
Hardware Co. Mr. Kelly was a 
past grand knight of the Knight- 


and 


he established 


| of Columbus. 


CHARLES A. MOFFETT 


Charles A. Moffett, 86, who 
| rose from a pattern maker to 
president of Gulf States Steel 


Co., died recently while visiting 
Ala. He was 
appointed general manager ot 
the then former Gulf States Steel 
Co., in 1915 and was promoted 


He headed 


a son in Gadsden, 


to president in 1924. 


| the company until his retirement 


later. 


ARTHUR K. TAPPENDEN 


Arthur Kent 64, 
10 Storey Lane. Yonkers, N. Y.. 
died at his home recently. For 
25 years he had been a sales rep 
resentative with Hansen & Yorke, 
mill supplies distributors, 88 
Warren St., New York City. He 
had previously been with H. A 
Rogers Co., in a similar line a- 


Tappenden, 


a sales manager. 


PAUL F. KINSEY 


Paul F. Kinsey, 59, for 30 
vears Southern Texas Merchant 
Trade salesman for the Keystone 
Steel & Wire Co., Antonio, 
Tex.. died recently Santa 


Rosa Hospital. 


San 


at the 


JACK BUCKNER WILLIAMS 


Jack Buckner Williams. 38 
executive vit e-president of Wil- 
liams Hardware Co., Ft. Smith, 
Ark., died at heme recently 
after a illness. Mr. Wil 


lieutenant-comman 


his 
long 
liams was a 
der in the naval air corps and a 


member of the first Presbyterian 


| church. 
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Fluorescent lamps--A_ reduc- 
tion of from 10 to 25 cents per lamp 
in the prices of “standard warm white” 
fluorescent lamps used for general light- 
ing was announced by General Electric 
Co. Lamp Department, Nela Park, 
Cleveland, Ohio, Dec. 26, 1949. The 
reduction brings the prices of the 
“warm” lamps, says the company, into 
line with those of the “cool” lamps 
in all sizes. Both “standard warm” and 
“standard cool” lamps in the popular 
10-watt size now will list for $1.00. 


. s + 


Steel pipe and tubing—Na- 
tional Tube Co., subsidiary of U. S. 
Steel Corp., effective as of Dec. 16, 
raised prices of its products $5 to $8 
a ton. Butt-weld standard and_ line 
pipe, half inch to three inch, was 
marked up $5 a ton. Similar advances 
were made in seamless standard and 
line pipe, and seamless casing. Seam- 
less oil well tubing and drill pipe 
were advanced $8 a ton. 


Carbon steel plates— The base 
price of carbon steel plates was ad- 
vanced recently, $2.00 per ton, by 
Lukens Steel Co. No changes were 
made, at that time. in alloy steel plate 


quotations, 


Bearings Timken Roller Bear- 
ing Co, said the price of bearings will 
be increased 33/10 per cent, effective 
Jan. 20, according to an announcement 


by its president. 


Steel scrap drops again 
Just) before Christmas. the price of 
steel scrap dropped again at Pittsburgh, 
the “headquarters” market. A purchaser 
hought quantities of No. 1 heavy melt- 
ing scrap at $30 per ton, down $1. 
several other purchasers for major mills 
in the area reported they had been 
offered tonnages of No. 1 heavy melt- 
ing scrap at $30 per ton. Similar con- 
cessions were offered at Philadelphia. 


Almost all the mills are satisfied with 


their present inventories and are stay- 
ing out of the market, which is ex- 
pected to remain quiet for a_ time. 
There is a difference of opinion on 
which way the market will move in 
the near future. If the mills continue 
to hold up buying, the serap_ price 
could drop still further. Others believe 
that the recent steel price increases, 
combined with the present strong de- 
mand for steel, will have a_ bullish 
effect on the scrap market. It could 
very well go up if a period of bad 
weather arises, to retard the movement 
of scrap. 
Tin price reduced further 
On Dec. 19, the price of grade A tin 
for spot shipment was reduced '% cent 
per pound to 781% cents, New York, 
by the Reconstruction Finance Corp. 
The next day, straits tin on docks in 
New York was available at 774 cents 
per pound, and on Dec. 21, R.F.C. 
dropped another 4 cent. R.F.C.’s De- 
cember 21 drop was the ninth reduc- 
tion in the tin price by the govern- 
ment agency since Sept. 26, when an 
initial drop of 7 cents a pound to 96 
cents was ordered from the $1.03 price 
that had held since June 1, 1948. 
# HE * 
Carpet prices Alexander 
Smith & Sons Carpet Co. and C. H. 
Masland and Sons, for whom Smith is 
sole selling agent. announced on Dec. 
17 higher prices on their woven wool 
carpets and rugs by an average of 6 
per cent, effective Jan. 2. They blamed 


rising costs of carpet wool. The com- 


panies said wool prices have risen in 
recent weeks to a new high, so that 
current -elling prices do not cover pro- 
duction costs. 
a: cd ag 
Some prices strengthening 

The slowdown in building early last 
year was accompanied by sliding prices 
for many building materials, as dealers 
turned cautious, and lived off their in- 
ventories. The resumption of buying, 
conversely, has started prices back up- 


-ward again. Douglas fir two-by-four- 


that sold for $46 a thousand feet at 
most mills in the Pacific northwest 
last August now bring $51 to $53. And 
some flooring lumber that changed 
hands in the northwest at $110 a thou- 
sand last August now commands around 
$140. 

Drain pipe priced at $103 a ton as 
recently as late September now costs 
around $115 a ton. Since September 
many cement makers have tacked 10 
cents a barrel onto the price of their 
product. bringing it to $2.40 a barrel. 

Plywood prices, which took a steep 
tumble in late 1948 and early 1949. 
have started up again briskly. A popu- 
lar type plywood which was down to 
the $61l-a-thousand-feet level at the big 
Oregon mills in August has since 
moved up to the $80 neighborhood 
and is still rising. 

There are exceptions to this pattern 
of course. Not all materials prices ar 
climbing. Paint prices had been pared 
some 10 per cent during 1949, ar 
have not turned upward since. Common 


brick that sold in New York City for 





ADVANCES 
Steel pipe and tubing. Carbon steel plates. Bearings, Carpets. 


ADVANCES EXPECTED 
Some electrical appliances. Some cooking equipment. 


DECLINES 
Some fluorescent lamps. Steel scrap. Tin. 
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$33 a thousand at their high point thi- 


vear are now around $31. 
co % x 
These firms expect advances 

Higher prices for home appliances are 
ilmost certain next year as a result of 
recent increases in steel costs, accord- 
ing to Mm. LL. Andrews, vice-president ol 
General Electric Co. Oliver Corp. prob- 
ably will have to raise prices on farm 
and industrial equipment because of 
rising costs for materials and labor, 
says Alva W. Phelps, president. Henri 
Sadacea, president of Noma_ Electric 
Corp., declares increased steel costs 
mean higher prices for stoves. 

eo ¢ 8 

Commodity price index up 
Wholesale prices the country over rose 
an average of 0.1 per cent in the week 
ended Dec. 13, the Bureau of Labor 
Statistics said. B.L.S. listed its latest 
index at 151.) per cent of the 1926 
average. This was 0.2 per cent under 
the level of a month ago, and 7.1 per 
cent below the comparable week of last 
year. None of the commodities in the 
B.L.S. index showed significant change 
during the latest week. Farm products 
rose 0.1 per cent, while foods declined 
by a like amount. Building materials, 
and fuel and ijighting materials, both 
increased by 0.1 per cent over a week 
earlier, while metals and metal prod- 
ucts declined by 0.1 per cent. 

: * x 

Boom in construction mate- 
rials—It has been a “Merry Christ- 
mas” for the companies, and _ their 
people, who make the things that make 
houses. This group numbers more than 
100,000 firms. Their products range 
from cement to shingles, from carpet 
tacks and cast iron pipe to rafters and 
roofing. Early this year, with the hous- 
ing boom faltering, their sales and 
spirits fell, but today’s resurgence in 
building has their cash registers jin- 
gling—at a time of year when they 
would normally be in a winter lull. 
There are many examples: American 
Radiator & Standard Sanitary Corp. 
makes bath tubs, water heaters, brass 
pipes, radiators nd kindred items. Says 
comptroller Walter Whittaker: “This 
spring our order backlog was flat. We 
closed four of our plants. Today we 
have a three-to-four-months’ backlog of 
orders—double the year ago total. We 
reopened all those plants in Septem 
ber.” 

At its lowest ebb last spring the 
plumbing fixture industry as a whole 
Was operating at about 50 per cent of 
capacity. Today it’s running full-speed. 

“Our unfilled order volume,” says 
one big eastern cement maker, “is now 
two-and-a-half times as big as it was 
a year ago. Demand is terrific.” 

U. S. Plywood Corp., top seller of 
this many-use building material, says 
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its sales are now surging 50 per cent 
ahead of the May-June level. 


At Cleveland, vice-president i. 


Schroeder of Sherwin-Williams Co. has 


noted a “substantial” upsurge in  busi- 


ness in the past eight weeks. Sales, he 
reports, are running some 20 per cent 
above a year ago. 

\ big item in home building is iron 
pipe. Last April, with orders drying 
up, the pipe makers had slowed down 
their production to around 30 per cent 
to 40 per cent of capacity. By Octobe: 
they were back to around 80 per cent. 
And they are now running “wide open. 

The Yale & Towne Mig. Co.'s presi- 
dent, Gilbert Chapman, says: “Our 
builders’ hardware sales are up 25 per 


cent from the July-August level.” 


Outlook for building mate- 
rials-—Indications that 1950 wil be the 
“long awaited leveling-off year” for 
business were cited by M. H. Baker. 
president of National Gypsum Co.. who 
said: “The post-war expansion of pro- 
duction has been completed in’ most 
industries, and materials and_ finished 
goods are available in abundance.” Dis- 
cussing the building industry, Mr. 
Baker stated: “We are looking for 
just about as good a year in 1950 as 
we had last year.” The rate of activity 
which set records for all types of con- 
struction during 1949 will carry over 
into the first part of 1950 and get the 
year off to a good start, he added. Only 
a moderate decline from the unprece- 
dented dollar volume reached in 1949 
is anticipated. This means there will 
be a substantial and continuing market 
for building materials during the year. 
But, said Mr. Baker. the increased 
productive capacities of all) manufac- 
turers, and the intensified selling effort 
at both the retail and wholesale levels, 
“point to more active competition.” 
Probably the most significant develop- 
ment to watch for in the building ma- 
terial field in 1950, he added, will be 
the “renewed emphasis on repairs and 
modernization. Activity of this kind 
may easily overcome the effects of any 


falling off in new homebuilding.” 


Use of power sets record 
In the week ended Dec. 10, electricity 
output, for power and light, was the 
highest in history. It rose to 5,881 mil- 
lion kilowatt hours. This was 71 million 
k.w.h. above the previous high in the 
week ended Jan. 29, 1919. This week’s 
current produced was 3.1 per cent 
above the like week last year. 

G. E. looks ahead —Sales of 
General Electric Co. for 1949 will be 
close to 1948's record business of $1.- 
632.700,.806, according to Charles E. 
Wilson, president. Looking ahead, Mr. 
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NEW! BRICK MASONS 
“RED END” RULE WITH 
10 SELF-SELLING 


Here’s Why Masons Like /t-Buy It! 


1—Makes the spacing of brick courses 
easier and faster. 


2—KEasy to use when either mortar 
thickness or just space only is known 


3—Patented solid brass lock joints 
lock lug and slot preserve accuracy 


4—Solid brass strike plates prevent weat 
staggered to provide 1009 read 

ability of all markings. 

5—Hardened and tempered steel 
springs”... better resiliency. 

6 Sections of straight-grained, tough 
hard white maple 

7—Heavily coated baked white enamel 

8—Gloss red ends—guarantee of quality 

9— Markings extra-deeply imprinted 


10—Directions packed with every rule 


IMPORTANT NOTE: Tic-in with the big, new 


nationwide LUFKIN advertising campaign 


more than 14,000,000 newspaper and publi 


cation ads every month help you sell the 


LUFKIN line. A supply of Brick Masons 
Rule envelope stuffers No. J-49-100, with 


your imprint, will be supplied on request 


SELL JU FAIN 


TAPES + RULES + PRECISION TOOLS 


THE LUFKIN RULE CO. 


SAGINAW, MICH. + NEW YORK CITY + BARRIE, ONT. 
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Wilson predicts that business will be 
good, at least through the first quarter 
of 1950. He thinks his own company 
will do as much business in the first 
three months this year as it did in 
the January-March period last year, 
Mr. Wilson said that the company’s 
heavy equipment division—motors and 
generators—has enough business on 
hand to keep operating at capacity for 
the next two years, though new orders 
for this type of equipment, much of 
which is sold to the public utility in- 
dustry, have tapered off from the 1947- 
18 post-war highs. Demand for the 
company’s household appliances and 
other consumer goods, Mr. Wilson 
said, probably would continue at a 
high level through the first quarter of 
1950, anyway. Part of this demand, he 
thought, will stem from inventory- 
building on the part of retailers, deal- 
ers and wholesalers, whose stocks are 
“practically non-existent.” Higher prices 
for home appliances are almost certain 
this year as a result of the recent in- 
crease in steel costs, said another of- 
ficial of General Electrie Co. H. L. 
Andrews, vice-president of the appli- 
ance and merchandise department, said 
that G. E. had confidently hoped to 
maintain its prices, Mr. Andrews add- 
ed: “We are operating on shorter mar- 
gins than ever before in our history. 
We have maintained a post-war price 
position that was notably lower than 


the comparable increases in labor, ma- 
terials and other manufactured goods 
would warrant and there is not much 
room left to absorb higher steel costs.” 


* e * 


Others look into 1950—Tele- 
vision manufacturers will sell 3,750,000 
receivers this year, 50 per cent more 
than in 1949, predicted Don G. 
Mitchell, president of Sylvania Elec- 
tric Products. He forecast a 1950 mar- 
ket for 5,000,000 television picture 
tubes, against 3,500,000 last year. Lyle 
(. Harvey, president of Affiliated Gas 
Equipment Co. of Cleveland, says that 
current sales of gas-appliance units are 
running at record levels. The present 
high rate, he added, is expected to 
continue through the new year. 


* * a 


Wall-paper business good 
Wallpaper sales at the consumer level 
during the fall of 1949 have surpassed 
expectations in most sections of the 
country, according to W. H. Yates, 
president of United Wallpaper. He 
says indications are that “excellent 
buying at the consumer level will be 
maintained for the spring.” At the 
wholesale and dealer level, buying has 
been at a low ebb for the past six 
months by reason of liquidation of 
inventories. As a result, substantial de- 
mand on manufacturers is expected in 
the next few months, while dealers 
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“Madam, with this new trailer-size vacuum cleaner you can... 
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fill depleted stocks. United now is 
concerned over its ability to fill the 
spring demand and get out a new line 
of wallpaper to be released July 1. 
Mr. Yates believes that if dealers and 
wholesalers recognize industry condi 
tions and anticipate demand, the whol: 
wallpaper industry can achieve a pro- 
perous 1950. 
% %* te 

Furniture gained a shade in 
November—November furniture stor 
dollar sales showed an increase of |} 
per cent over Nov., 1948, dollar levels, 
the National Retail Furniture Associa 
tion said in its monthly — business 
analysis. One out of every two stores 
reported sales equaling or exceeding 
last year’s figures for November. No 
vember inventories were down 8.4 pet 
cent from the like month last year, 
the analysis further indicated. 


* - 


Vacuum cleaner sales—Fac 
tory sales of standard-size household 
vacuum cleaners in November were the 
third highest of any month in 1949 
Sales for the month totaled 253,516 
units, compared with 309,897 in March, 
the top month for 1949, according to 
the Vacuum Cleaner Manufacturer< 
(Association. November sales were near- 
ly up to the like month of 1948, with 
a decrease of only 0.6 per cent. 


* * * 


Good year for glass makers 
—The flat glass industry has com 
pleted its third successive year in which 
new sales records have been made, 
says J. D. Biggers, president of Libbey- 
Owens-Ford Glass Co. Based on the 
experience of Libbey, the industry as 
a whole may show an increase in sales 
for the year of 15 per cent over 1948. 
Libbey expects a total volume for 1949 
of about $130 million, compared with 
$113 million in 1948. The yearly aver- 
age from 1936 to 1940 was $39 mil- 
lion. Mr. Biggers said the gains have 
been caused by large volume opera 
tions in the automobile and building 
industries, two major glass consumers 
Increased wages and higher fuel and 
freight costs have had virtually no 
effect on the general level of flat glass 
prices, he added, because of economies 
made through installation of new equip 


ment, * * * 


Lumber men expect busy 
spring—Pacific Northwest lumbermen 
are oiling their tools in anticipation o! 
a record volume of business next spring 
and summer. Spurring this productive 
drive is the best winter business 01 
record, plus the hope of further gain- 
in the early months of 1950. In Novem 
ber, work on some 93,000 houses wa- 
started across the nation, 50 per cen 
more than in November of 1948. Al 
though there was doubtless a seasonal 


HARDWARE AGE, JANUARY 12, 1950 








letdown, in 
will show 

gain over | 
housing sta 
the million 
in general 
boosted Jun 
16 weeks _ 
the Dougla: 
put. That 

going into 
business b 
report they 
ruary. This 
lumber pri 
of fir alrea 
of last sum 
and August 
of about 2¢ 


Mor 
1950?-—Th 
predicts thé 
credit will 
as much as 
other post- 
tion” was « 
downturn tl 
the Board : 
and monet 
outlook for 
pects for |] 
in the first 
ment of Nat 
dividends t 
substantial]; 
posits of in 
early 1950 
periods of 
Board also 
of money a 
as a whole. 
decline in | 
businesses, 
and consur 
increase ar 


monev supp 


Fin: 
and wheat 
probably th 
In its fina 
Agriculture 
production 
This is 20 
forecast a n 
last year’s 1 
lion bushel 
vear was pla 
above its { 
compares w 
vest of 3.6: 
output for t 
million bus’ 
record. The 
1950 wheat 
allotments i 
surplus suf 
for corn wil 
ter wheat o 
Nearly as 1: 


HARDWAI 








j ls 
the 
line 

p 4, 
ana 

yndi 

hole 


TO-- 


e in 


store 


vels, 
ocia 
ness 
flores 
ding 
No 
per 
year, 


Fac 
hold 
» the 
1949 
3,916 
arch, 
£ to 
rers” 
near- 
with 


kers 
cont 
rhich 
1ade, 
»bey - 

the 
y as 
sales 
1948. 
1949 
with 
aver- 
mil- 
have 
pera 
ding 
mers 

and 
f no 
glass 
ymNies 


quip 


busy 
rmen 
yn ot 
pring 
ictive 
s ol 
gain- 
vem 
wa> 
cen 

Al 


sona! 


1950 





letdown, indications are that December 


will show nearly as big a percentage 
gain over last year. For all 1949, new 
housing starts probably will total above 
the million mark. The autumn pick-up 
in general industrial activity has also 
boosted lumber demand. In 15 of the 
16 weeks preceding Dec. 10, sales by 
the Douglas fir industry exceeded out- 


put. That means the major mills are 
going into the new year with large 
business backlogs. Several producers 
report they are booked through Feb- 
ruary. This heavy demand is pushing 
lumber prices upward. Many 
of fir already have regained about half 
of Jast summer’s drop; between March 


grades 


and August prices dipped an average 
of about 20 per cent. 
a * x 

Money and credit “easy” in 
1950?-—-The Federal Board 
predicts that the supply of money and 
credit will not tighten early this year, 
as much as it did in the first half of 
other post-war years. “Credit contrac- 
tion” was one of the symptoms of the 
downturn that took place early in 1949, 
the Board said, in a review of banking 
and monetary developments, but the 
outlook for 1950 is more “rosy.” “Pros- 
Treasury expenditures 
in the first quarter, including the pay- 
ment of National Service Life Insurance 
dividends to veterans, make likely a 
substantially smaller reduction in de- 


Reserve 


pects for large 


posits of individuals and businesses in 
early 1950 than in the corresponding 
periods of 1947, 1948 or 1949.” The 
Board also forecast a plentiful supply 
of money and credit for the new year 
as a whole. “Unless there is a marked 
decline in over-all credit demands for 
businesses, farmers, real estate owners, 
and consumers, total bank credit may 
increase and expansion in the total 
money supply may be resumed,” it said. 
* * & 

Final 1949 report on corn 
and wheat—The 1949 corn crop was 
probably the second largest in history. 
In its final report of the year, the 
Agriculture Department estimated corn 
production at 3,377 bushels. 
This is 20 million bushels above its 


million 


forecast a month ago. It compares with 
last year’s record harvest of 3.650 mil- 
lion bushels. Wheat output for the 
vear was placed at 1.146 million bushels 
above its forecast a month ago. It 
compares with last year’s record har- 
vest of 3,650 million bushels. Wheat 
output for the year was placed at 1,146 
million bushels, the fourth largest on 
record. The government has already put 
1950 wheat 
allotments in 


plantings under acreage 
an effort to hold down 
surplus supplies. A 
for corn will be announced soon. Win- 


similar program 


ter wheat output during’ 1950 may be 
nearly as large as last year’s, despite 
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HARRINGTON & RICHARDSON ARMS CO. 
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Ta-pat-co Sleeping Bags are a real 
source of profit to many hundreds of 
There’s a complete style 
fourteen Wool, 
Kapok and Down filled models to 
please all your customers. 


retailers. 
and price range . . . 


Sportsmen everywhere know the 
Ta-pat-co label . . . know it stands for 
quality and comfort. That's why it 
pays to handle the Ta-pat-co line! 
Write us, or see your job- 
ber for details. 





The AMERICAN PAD & TEXTILE CO. 


GREENFIELD, OHIO 











—--—-AN ARTMOORE PRODUCT——— 


ORIGINAL TRIPOD DRYER 
STILL THE SALES LEADER 





FAMOUS ARTMOORE 
COLLAPSIBLE TRIPOD } 
CLOTHES DRYER hus , 


« $ 
+; & 
everything you and i” 
your customers want: j 
Plenty of drying space A 
-24 smooth, snagproof, 

rustproof feet for in- 

between washing;, dia- 

pers, lingerie! Compact—closes completely 
to only a few inches of space! Lightweight 
—all select hardwood, weighs only 5 Ibs.! 
And it's priced right—retails at only $2.95. 





See your jobber or write 


ARTMOORE CoO. 


Dept. A-1, 1319 North 3rd Street 
Milwaukee 12, Wisconsin 











UICK PROFIT 


For Hardware Stores in 


DAISY 


BLUE RIBBON 
CEMENT-ON SOLES 





Blue Ribbon Soles stick 
tight till worn out. Give 
wonderful satisfaction. 
On 4 color display card. 
Fast sellers. For men, 
women, children. Write 
for DAISY Price List 


and new catalog. 


SCHACHT RUBBER MFG. CO. 


Dept. H, Huntington, indiana 
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government efforts to hold it down by 


cutting the acreage planted. The Agri- 
culture Department reported acreage 
sown to winter wheat last fall was 15 
per cent below 1948, but it predicted 
the 1950 harvest will be down only 2 
per cent from 1949, That is because 
farmers last year used their best land 
for winter wheat, thus increasing the 
yield per acre. 


a 


Second largest over-all yield 
The Crop Reporting Board’s figures 
on output from the nation’s farms 
show that 1919 crop production was 
the second greatest in history. In a 
final crop summary of the year, the 
Board said the volume of 1949 crop 
production was 132 per cent of the 
1923-32 average, 5.5 points below the 
1948 all-time record. Beside corn, other 
crops in the near-record group included 
soybeans, sorghum grain and tree nuts. 
In the “relatively large” category were 
cotton and cottonseed, wheat, oats, 
flaxseed, tobacco, apples, peaches, cher- 
ries, hops, cranberries, sugar cane for 
sugar and truck crops. Crops which 
exceeded average in 1949 but failed to 
hit new highs were potatoes, broom- 
corn, plums and prunes, Output of hay, 
peanuts, sugar beets, citrus fruits and 
grapes was about average. Smaller- 
than-average yields were — reported 
for barley, rye, buckwheat, popcorn, 
sorghums, forage and silage, dry peas, 
cow peas, velvet beans, sweet potatoes, 
sorgo and sugar cane syrup, apricots 
and maple products. The Board said 
yields per acre were above average for 
most crops, though weat, flaxseed and 
dry peas were exceptions. 


% ne * 


Last minute !eap—Department 
stores apparently took in more money 
in the Dec. 17 week than in any other 
week in history, the Federal Reserve 
Board reported. The week’s record was 
one per cent above the sales volume 
for the like 1948 week. Four cities 
reported an even greater gain: Stores 
in Kansas City did 8 per cent more 
business than they did in the corre- 
sponding week !ast year. Sales in Min- 
neapolis and Atlanta were up 7 per 
cent and those in Dallas were up 6 
per cent. Department stores also prob- 
ably marked up a new record in terms 
of physical volume of goods sold in 
the Dec. 17 week. The Board thought 
this was true, chiefly because prices 
are somewhat lower than they were in 
1918 when the post-war boom was neat 
its peak. Generally, sales in 1949 were 
below 1948. The average for Jan. 1- 
Dec. 17 was down 6 per cent from 
1948. So the latest increase, though 
small, was an exception to the trend 
for most of the year. Department stores 
reported sales above 1948 in only seven 


other weeks of 1949. It is still tuo soon 
to tell whether sales for the pre-Christ 
mas shopping season as a whole wer 
equal to last year. However, official-~ 
of several large stores say that a lot 
of people apparently waited until the 
final week before Christmas for thei: 
shopping, and that sales for that week 
were topping, quite sharply, the period 


just preceding. 


Not much change in Novem- 
ber--Total retail sales for all field- 
for November declined to $10,885 mil 
lion from $11,120 million in October, 
but after allowance for seasonal factors, 
sales were about the same as in Ox 
tober. Most major kinds of businesse- 
reported sales increases over the pre 
ceding month, according to the Com 
merce Department. However, automo 
tive outlets were down almost 10° per 
cent. The effect of model changeover; 
on production and demand was given 
as the reason for this downturn, The 
building materials and hardware group 


the home furnishings 


of stores anc 
group showed slight increases in No 


vember. sales. 


Big growth in business units 
Business firms operating in the U. Ss. 
during the first quarter of 1949 num- 
bered 913,000 more than the total five 
years earlier. This was a gain of 30 
per cent, the Commerce Department 
reported. The number of companies in 
the Far West increased by 56 per cent 
during this period; in the Southwest 
the rise was 46 per cent and in the 
Southeast 43 per cent. These three 
regions together accounted for 48 per 
cent of the country’s total business 


population growth. 


Over-all business index 
strengthens—-Business volume through 
out the nation in the week ended Dec. 
17 advanced to 111.3 from 110.0 in the 
preceding week, according to authori 
tative Barron’s Index. The level a year 
ago was 115.7. Barron's Index mea 
sures the “physical” rather than the 
“dollar” volume of major business fas 
tors, and bases on 1935-39 figures as 
“par.” The latest week's strengthening 
was despite the fact that rail freight 
loadings declined to 639,723 cars. Thi- 
was 114,829 cars, or 15.2 per cent, les- 
than a year ago, and was 4.4 per cent 


helow the preceding week. 


Our filling station competi- 
tors--Oil companies, noting that prot 
its have slipped, are trying to stir uy 
their business in products they do not 
make themselves—tires, tubes, batteries 
other auto accessories, and many hard 
ware specialties. Buying these ware- 
from manufacturers and selling them 


to roadside gas stations has long been 
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a sizable business for the petroleum 
firms, and they expect to build it a lot 
bigger. Figures on the industry's sales 
of tires, batteries and accessories are 
inexact, but the Shell Oil Co. thinks 
-ervice stations this year are retailing 
about $275 million of such products. 
The industry’s business in these lines 
was about $188 million in 1941, it esti- 
mates, and it shot up to almost $300 
million in 1947, a year when motorists 
were all trying to fix up autos neglect- 
ed during the war. That will not be 
the “peak” for long, the oil men think. 
They believe this year’s sales may top 
1947, and hope that by 1952 this “side” 
volume will exceed $375 million. Mean- 


while. the oil industry is firing a bar- 


rage of “educational” matter at the 
local gas-pump proprietor, to get him 
to step up his tire and accessory sales 
Independent retailers report 
“Independent” retailers’ sales in Novem- 
ber were 3 per cent below the record 
set in Nov., 1948, the Commerce De 
partment reported. Compared with the 
previous month, November sales were 
up one per cent. Increases over the 
1948 month were shown by motor ve- 
hicle dealers, furniture stores and_fill- 
ing stations. The biggest drops were 
reported by hardware and _ jewelry 
stores, off 11 per cent, and general 
merchandise stores, down 9 per cent 


from a year ago. 


Advertising Does the Job 
For Scheel's 


DVERTISING of the right 
sort pays off in better sales. 
That's the theme behind a well- 
planned = advertising campaign 
which Fred M. Scheel and his son 
Fred B. are using for their main 
store at Fargo. N. D. Benefitting 
from this program are the firm’s 
hardware stores at  Casselton. 
Fairmont. and Hillsboro, North 
Dakota. 

The person who picks up a 
Fargo newspaper. or who drives 
into Fargo from any direction. or 
who approaches the Scheel store, 
is made quickly aware of this ad- 
vertising appeal. 


Billboards 


For example. there are bill- 
boards along the principal high- 
ways leading into Fargo. with in- 
triguing copy reading “Try 
Scheel’s Hardware. They have it.” 

That is challenging copy and it 
appeals to many customers. The 
billboards are large and well 
painted. The background is a 
pleasing yellow with the lettering 
in black. It’s a color combination 
that catches the eye and holds it. 

Is an alleyway worth advertis- 
ing? Well. many people drive up 
and down alleys. Pedestrian traf- 
fic also looks down alleys now and 
then. Therefore. Scheel’s has a 
neat sign extending over the alley- 
way which says. “Try Scheel’s. 
They Have It. Our Own Hard- 
ware. 

The same copy is also used ou 
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the firm’s delivery truck. which is 
neat and modern. “Try Scheel’s™ 
is a magic catchword which easily 
remains in the memory of those 
who see and read the copy. And 
it's worth it’s weight in sales. 

The front of the Fargo store of 
the firm carries a large advertis- 
ing sign thrusting out over the 
sidewalk. There is another sign 
extending the store width above 
the windows which advertises 
many of the brand names of ap- 
pliances which the firm handles. 
together with the fact that the firm 
has an easy payment plan witich 
it invites customers to use. 

Each Thursday. Scheel’s Hard- 
ware usually publishes a large ad- 
vertisement with illustrations in 
the Fargo Forum, a daily news- 
paper with extensive city and rural 
circulation. 

In these ads. Fred B. Scheel 
says that his firm tries to stress 
one Friday and Saturday special 
item at a bargain price. with the 
rest of the merchandise being 
shown at regular prices. Advertis- 
ing of this sort runs about $1.50 
per column inch with most of the 
ads costing between $50 and $75 


per week. 


Help Build Traffic 


However. the special advertised 
weekly items really do build store 
trafic. Frequently 200 to 300 
units of the items advertised as 
specials are sold. with most of the 
traffic remaining in the store to 





VLCHEK 


MAXIMUM STRENGTH 
— MINIMUM BULK 


HIGHEST 
GRADE ALLOY 
STEEL 



















ARMALOY 
SOCKET WRENCHES 


Armaloy Socket Wrenches are 
made of a selected grade Alloy Steel, heat 
treated, gauged to closest tolerance and 
beautifully finished in Chrome Plate. 
Furnished in five sizes: 4", 9", '/2", %" and 
1" square drive with a complete assortment 
of drop-forged ratchets and driving units. 
Cataloged, Stocked and Sold singly or in sets 
by leading Industrial Distributors everywhere. 





Write for the New $-48 Catalog, just released. 
ARMSTRONG BROS. TOOL CO. 


The Tool Holder People 
5214 West Armstrong Ave. Chicago 30, Ill. 
Eastern Whse. & Sales Office: 
199 Lafayette Street, N. Y. 12, N. Y. 
Pacific Coast Whse. & Sales Office: 
1275 Mission Street, San Francisco, California 











Qe 
WOOD SCREWS 











A SURE SIGN FOR PROFITS 
is AJAX cellophane packed 
Wood Screw Assortment 


FREE DISPLAY STAND 


Assortments available 
in 5¢ OR 10¢ RETAILERS 


Open stock for replacements 









AJAX HARDWARE MFG. CORP. 
6829 AVALON @ LOS ANGELES 





inspect and buy other merchan- 
dise. 

In addition to the newspaper 
advertising, Scheel’s Hardware 
uses the Our Own catalogs sea- 
sonally. About 10,000 of these 
are distributed at a time to city 
and rural patrons. The response 
from the catalogs is very good. 
Many city and rural customers 
retain the catalogs and bring them 
with them when they come to the 
hardware store to buy, pointing 
out the items which 
they want. 

The firm also uses radio adver- 
tising. Two commercial announce- 
ments are usually used daily, one 
in the morning and one in the 
Costs for such advertis- 


advertised 


evening. 


ing range from $3 to $6 per day, 
depending upon the length of the 
announcements and the time. The 
local radio station has a wide city 
and rural which to- 
gether with the newspaper adver- 
tising and catalog program gets 
the Scheel message into thousands 
of homes in the area. 

With such a _ comprehensive, 
well balanced advertising program, 
most people in a wide trade area 
are kept aware of the merchandis- 
ing values offered by the Scheel 
stores. Fred B. Scheel says that 
the firm’s ad budget is being in- 
creased this year, as the manage- 
ment has found that well-planned 
advertising can sell merchandise 


coverage, 


in quantity over a wide area. 





New Linseed Oil Pricing 
Plan Increases Margin 


NEW method of pricing lin- 

seed oil which is designed 
to lift this item into a profit class 
warranting intensified year-round 
promotion of the commodity on 
the part of hardware dealers has 
been announced. This new plan 
features discount-from-list prices. 
a system used in pricing hardware 
generally, and it is intended to 
assure retailers a generous margin 
of profit. 

Under the new suggested sched- 
ule, adopted by some producers, 
linseed oil carries a 33 1/3 per 
cent discount from list, or a 50 
per cent mark-up. On all price 
quotations by distributors, list or 
retail 
discounts and costs are shown. 

This should: act as an incentive 
for dealers to consider the mer- 


suggested prices, dealers’ 


chandising of linseed oil as an 
all-year project by featuring it in 
paint advertisements as well as in 
ads devoted exclusively to oil. It 
can be spotlighted in window dis- 
plays of paint and related acces- 
sories and with house-cleaning 
supplies, polishes and waxes. In 
interior displays, linseed oil can 
be featured in the housewares and 
cleaning goods departments as 
well as in the paint department. 
Dealers, in selling presenta- 
tions, can stress the use of linseed 
oil in the home. Among such uses 
are: renewing varnish finishes; a 
furniture polish; to help rust- 


proof garden tools and wire cloth: 
for preserving paint brushes; for 
waterproofing and 
fabrics. 

In the paint industry, the mar- 
ket for oil is rapidly expanding 


preserving 


due to increased lead-and-oil mix- 
ing and greater production by 
manufacturers of paste paint 
which calls for mixing with oil on 
a gallon-for-gallon basis. 


Number of Federal 
Employees Lowest 
Since April, 1942 


OR the first time in seven and 

a half years, the number of 
Federal employees has fallen sub- 
statnially 2.000,000, the 
Civil Service Commission reports. 
The total at the start of December 
was 1.988.600, lowest since April. 
1942. 

“In December. 1947. the total 
dipped slightly below 2,000,000 
for one month, returning to 2,004.- 
000 in January, 1948,” the com- 
mission said in a news release. 


below 


The major payroll cuts were by 
the military departments, the De- 
partment of Agriculture and the 
Department of Commerce. They 
were partially offset by an increase 
by the Post Office Department. 
Employment totals for the larget 
agencies at the beginning of De- 
cember: Army, 321.000; Navy, 
294.300; Air Force, 151.000; Post 
Office Department, 533,100, and 
Veterans Administration, 195,900. 
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Take the Guess 
Out of Advertising 


ANY dealers fail to take ad- 

vantage of a systematic plan 
to help them make out annual ad- 
vertising budgets. 

Naturally, when a hardware 
dealer sits down and makes out 
his advertising budget for the 
year. he wants to spend his adver- 
tising dollar in the media—news- 
paper, radio, direct mail, etc. 
which will do him the most good. 

Sad to say, however, too many 
dealers — otherwise wide-awake 
and alert businessmen—shoot in 
the dark when it comes to adver- 
tising. They have no plan. They 
do not attempt to work out a sys- 
tematic. ‘workable, business-pro- 
ducing advertising budget. 

National concerns which spend 
millions of dollars each year in 
advertising take no chances. They 
send out crews of pollsters to 
check on the effectiveness of their 
advertising. or they hire special 
check their advertise- 
ments drawing power. 

Naturally, a hardware 
merchant can’t do this. But he can 
accomplish the same thing in a 
different—and a far easier and in- 
expensive way. He can check his 
present customers and sales. 

For a few weeks during the 
vear. why not conduct your own 
advertising efficiency 


firms to 


small 


program 
right in your own store? 

(sk each customer—in a friend- 
ly way. of course, just how he or 
she happened to enter the store 
and make a purchase. 

Or, better yet. 
printed or mimeographed cards. 
and hand to the customer, explain- 
ing. of course, that your firm is 
trving to check the efficiency of its 
advertising. You'll find that most 
customers will be eager to co- 


prepare some 


operate. 
The card could read something 
like this: 

! made a purchase at the ... 
hardware store because I noticed: 
Vewspaper advertising (_ ). 

{ radio program (_ ). 

Noticed the display 
cs 

Recommended by friend (_ ). 

Saw a sign on highway (_ ). 

Received direct mail ad (_ ). 


window 
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Looked in phone book or city 

directory ( ). 

Saw business card (_ ). 

Saw neon sign in front (_ ). 

Received telephone call from 

store (_ ). 

You can probably think of 
more advertising mediums that 
you have been using. Check each 
one. 

If you spot check your custom- 
ers over a long period, say several 
weeks, and then compile the re- 
sults, you'll get a fair idea where 
to spend those hard-earned adver- 
tising dollars to the best advan- 
tage. 


Seasonal Farm Slump Cuts 
Total Employment 
During December 


HE Census Bureau reports that 

the number of Americans with 
regular jobs dropped 962,000 in 
December. It is said the fall was 
due to the slowdown in farm oper- 
ations with the onset of winter. 

Non-farm employment increased 
143,000 to 51,783,000. An_ in- 
crease in part-time holiday-season 
jobs offset declines in construction 
and other lines that always con- 
tract during the winter. Farm em- 
ployment was down 1,105,000. 
leaving the net decline of 962,000 
in job holders. 

The Bureau figured unemploy- 
ment rose only 80,000 to a total of 
3.489.000 because the farm resi- 
dents who were temporarily out 
of work simply withdrew from the 
job-hunting ranks for the off sea- 
son. 

Total civilian employment in 
December was 58.556,000 com- 
pared with 59,518,000 in Novem- 
ber and 59,434,000 in December, 
1948. With the December figure 
in, Commerce Secretary Sawyer 
summed up the 1949 employment 
picture this way: 

“The average number of jobs, 
totaling 58,700,000 in 1949, was 
higher than in any year in our his- 
tory except 1948 and was only 
slightly under that record level. 
Mr. Sawyer said 1949 had pro- 
vided a “gratifying pickup” in 
employment in the fall after some- 
thing of a slump earlier in the 
year. 


It takes years of actual service on 
the job to create a popular buying 
trend for builders’ hardware. Smooth, 
friction-free service, year after year, 
has proved that NATIONAL Hard- 
ware possesses exceptional “built-in” 
stamina. 


The modern designs incorporated in 
this extensive line meet the require- 
ments of both present-day construc- 
tion and those of tomorrow. 


Attractive, protective finishes and 
neat packaging are further aids in 
building profitable repeat sales with 
National Hardware. 


NATIONAL 


MANUFACTURING COMPANY 


Sterling * Illinois 
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SKOTCH 


A Steady 
Profit Puller 





* printed in red and black 
or on cards for bin disploy 


Here's a wood joiner that really 
HOLDS ..-; 
cutting or splitting wood fibers. 
Applied like a nail. Potented 


prongs pull wood together for} TABLES 


tight strong joint. Works equally 
well on square, mitre, “T", split or 
dado joints. Perfect for repairs, = 
making screens, etc. 
played on counter or in self-ser- 

vice bins. \\ 


Free Sales Helps... 
Sample wood joints that show al Sy 


of SKOTCH Wood Joiners plus a new 


counter folder are yours FREE. Ask CHAIRS 


your Jobber or write direct for gen- 
erous supply. Dept. HAI 


SUPERIOR FASTENER CORP. 


2949 ELSTON AVE.. CHICAGO 18, ILL. SIGNS 
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and holds without} SCREENS 


Easily dis-| SCREEN 
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GRIPS LIKE A VISE 








Sales Training and 
Customer Relations 


Declaring that 60 per cent of all the production 

of the Nation's factories is sold without sales 

effort, Mr. Leiter says that the remaining 40 per 

cent requires sales training, salesmanship, sales 

effort. Of these things he says, "It doesn't cost, 
it pays.” 


By C. D. LEITER* 
Sales Manager, 
The F. E. Myers & Bro. Co., 
Ashland, Ohio 





C. D. LEITER 


) OU are retailers, sell- 


ers. salespeople—your job is to 
sell the production of the industry 
which you represent. You must be 
salesmen. 

Fortune recently said, “The only 
remaining shortage. and the most 
serious shortage, is the shortage 
of creative salesmanship.” 

Why is selling so important? 
The manufacturers of this country 
have the facilities and the abilities 
to produce goods far beyond the 
consumer demand for goods. Sell- 
ing-—salesmanship- will sell the 
need for these goods. the desire to 
purchase will sell the goods them- 
selves, far beyond that which is 
actually demanded. if salesmen 
are properly trained. 

Putting it another way, 60 per 


*From an address before the Ohio 
Farm Equipment Association at Colum- 


bus, Ohio, Dec. 15, 1949. 
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cent of all the production of all 
the factories will be bought by the 
consumer without sales effort, or 
in spite of sales activities or the 
lack of effort. It is the other 40 per 
cent which must be sold and on 
which all salespeople must make 
sales effort. It is that 40 per cent 
which means full employment. 
profitable production. low cost, 
low prices. a favorable economy. 

To sell that 40 per cent requires 
sales training. salesmanship, sales 
effort. actual selling—that is our 


job. 


Four Basic Requirements 

I believe there are four basic 
requirements in selling equipment, 
such as you have to offer. 

1. How to select. 

2. How to sell. 

3. How to install or prepare for 
use. 


4. How to service. 

To know and use these require- 
ments and render these services. 
you must: 

Know vour product. 

Know your business. 

Make the calls. 

Ask them to buy. 

Get the orders. 

The manufacturer must, then, 
train you and your salespeople on 
these points. 

On products you must learn 
what it is—design, construction, 
features. materials, engineering. 
What it does, that is, for the user 

will it save him time, labor, 
money; will it make him a profit; 
will it give uninterrupted service? 
How it functions—is it depend- 
able? How does it operate—will 
it work properly under any par- 
ticular conditions; is it difficult to 
handle and keep going? Why is it 
better than anything else I can buy 
to perform the task? These and 
many other questions will be 
properly answered in any training 
program. 

You must know your business 
in relation to goods you handle. 
by knowing where you can buy. 
to whom you can and should sell, 
what it will do for the user, why 
and when he should buv it and 
how you can profit in selling it. 

Making calls. in store and out- 
of-store. is the most important 
thing merchants and their sales- 
people have to learn or relearn. 
Many personal experiences show 
that sales slip through the fingers 
of some retailers because they do 
not make contacts or treat pros- 
pects civilly who come into the 
store. Learn to do this yourself 
and teach your salespeople to be 
polite and solicitous of all custom- 
ers. I suggest that you require 
every employee to make some out- 
of-store sales contacts—where they 
have to talk sales. The experience 
gained will make them better in- 
store salespeople—and you may 
uncover some really capable sales 
ability. 

How many sales did you lose 
this year because you actually 
failed to ask for an order? Some 
time during the interview the sale 
is closed, often by the customer 
who says. “All right, I'll buy that.” 
Many times the sale is not com- 
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pleted because you failed to say. 
“John, shall I deliver that to your 
farm on Monday or Tuesday?” 
You must ask them to buy. 

And you must close the order 
on a definite basis and under- 
standing. 

We thoroughly believe in the 
effectiveness of sales training on 
these basic principles, which are 
so fundamental that they are fre- 
quently overlooked. We have 


trained more than 25,000  sales- 
people during three years since we 
have made our program effective 
and are continuing the activity as 
being most desirable from our own 
production and sales standpoint. 
The customers like it—they ask 
for more training. more sales 
classes, more factory schools. 
When asked what it costs, our an- 
swer must be—it doesn’t cost—it 
pays. 





Standardization of 
Plumb Bob Point 
Seems Assured 

COMMITTEE of manufac- 


turers and engineers has 
been ‘working towards standardi- 
zation of a plumb bob point which 
it is hoped will simplify stock 
taking inventory for hardware 
dealers and will improve sales of 
complete bobs of the precision 
type using these points. Manufac- 
turers who have already sub- 
scribed to the new standard rep- 
resent over 50 per cent of the 
country’s production of such 
plumb bobs. The committee states 
that the standardization has been 
directed towards developing a bob 
point with such required charac- 
teristics as ease in replacement: 
accuracy; security against’ loss. 
and durability in service. 

Features of the proposed point 
include a 1/32 in. shoulder fillet. 
a 14 in. unthreaded neck, a long 
thread chamfer, and a 14 in. stem 
length. These, according to engi- 
neers who have been working on 
the project, combine to avoid con- 
centrated stresses during use, and 
result in a plumb bob point with 
the required characteristics. 

The standardization committee 
consists of George Greenewald. 
Jr., manager of Surveyors Service 
Co., Los Angeles; Lew Suverkrop. 
engineer and manufacturer, Suver- 
krop Industries, Box 436, Bakers- 
field, Calif., acting secretary: 
W. A. Parker, engineer, Heller & 
Brightly, Inc., Philadelphia; Harry 
W. Rubey, author of books on 
surveying and head of the Depart- 
ment of Civil Engineering, Univer- 
sity of Missouri, and R. E. White. 
consulting engineer. The work is 
being done with the cooperation 
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of the National Bureau of Stand- 
ards. Comment is invited by the 
committee, which may be ad- 
dressed, c/o Mr. Lew Suverkrop. 
Suverkrop Instruments, P. O. Box 
4306, Bakersfield. Calif. 


Inventory Policy Key 
To Business Prospects 


HE key to business prospects 

for the second half of 1950 lies 
in the inventory policies of busi- 
nessmen, Dr. Lionel D. Edie, head 
of Lionel D. Edie Associates, de- 
clared at a press conference spon- 
sored by the Peoples First Na- 
tional Bank & Trust Co. of Pitts- 
burgh. Even without a return to 
inventory accumulation, business 
activity and retail sales this year 
will be at least equal to 1949, 
while prices are likely to rise 
slightly, he stated. 

Dr. Edie was confident that the 
present level of general business 
would continue throughout the 
first six months of 1950. And, if 
business maintains inventories at 
the current level, the second half 
of the year will be about on a par 
with the first half, he said. “But 
the stage setting for another wave 
of inventory accumulation is beau- 
tiful.” he declared. “All we need 
is a spark to set it off.” 

A fifth-round wage increase in 
the automobile industry, “which 
would surely be passed on in 
higher prices,” might be the 
“spark” that would stimulate in- 
ventory buying, Dr. Edie said. 

In commenting on prospects for 
specific industries, Dr. Edie fore- 
cast that sales of steel products 
would be higher this year than in 
1949. although lower than in 1948. 
Automobile production will be off 
around 10 per cent from last 
vear. he estimated. 
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With 
the Amazing 
New Automatic 
Clutch Control 


New! Outstanding! Building your DEMAND 
— to new heights—for HOMKO 

as all those features your customers DEPENDABLE 
have been clamoring for! Automatic Homko 
operation—no gadget or lever to use! 
Walking speeds are easily regulated TRULY A 
by engine acceleration. Massive rub- QUALITY 
ber ured wheels with a choice of 
standard, or over-size tires for high propuct 
cut of grass. Easy storage. Write 
today and learn how you can profit 


with HOMKO Lawn Equipment! CHOICE OF 
=e a Starter available BRIGGS OR 
t I cost. 
at slight additional cost CLINTON 


18” to retail under $90 
20” to retail under $100 ENGINE 
24” to retail under $150 


WESTERN TOOL & STAMPING CO. 


2725 SECOND AVENUE, DES MOINES 13, [OWA 











* Level it off 


THE DAMAGE IS GONE 


Rob it in... 





Display card holds 12 cellophane bags, 

each contuining four sticks: light and 

dark mahogany walnut and maple, a 

plastic scraper and instructions. 
— Y 13 
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NOW is the time to use 


BROOKS WIRE FORMS 


They help keep your production costs 
low. Many operations can be done 
faster and better in wire than in 
solid metal. Sometimes the speed 
gained is doubled. Over i100 years of 


experience are at your service. 


M. S. Brooks & Sons, Inc., Chester, Conn. 


Since 1848 


“BROGKS  HOGKS 





Gripper Clips 
Registered U. BS. Pat. Ofies 
Small and large - me, 
sizes for holding . 
tools, garden im- 
plements, 
kitehen utensils, 
ete. Nickel plated. 
Packed on cards 
6 doz. to a box. 
Units (2 doz. 





lars on request. 


@ GIBSON GOOD TOOLS, INC. « 
: Boz 268 Orange, Mess., U.S.A. 














PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy co buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE - YORK, PA. 








Buy Savings Bonds 
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Ace Hardware Corp., annual con- 
vention and exhibit, Jan. 23-25, 1950, 
at Sherman Hotel, Chicago, Ill. E. C. 
Lindquist, vice-president and secretary, 
is in charge of arrangements. 

Alabama Retail Hardware Associa- 
tion, annual convention and_ exhibit, 
May 17-19, 1950, at the Tutwiler Hotel, 
Birmingham. Mrs. Euna G. Ramsey, 
509 North 19th St... Birmingham 3, 
secretary. 

American Hardware Manufac- 
turers Assn., 98th semi-annual con- 
vention meeting jointly with the 59th 
annual convention of the Southern 
Wholesale Hardware Association, 
April 2-6, 1950, at the Netherland- 
Plaza Hotel, Cincinnati, Ohio. Arthur 
L. Faubel is secretary-treasurer of the 
manufacturers’ association with head- 
quarters at 342 Madison Ave., New 
York City 17. T. W. McAllister, 814 
Metcalf Bldg., Orlando, Fla., is man- 
aging director of the wholesalers’ group. 

American Hardware Supply Co., 
annual merchandise fair and _ stock- 
holders’ meeting, Jan. 30-Feb. 1, 1950, 
at company headquarters, 41 Terminal 
Way. South Side, Pittsburgh 19, Pa. 
William M. Stout, executive vice-presi- 
dent and general manager. 

Arkansas Retail Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 13-15, 1950, at the Hotel LaFay- 
ette, Little Rock. A. W. Porter, La- 
Fayette Hotel, Little Rock, is secretary. 

Bicycle Institute of America, 1 
E. 57th St., New York City, annual 
convention Jan. 9-15, 1950, at the Boca 
Raton Club, Boca Raton, Fla. Partici- 
pating groups are the Bicycle Manu- 
facturers Assn. of America, the Cycle 
Parts and Accessories Manufactiféts 
Assn., the Cycle Jobbers Association, 
and the Merchant Member Group. H. 
Clyde Brokaw is B.I.A. president. 

Builders’ Hardware Conference, 
Fifth Annual Pacific Coast Regional 
Conference, May 17-19, 1950, at the 
Ahwahnee Hotel, Yosemite National 
Park, Cal. Sponsored by Districts 18, 
19, and 20 of the National Contract 
Hardware Association and of the Amer 


CONVENTIONS 


COMING 


AND 
EVENTS 





ican Society of Architectural Hardware 
Consultants, 420 Madison Ave., New 
York City 17. John R. Schoemer, man 
aging director. 

California Gift Show, Jan. 22-27, 
1950. Show information available from 
Woody C. Klinborg, director of trade 
shows for Los Angeles Trade Fair, Inc., 
1151 So. Broadway, Los Angeles, Calif. 

California Retail Hardware Asso- 
ciation, annual convention and exhibit. 
Feb. 20-22, 1950, at the St. Francis 
Hotel, San Francisco. LeRoy Smith, 
Room 262, Western Merchandise Mart, 
1355 Market St., San Francisco, secre- 
tary. 

Coast-to-Coast Stores, annual 
meeting, Feb. 5-7, 1950, at Minneapolis; 
Mastercraft Sales Meeting, May 1-2, 
1950. Sponsored by the Coast-To-Coast 
Store Central Organization, Inc., 29-43 
Main St., S. E., Minneapolis 4, Minn. 

Connecticut Hardware Assn., an- 
nual convention, Jan. 25-26, 1950, at 
the Hotel Bond, Hartford, Conn. Ned 
Russell, Harris Hdwe., 


Conn., is secretary. 


Southport, 


Cotter & Co., annual stockholders’ 
meeting and Spring Merchandise Fair, 
Jan. 30-31, 1950, at the company’s 
office and warehouse, 365 E. Illinois 
St., Chicago 11, Il. 

Florida Retail 


Georgia Retail Hardware Associations 


Hardware = and 


will hold their annual convention joint- 
ly in May, 1950, at the Seminole Hotel, 
Jacksonville, Fla. William W. Howell. 
Waycross, Ga., secretary for both 
groups. 

Franklin Hardware & Supply 
Co., annual spring meeting, Feb. 6-7, 
1950. Meeting place to be announced 
later. F. Leon Herron, is executive vice- 
president of the company which is lo- 
cated at 918-928 N. Delaware Ave., 
Philadelphia 23, Pa. 

Georgia Retail Hardware and Flor 
ida Retail Hardware Associations will 
hold their annual convention jointly in 
May, 1950, at the Hotel Seminole, Jack 
sonville, Fla. William W. Howell, Way 
cross, Ga., secretary for both groups. 
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Illinois Retail Hardware Association 
annual convention and exhibit, Jan. 
16-18. 1950, at the Hotel Sherman, Chi- 
eago. William F. 1194 Mer- 
chandise Mart, Chicago 54, secretary. 

Indiana Retail Hardware 
tion, annual convention. Jan. 


Ewert. 


Associa- 
24-26, 
1950. at Indianapolis. Convention head- 
quarters, Hotel Lincoln; exhibit, Murat 


Temple. G. F. Sheely, 333 No. Penn- 
sylvania St., Indianapolis 4, secretary. 
Industrial Supply Convention, 


May 22-24, 1950, at Atlantic City, N. J. 
Conference booths at the Public Audi- 
torium. Convention is sponsored jointly 
by the 
Manufacturers’ Assn., general manager, 
F. Kennedy Hanson, 1108 Clark Bldg., 
Pittsburgh 22, Pa.; National Supply & 
Machinery Distributors’ Assn., secre- 
tary-treasurer, Henry R. Rinehart, 505 
Arch St., Philadelphia 6, Pa.; Southern 
Supply’ & Machinery Distributors’ 
Assn.. secretary-treasurer, E. L. Pugh, 
712 Volunteer Bldg., Atlanta, Ga. 

Iowa Retail Hardware Association 
annual convention, Feb. 7-10, 1950, at 
Des Moines, Iowa. Convention head- 
Hotel Savery; 
Poultry Industries Bldg., Fairgrounds. 
Philip R. Jacobson, Mason City, secre- 
tary. 


American Supply & Machinery 


quarters, exhibition, 


Kentucky Retail Hardware Asso- 
ciation, annual convention and exhibit, 
Jan. 30-Feb. 1, 1950, at the Brown 
Hotel. Louisville, Ky. D. W. Laws, 501 
Republic Bldg., 

Louisiana Retail 
ciation. annual convention, March 20- 
21, 1950, at the Hotel Heidelberg, 
David O. Mansfield, 226 
S. State St., Jackson, Miss., is secretary. 


Marshall-Wells 


Louisville 2, secretary. 
Hardware Asso- 
Baton Rouge. 


Associate Stores 


‘Congresees sponsored by the Marshall- 


Wells Co., Duluth, Minn. At Duluth, 
Feb. 13-15, 1950; at Portland, Spokane 
and Seattle (combined in one meeting 
at Portland), Feb. 20-22; at Billings, 
Feb. 27-28. 

Michigan Retail Hardware 
tion, annual 
1950. at 


(ssocia- 
21-23, 
Grand Rapids. Convention 


Pantlind Hotel; 


convention, Feb. 


exhibit, 


Auditorium. Harold W. Schumacher, 
1112 Olds Tower Bldg., Lansing 8, 
secretary. 


Minnesota Retail Hardware Asso- 
ciation, annual convention, Jan. 24-26, 
1950, at St. Paul. Convention head- 
quarters. St. Paul Hotel; exhibit, Au- 
ditorium. C. J. Christopher, Nicollet at 
24th. Minneapolis, secretary. 

Mississippi Retail Hardware Asso- 
ciation. annual convention, June 5-6, 
1950. at the Buena Vista Hotel, Biloxi. 
David O. Mansfield, 226 S. State St., 
Jackson, is secretary. 

A ssocia- 
exhibit, 


Missouri Retail Hardware 
tion. annual convention and 
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aagt 7-9, 1950, at the Jefferson Hotel, 

. Louis. Louis C. Kreh, 1189 Arcade 
hag 812 Olive St., St. 
tary. 


Louis, secre- 
Mountain States Hardware and 
Association, annual con- 
24-26, 1950, at the Cos- 
Denver, Colo. F. W. 
Boulder, Colo., 


Implement 
vention, Jan. 
mopolitan Hotel, 
Reich, 1233 Spruce St., 
secretary. 

National Contract Hardware As- 
sociation and its affiliate, the Ameri- 
can Society of Architectural Hard- 
ware Consultants, annual convention, 
Sept. 18-21, 1950, at the Kiel Audi- 
St. Louis, Mo. John R. Schoe- 
mer, managing director, is located at 
420 Madison Ave., New York City 17, 
W. E. Shapleigh Hardware 
Co., is chairman of the General Con- 


torium, 


Peterson, 


vention Committee. 

National Hardware Week, April 
28-May 6, 1950. Sponsored by the Na- 
Retail Association, 


tional Hardware 


Indianapolis, Ind. Rivers Peterson, man- | 


aging director. 

National Houseware and Home 
Appliance Manufactures Exhibit, 
Jan. 19-26, 1950, at the Navy Pier. 
Chicago, Ill. 


Sponsored by 


National | 


Housewares Manufacturers Association. | 


A. W. Buddenberg, executive secretary, 
1140 Merchandise Mart, Chicago. 
National Retail Hardware Asso- 
ciation annual congress, July 17-20, 
1950, at Seattle, Wash. Rivers Peter- 
son, 333 No. Pennsylvania St., Indi- 
anapolis 4, Ind., managing director. 
National Sporting Goods conven- 
tion and show, Jan. 22-26, 1950, at the 
Hotel Morrison, Chicago, Ill. Exhibits 
in booths and rooms. Sponsored by the 
Sporting Goods Assn., One 
Chicago 2; G. Mar- 


National 
North LaSalle St., 
vin Shutt, secretary. 

Nebraska Retail 


ciation, annual convention, Feb. 


Hardware Asso 
14-16 
1950, at Omaha. Convention headquar- 
ters, Paxton Hotel; exhibit, Auditorium. 
C. A. McCoy, 325 Insurance Bldg., Lin- 
coln 8, secretary. 

Hardware 


New England 


Association annual convention and ex- | 


hibit, Feb. 21-23, 1950, at the Hotel 
Statler, Boston, Mass. Russell R. 
Meuller, 185 Dartmouth St., Boston 16. 
secretary. 

New York State Retail Hardware 
Association, annual convention, Feb. 14 
16, 1950, at Buffalo. Convention head- 
quarters at Hotel Statler; exhibit, Me- 
Nichols H. Kiley, 


Syracuse 2, secretary. 


morial Auditorium. 
904 Hills Bldg., 

North Coast Retail Hardware Asso- 
12-14, 
Portland, 


ciation, annual convention, Feb. 
1950, at Multnomah Hotel, 


Ore. D. D. Stewart, 714 American Bank 


Bldg., Seattle 4, Wash., 


secretary. 
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COVCPA Wwasiees 
you . T - 


When woodworkers and hobbyists see - 
this amazing new invention in action 
. they buy! The low price of $4.95, 
simplicity of operation, and accuracy 
of Micromatic adjustment—have sold 
Warren Washers everywhere, from 


Alaska to South Africa. Outstandi 


ng 


stopper display sells ’em right off your 
counter. National advertising and 
mobile demonstration units promote 
sales volume for you! Not a gadget— 


it’s a woodworker’s dream! 


WRITE FOR INFORMATION 


WARREN DADO SAWING WASHERS CO. 


70 Medbury, Detroit 2, Michigan 








P. WALL makes a COMPLETE Lin 
of Soldering Equipment 


BLOW TORCHES 
SOLDERING IRONS 
COMPOUND KETTLES 
FIREPOTS 

ALL SOLDERS 

SAFETY SHIELDS 
PARAFFIN SUPPLIES 
ACCESSORY EQUIPMENT 


— also — 
Oilers, Oil Carriers, Paint Pots, 
Gongs and Shells 


WAL 


ui rene 


P. Wall Mfg. Co. 


202 ERIE STREET, GROVE CITY, 











PA. 
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ie. ae 
SUNSHINE 


REG. U.S. PAT. OFF. 


FRENCH PROCESS 
CHAMOIS 


GENUINE OIL TAN 
MADE IN USA 


¢ DOUBLE DUTY s 


*® EASIER TO USE 
* LASTS LONGER 
* CLEANS BETTER 


ASK YOUR JOBBER 
FOR OUR 
DOUBLE DUTY CHAMOIS 
DOUBLE VALUE TO THE 
CONSUMER 











HOYT & WORTHEN TANNING CORP. HAVERHILL, MASS. 


NEW FArM-wisE 
ELECTRIC STOCK WATERER 
Offers Quick Sales—More Profits 


Makes possible low-cost, automatic out- 
door watering the year-round—even in 
FREEZING weather. Easy to __ install. 
Guaranteed for one year. Standard trade 
discounts. Delivery NOW! 


Write for Catalog Sheets and Prices 


CALF-TERIA SALES, INC. 


Dept. B Fort Wayne 3, Indiana 


















Tightens loose inane 
WITHOUT taking it apart 


CHAIR-LOC Fs 


<q WOOD JOINTS TIGHT 













THE — COMPANY, Freeport, N.Y. 


NEW COLUMBIANA ‘‘ALL-IRON'' PITCHER SPOUT PUMP 
Here are some of the outstanding 
features that make Columbiana the 
preferred name in hand pumps ter 
the entire world: 
& NON-DRIP @POUT 
* ADJUSTABLE REVOLVING 
BEARER 
» ANTI. FREEZE ACTION 
*% CUTAWAY BASE permits plee- 
ing bucket directly under spout 
Designed for wells and cisterns 
up to 25 feet deep. This low-price, 
high-quality, 20-pound pump is 
18%” high, has « 3” polished eyl- 
inder —- and 2 Sw eta 
connection for standar Hd =) 
Fig. 19, No. 2 Finished !n handsome g’ 
Write today fur complete information. Established ise8 


COLUMBIANA PUMP —~ 
COLUMBIANA, OHIO, U.S.A 











Electrify Your Hand Elevator 


with this Power Unit 
Saves operator time 

and labor. “Lifts 

from 1,060 to 2,000 

Ibs. with ease.” 
Elevator Power 


Units. Electric Elevators. Dumb Waiters. 
Write for information and prices. 


DAVIS & NEWCOMER 
Electric Elevator Co., Fostoria, O. 
WATER HEATER 
REPAIR COILS 
For old, new and 
Single, Double, Triple, 
Instantaneous, Multi-Coil 
Send for Catalog "*" 
DORMONT MFG. CO. 
1314 High Street Pittsburgh, Pa. 











obsolete heaters. 
90 DIFFERENT MAKES 
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Coming Conventions and Events 


North Dakota Retail Hardware As- 
sociation, annual convention, March 21- 
23, 1950. at Bismarck. Convention head- 
quarters, Patterson Hotel; exhibit, Au- 
ditorium. Miss Clarine Sherwood, 24 
Clifford Bldg., 

Ohio Hardware Association, annual 
convention, Feb. 7-9, 1950. at Cleveland. 
Convention headquarters. Hotel Statler: 


Grand Forks, secretary. 


exhibit, Auditorium. 


Oklahoma Hardware and Implement 
Association, annual convention and ex- 
hibit, Feb. 7-9. 1950, at Municipal Au- 
ditorium, Oklahoma City. Robert K. 
Thomas, 711 Wright Bldg., Oklahoma 
2. secretary. 

Ontario (Canada) Retail Hardware 
Assn., annual convention and exhibit, 
Feb. 6-8, 1950, at the Royal York Ho- 
tel. Robert M. Lamb, 1835 Yonge St., 
Toronto, Canada, secretary. 

Pennsylvania & Atlantic Sea- 
board Hardware Association, annual 
convention, Jan. 23-26, 1950, at Phila- 
delphia, Pa. Convention headquarters, 
Bellevue-Stratford Hotel; exhibit at 
Convention Hall. W. 
1616 Walnut Sa.. Philadelphia 3, secre- 


Glenn Pearce, 


tary. 

Rehm Hdwe Co. annual dealer 
convention and merchandise exhibit, 
Jan. 31-Feb. 1, 1950, at the Sheraton 
Hoiel, Chicago. 
wholesale hardware company which is 
located at Blue Island Ave. and 15th 
St.. Chicago 8. 

Sportsmen’s Shows: New England 
Sportsmen's & Boat Show, Feb. 4-12, 
1950. at Mechanics Bldg., 
Mass.; National Sportsmen’s & Vaca- 
tion Show, Feb. 18-26, 1950, at Grand 
York City; Inter- 
national Sports & Outdoor Exposition, 
March 3-12, 1950, International Amphi- 
theatre, Chicago; Buffalo Sportsmen’s 
& Boat Show, March 17-24, 1950, at 
Memorial Auditorium, Buffalo, N. Y.: 
Detroit Congress Sportsmen’s & Vaca- 
tion Show, March 25-April 2, 1950, at 
Fair Grounds, Detroit, Mich. Shows 


Sponsored by the 


Boston, 


Central Palace, New 


sponsored by Campbell-Fairbanks Ex- 
positions, Inc., 929 Park Square Bldg.. 
Boston 16; 139 E. 57th St., New York 
City 22; 28 E. Jackson Blvd., Chicago 
4: 331 Andrews Bldg., Buffalo 2; 1331 
Majestic Bldg., Detroit 26. 

Southern California Retail] Hard- 
ware Association, annual convention. 
Feb. 21-23, 1950, at Long Beach. Con- 
vention headquarters, Wilton Hotel: 
exhibit, Auditorium. A. C. Kammbeier. 
116 W. 8th St.. Los Angeles 14, sec 
retary. 

South Dakota Retail Hardware 


Association, annual convention. March 


John B. Conklin. 
198 So. High St.. Columbus, secretary. 


7-9, 1950. at Sioux Falls. S. D. Con- 
vention headquarters. Cataract Hotel: 
exhibit. Coliseum. O. R. Baily, 605 
So. Euclid Ave., 

Southern Wholesale Hardware 
Assn., 59th annual convention meeting 


Sioux Falls, secretary. 


jointly with the 98th semi-annual con- 
vention of the American Hardware 
Manufacturers Association, Apri! 
2-6, 1950, at the Netherland Plaza 
Hotel, Cincinnati, Ohio. T. W. McAllis- 
ter is managing director of the whole- 
salers’ association with headquarters at 
814 Metcalf Bldg., Orlando, Fla. Arthur 
L. Faubel, 342 Madison Ave., New York 
City 17, is secretary-treasurer of the 
manufacturers group. 

Texas Hardware and Implement 
Assn., annual convention and exhibit. 
Jan. 23-25, 1950, at the Shamrock 
Hotel, Houston, Tex. R. M. Souder. 
814-15 Texas Bank Bldg., Dallas 2, 
is secretary. 

Tennessee Retail Hardware Asso- 
ciation, annual convention, Feb. 20-21, 
1950, at the Hotel Noel, Nashvill 
Morris Jones, P. O. Box 784. Nashville 
2, secretary. 

Triple Mill Supply convention, see 
listing under Industrial Supply con 
vention. 

Tri-State Hardware and Implement 
Association, annual convention and ex- 
hibit, Feb. 13-15, 1950, at Herring Ho- 
tel, Amarillo, Tex. W. D. Shephard. 
Canyon, Tex., secretary. 

Virginia Retail 
ciation annual convention: March 
21-23, 1950, at Roanoke. 
headquarters, Hotel Roanoke: 


Hardware As- 


Convention 
exhibit. 
American Legion Auditorium. 6G. T. 
Omohundro, Jr.. Scottsville. secretary. 

Western Retail 
Hardware Association, annual conven- 
tion. Jan. 16-20, 1950, at Kansas City. 
Mo. Convention headquarters, Hotel 
President; exhibit, Auditorium.  Wil- 
liam J. Shaw, 24 Rialto Bldg.. Kansas 
City 6, secretary. 

West Virginia Hardware Associa- 


Implement and 


tion, annual convention and_ exhibit. 
March 13-15, 1950, at the Greenbrier 
Hotel, White Sulphur Springs. W. Va. 
James C. Fielding, 1628 McClung St.. 
Charleston 2, W. Va., secretary. 

Wisco annual merchandising school 
and sales show, Jan. 17-19, 1950, at 
Wisco Hardware Co., headquarters. 15 
So. Brearly St., Madison, Wis. Specia! 
25th anniversary program is planned 

Wisconsin Retail Hardware Ass 
ciation, annual convention, Feb. 7-9. 
1950, at Milwaukee. 
quarters, Schroeder Hotel; exhibit, Au- 
ditorium. H. A. Lewis, Stevens Point. 


Convention head 


secretary-treasurer. 
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NEW—SCIENTIFICALLY DESIGNED 


<usteWINDMASTER’ 


BAROMETRIC 


DRAET CONTROL! 


@ BETTER CONTROL @- EASIER INSTALLATION 
@ MORE PROFIT 





Square housing and patented angle mounted vane provides more 
uniform opening with larger effective area. Tested characteristics 
show a flat curve, assuring even, effective control—efficient 
operation at all draft values. See the test chart—it shows definite 
superiority. 


Exceptional simplicity of design and sturdy construction enable 
you to offer your customer higher quality at lower cost and 
better profit. 


Installation is exceptionally easy—ask your jobber. 


THE SKUTTLE MANUFACTURING COMPANY 
4099 BEAUFAIT AVENUE ¢ ¢ DETROIT 7, MICHIGAN 








Simplify Your Stock Taking with the 
HARDWARE AGE WHITE INVENTORY SHEETS 


the best ever—they are even more simple, more convenient and 
easier to use. Our entire effort was directed toward making 
your annual inventory taking an easier and surer undertaking 


These WHITE INVENTORY ‘SHEETS will fit the HARD. 


You can make your annual inventory taking an easier, surer 
job by using the HARDWARE AGE WHITE INVENTORY 
SHEETS which 1,000 leading retail hardware dealers helped 
us design. 





From the many suggestions received this sheet was designed 
to sell at a new low price—200 sheets for only $1, plus a 
25¢ mailing charge. As these sheets are printed on both sides 
of white paper, this means you really get 400 pages of inventory 
record sheets. Each side of the sheet has room for 28 items. 
Your $1.25 investment provides inventory space for 11,200 items. 


Daring the past years, thousands of retail hardware dealers 
and wholesalers have used millions of HARDWARE AGE 
{Inventory Sheets because they found them simple, convenient 
ind handy to use. The WHITE INVENTORY SHEETS are 


WARE AGE Inventory Sheet Binders which are used by thon. 
sands of dealers who reorder their Inventory Sheets from us 
year in and year out. 


Due to the exceptional low price at which these sheets are 
sold and which applies to the United States and its possessione 
only, please have your money order or check accompany your 
order. 


Make your inventory taking this year easier and surer with 
these WHITE INVENTORY SHEETS. Use the coupon belou 
to order your supply today. 


ee THIS ee -eeeee -- 


HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 
Gentlemen: 


Here is my $..............Please send me..... 
charge). Also send me.. 
NAME 


ADORESS 


HARDWARE AGE, JANUARY 12, 1950 


_...... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00 plus 25¢ mailisg 


Binders (50¢ each). Send these to me by return mail. 
FIRM NAME 
CITY STATE 
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1949 SALES 


$4.250,000,000 


MILLIONS OF CUSTOMERS 


OWN §33 750,000,000 worts 
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SAVINGS BONDS BUSINESS IS GOOD 


Your company benefits both directly and 
indirectly as you boost sales of U. S. Sav- 
ings Bonds through the Payroll Savings 
Plan. 


Direct benefits include decreases in 
absenteeism, labor turnover, and accidents 

with a corresponding increase in pro- 
duction. How come? It’s an intangible 
process but one that has been demonstrated 
in more than 20,000 companies operating 
the plan. Workers who invest regularly in 
Savings Bonds—the easy, automatic Pay- 
roll Savings way— become better workers. 
They feel more secure . . . are steadier and 


more careful in their work. 


Indirect benefits accrue from the effect 
of Bond sales on the national eeonomy— 


and is good for business! 


on which, of course, the future of all com- 
panies depends. That future becomes more 
secure because Bond dollars add up to a 
tremendous backlog of purchasing power 

~money that will buy your products or 
services in the years to come. What’s 
more, Bond sales improve the equilibrium 
of our economy by spreading the national 
debt. 

The experience of companies through- 
out the nation indicates that at least half 
of your employees can be persuaded to 
join Payroll Savings—without high-pres- 
sure selling. (The nation’s biggest adver- 
tising program—built with donated space, 
time and services — is creating universal 
awareness that Savings Bonds pay $4 for 
$3 when they mature.) 


HELP BUILD SECURITY— 
TAKE THESE STEPS IN YOUR COMPANY 


1. See that top management sponsors 
the Plan. 

2. Secure the help of the employee organ- 
izations in promoting it. 

3. Adequately use posters and leaflets 
and run stories and editorials in com- 
pany publications to inform employees 
of the Plan’s benefits to them. 


4. Make a person-to-person canvass once 
a year, to sign up participants. 
5. Urge each new employee, at the time 


he is hired, to sign up. 


For all the help you need, get in touch 
with your State Director, U. S. Treasury 
Department, Savings Bonds Division—or 
write the Savings Bonds Division, Treas- 
ury Department, Washington, D. C. 


The Treasury Department acknowledges with appreciation the publication of this message 


HARDWARE AGEG® 





This is an official U.S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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ENGINEERED QUALITY TOOLS SINCE 1919—at popular prices Nationally Advertised Products 





wee - GREAT NECK SAW MERS., inc. - Mineola, N.Y. « 





" @ back saws © hand saws pP 
© panel saws © mitre saws or" | 
© pruning saws © wood chisels | 0 
© block planes e fore planes | I : 





© keybole saws © hack saw frames 

© coping saw frames © coping saws 

© screw drivers © compass saws & nests 
© jack planes e smooth planes 


WAY SEE YOUR JOBBER IMMEDIATELY! 





FOR ACTION SALES... Vee 


FOR STEADY VOLUME - SURE PROFITS 
AND NO —— MERCHANDISE | 


STOCK 
THE 








Picture Hangers, a Hooks, Push Pins, Drapery 
Hooks, Kitchen Hooks, Closet Rod Brackets, 
Wardrobe Loops, Sash and Friction Locks, Coil 
Wire, Picture Wire. 


Priced to satisfy you - and your customers 


TATE 251 CAUSEWAY STRECT 
E. H. CO. BOSTON, MASS., U.S.A. 








Tago nove''® 4- POINT 














Ye 


ie . 
My i 
4 Ps HOLDS PLATE FLAT AGAINST WALL 
~, . Bigg « 
o Se hace. BRILLIANT, RUST PROOF FINISH 
uy eas 150 for Plates 5° to 6” .. $2.25 per doz. 
-— & be 250 for Plates 6" to 7/2" . 2.25 per dos. 
- 350 for Plates 7/2" to 9 . 2.25 per doz. 
450 for Plates 9° to 12” 2.25 per doz. 


550 for Plates 12" to 18° 3.00 per doz. 


MOUNTED ON CARDS F.0.B. CHICAGO, ILL 


‘A Roberts oR 











Get your yardsticks direct, $54.40 per 1000, quantity prices and sample on request. 
ONE COLOR PRINTING SIZE— 1%" x 5/32" x 36” 


SAVE! ee aS Ben te SAVE! 


Nashville, 


Tenn. 











CORRECTION: it was erroneously stated in an advertise- 
ment sponsored by this firm in the Dec. |, 1949 issue of 
HARDWARE AGE that this firm gives full freight allowance 
on its products. The statement ‘regarding freight should 
hove read: F. O. B., Los Angeles, California. 


For ST. VALENTINE'S DAY Order 
THIS FANCY HEART SHAPE 








9' x I", tapered sides, nests perfectly, 
saves handling, saves space. A wonderful 
pan also for birthdays and special parties. 
The fastest moving pan in the nation. Imme- 


diate delivery. JOBBERS: ORDER NOW 
FOR HOLIDAY DELIVERY. 


Another "Malcolite" Product 


760 EAST SLAUSON AVENUE 
be A L Cc ©) Cc o. LOS ANGELES 11, CALIFORNIA 














mail! You sold Kanister Sets until we 


customer for more Kromex originals 





The KROMEX KANISTER SET was the key... 
NOW HERE'S THE COMBINATION! 


. matched aluminum kitchenwares 
with a corefully coordinated mer- 


LAYER CAKE PAN | Epeistuiaeersnas 
| ] - bd ra) 


—L- 


sales autcmatically— by phone—by 
Encnigl lax 


couldn't deliver enough. For every 
Kanister Set you sold, you've got a 
and we do mean originals! CLEVELAND 3, OHIO 
K ROME X—and only KROMEX— 
brings you PANTRY PARTNERS! 
At the NATIONAL HOUSEWARES & MAJOR APPLIANCE EXHIBIT 
Booths 183-185-187, Novy Pier, Chicago 
At the CHICAGO GIFT SHOW, Room 682, Palmer House, 
and ot the regional gift and housewares shows 








%% 
GOOD 
BUSINESS 
towe 
HELLER 


STORE 
FIXTURES! 





DRAWING POWER 


The beauty of Heller Fixtures, the attractiveness 
they impart to your merchandise, draws trade to 
your store—Extra profits ore yours. 


QUALITY 


Years and years of satisfactory service are built 
into Heller Fixtures. New, modern, MULTI-LEVEL 
and conventional styles—Come to our factery and 
see two model stores completely merchandised. 


VALUE 


NEW LOWER PRICES, makes it easy for yeu to 
buy. Send sketch of your store for free store 
plan and estimate. Ask for large catalog #49. 


W. C. HELLER & CO. 
1050 Bryant St. Montpelier, Ohio 


Designers and manufacturers of Hard- 
ware Store fixtures exclusively since 1891 
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SALES BY MAIL! 


THE TIME IS NOW 
BUSINESS IS RECEPTIVE 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPT. 


Is designed to help you make it more so—lt will address and mail your 
Catalogs, Booklets, Circulars, Letters, Broadsides, Post Cards, etc., with 
maximum effectiveness, due to all names and addresses being verified 
and corrected right up to the minute of addressing and mailing, to all 
or part of the following lists: — 


548 General Wholesale Hardware Houses in the United States. 


134 Wholesale Heavy Hardware Houses in the United States. 
(These are in addition to 456 General Wholesale Hardware 
Houses who handle heavy hardware.) 


14131 Major Retail Hardware Dealers whose sales exceed $30,000.00 
annually and who in the aggregate account for the greater 
part of the retail business of the hardware trade. 


4205 Intermediate Retail Hardware Dealers whose sales are be- 


tween $20,000.00 and $30,000.00 annually. 


21505 Minor Retail Hardware Dealers whose sales are less than 
$20,000.00 annually. 


11297 Lumber Yards including some Builders’ Supplies Dealers. 
812 Department Stores handling Hardware and Housefurnishings. 


Write for Prices and Other Details 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPT. 


100 East 42nd Street - - = «= = #£=New York 17, N. Y. 
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DUPONT 
CELLULOSE 
SPONGE cil 


HOUSEWIVES 


Women know } 
gest selling six 
hey've use 





HARDWA 








1959 








* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY * MARSHALLTOWN, IOWA 

















NOR-SURF IE) 

BRAIDED NYLON " ~ J SELL THE 
SURF or 

pace) GG), (emai. is 


EST. 1857 


SADDLE LEATHER LINE 


@ Holsters, shell cases, cartridge 











Take advantage of customer preference with 
NOR-SURF! Packaged 6 50-yard connected 


spools 24, 27. 36. 45, 54, 63, 72 |b. tests belts, and other Lawrence saddle 
on : ’ : be : ; 4 SEND leather sportin oods are profit 
Permanent sand color. This coreless, soft- FOR CATALOG scala. tide = the Steus dane 
braided Nylon Line has no objectionable stretch OF THE SGD Clatiensiie elcastinad tx ton, 
.. long life! Also on tubes of 400, 500, and LAWRENCE x y 


ing outdoor magazines. Dealerships 
available. Write for information. 


MORWICH. LINE COMPANY, INC. THE GEORGE LAWRENCE CO. PORTLAND 4, OREGON 


NORWICH, N.Y. 


1000 yards ... same Tests and quality! LEATHER LINE 


Before you piace your next erder 
ce Cotclog end Price tht. “BRUSHWISE 


Attention Salesmen! Territories Opes CORPORATION 


“SELLING | Get this GARDEX 
| TOOL CATALOG 


tel amrilela-m elite 
bigger profits! 





DUPONT 
CELLULOSE 
SPONGE _. 



















No Wrnging 
+ Stooping 
Splashing 


Choice of 
HOUSEWIVES FOR 11 YEARS 






@Spading Forks © Sidewalk Scrapers 


Women know Minute Mop—-the big 

gest selling sponge mop in America! @ Rakes @ Turf Edgers 

They've used it and liked it for 

years coming back time and time a pi ae — 

again to replace mopheads when the @ Cultivators @ Special Tools 

DuPont Cellulose Sponge finally \OZ-~~— 920032" #+;| BR emu UlUmUmUmUmOtCO—~—~—~—~O aaa) 
mare out after ‘Tong hard us . Yes. And America’s most complete line of short 

t's “i business to have what the "pa: ” . 

Ritumes seuas tiie aaanaitne Minut= Model 101 $495 handled “Midget” tools—trowels, rakes, cultivators, etc. 

ie and Drainer. Call your jobber jig price 1 complete SEND FOR YOUR FREE COPY TODAY! 






GARDEX INC., Michigan City, Indiana 


DISTINCTIVE HARDWARE  Feprmiiioennsesiaperesrtons 
ALL FROM J SOURCE SCREWS AND BOLTS « SASH HARDWARE 


if €¢:& ROCKFORD @ ILLINOIS 


= \3) ‘= — MASONS 
- eee iA El £- 33 . 
IF ae ORIGINATED 1896 5 ~ iy 


se" UMINUM AND ALUMINUM 
MAYES GUARANTEES ACCURACY, SERVICE yi 
ASK YOUR DEALER *AND DURABILITY: CATA 


maves roo.s MAYES BROS.TOOL MANUFACTURING CO. Inc. Port Austin, Mick. 
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13 E.23rd.St. 
CHICAGO 16 ILL. 


MINUTE MOP (0. 































assified Advertising Rates 














Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words...... - $5.00 
Each additional word......... 10 
Positions Wanted 
Special Rate) set solid, maximum, 
ere $2.00 
Each additional word......... 05 


Allow Seven Words for Keyed Address 


or Your Address 











*BOXED DISPLAY RATES 
$8.00 Per Column Inch 











Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Classified 
Advertising. 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


previous to date of publication. 


Samples of Merchandise, Literature, Catalogs, 
etc., will not be forwarded to box number 
advertisers unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
100 East 42nd St., New York 17, N. Y. 








— 

















| __ Help Wanted 


”] | [Sales Representatives Wanted | 


[Sales Representatives Wanted | 





SALES MANAGER. GROWING WHOLE. | 
SALE HARDWARE BUSINESS located in | 
Ohio, wants Sales Manager. State your expe- | 
rience, opportunity for right man. Address Box | 
N-596, care of Harnware AGe, 100) East $2nd | 
St.,. New York 17, N 








SALESMEN WANTED, RELIABLE’ ES | 
TABLISHED HARNESS, COLLAR AND | 
SADDLERY HOUSE selling complete res in 
cluding kindred items of saddlery, hardware, | 
blankets, hames, chains and_ leather Protected | 
territories in States of New York, Pennsylvania, | 
Wisconsin and New England as well as those | 
west of the Mississippi River are availabie. Only | 
substantial aggressive men who are willing to | 
work hard and on commission basis will be given | 
consideration. Application by letter only. Give | 
full information about yourself and your busi- 
ness activities over the past five years in first 
letter. Southern Saddlery Company, Chattanooga 


Tennessee 


SALESMAN 
expe rienced in 


UNMARRIED YOUNG MAN, 


retail hardware and outside sell- 


St., New York 17, 


ing, to represent established Western New York | 
Manufacturer on road throughout U. S. Car |} 
furnished, salary and expenses Write Box | 
N-589, care of Harpware Acer, 100 East 42nd | 

‘ | 








HARDWARE, HOUSEWARE 
AND ELECTRICAL SUPPLIES 


Well known jobber with fast selling lines wants ex- 
perienced salesmen with following in all New York 
City boroughs and adjacent metropolitan areas. Won- 
derful opportunity with established protected territory 
and drawing account to men selected. Write fully. 
Replies confidential. 


Address Box N-602, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














SALESMAN WANTED 


Experienced, with following among hardware dealers, 
plumbers, contractors, building material yards, etc. 
Established distributor of plumbing supplies since 
1932. A complete and competitive line assures the proper 
men of returms exceeding $15,000.00 per year. Four 
territories open: Detroit area—balance of Michigan— 
Indiana—Ohio. Reply Box N-606, care of HARD- 
WARE AGE, 100 East 42nd St., New York 17, N. Y. 
All replies confidential. 








SALESMEN WANTED. 
Tools and Hardware Specialties 
Open to be carried as Side-Line. 
mission. Address Box N-597, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. Y. 


NEW YORK HARDWARE JOBBER WITH 
NATIONALLY 
Openings for Experienced Salesmen with follow- 
ing in Long Island, Westchester County, and New 
Jersey, and Metropolitan Area. Replies will be 
kept confidential. Address Box N-581, 
HarpwareE AGe, 100 East 42nd St., 
17, N - 


New York Jobber, 
has Territories 
Good com- 


SIDELINE SALESMEN CALLING ON RE. 
TAIL HARDWARE STORES. Line of Plumb. 
ing and Heating Specialties. Several choice ter- 
ritories available on an exclusive basis. Give 
territory covered and other lines handled. Ad- 





ADVERTISED LINES _ has 


care of 
New York 








SALESMEN WANTED 


Full time or side line to sell complete branded nation- 
ally advertised line Paint Brushes. Men with following 
among hardware, paint, department stores, lumber 
yards and industrial supply houses preferred. Excep- 
tional opportunity. Protected territories. Good com- 
missions. Write 


BRUSHWISE CORPORATION 


West Fourth at Mercer Streets New York 12, N. Y. 














-——— WANTED ——— 
TOP-FLIGHT 
MANUFACTURERS 
AGENTS 


or sideline salesmen to sell NEW-PAT- 
ENTED-PROCESS, House Paint, Exterior 
Primer, Flat Wall and Enamel Undercoat. 
This ECONOMICALLY PRICED line backed 
by local advertising, banners and sound 
merchandising ideas. A real opportunity 
to increase your earnings without cost to 
your present lines. A money maker with 
large volume and repeat sales. Quality 
tested by a private testing laboratory. 
Protected territories open. 


MERIT PAINT & VARNISH CO. 


3748 East 91st Street 
Cleveland, Ohio 


56 vearsin the paint business. 








dress Box N-585, care of Harpware AGE, 100 
East 42nd St., New York 17, N. Y. 





_ WANTED SIDELINE SALESMEN. Lead 
ing Eastern Sporting Goods Manufacturer has 
Choice Territories Open for Men with retail 
trade following. Baseball Gloves, Baseballs, Soft- 
balls, Fishing Tackle, Golf Balls, Footballs, Bas- 
ketballs, Boxing Gloves. Commission basis. State 
territory covered, experience and lines now sell- 
ing. Address Box N-560, care of HARDWARE AcE 
100 East 42nd St., New York I0, Ws Be 





ALESMEN WANTED TO SELL QUAL- 
Ty LINE OF PLASTIC FLY SCREEN WIRE 
in all sections of the United States to Whole- 
sale and Retail Hardware, Lumber and Millwork 
Dealers. Will be selling first quality screening at 
less than regular factory prices. We have 25,067 
rolls of this screen. Liberal commissions This 
item will sell itself at the price you will be offer- 
ing it for. Contact immediately Millman Hard 
ware Co., 114 Market St., Philadelphia 6, Pa 


PAINT SALESMAN WITH FOLLOWING 
AMONG PAINT AND HARDWARE STORES 
to sell a Low Priced but Quality Line of Paints, 
Varnishes and Enamels. Address McNamara 
Paint Co., Inc., 433 Leland St., Detroit, Michi- 
gan. 





THIS LONG ESTABLISHED HIGHLY RATED 
COMPANY offers 50 factory lines to salesmen 
covering retail stores outside of the larger 
cities. Here are fifty complete factory lines, 
and salesmen earn a good living handling 
them. It would take you a lifetime to assemble 
so varied an assortment of lines. Write Sales 
Manager, Box N-I45, care of Hardware Age, 
100 East 42nd St., New York 17, N. Y¥ 

















SALESMEN WANTED 


ALL TERRITORIES OPEN. Calling on Houseware 
and Hardware Jobbers. Chain and department stores. 
Nationally known manufacturer with new KNIFE 
SHARPENER. National advertising breaking in 
January in trade and consumer —— and news- 
| papers. Proven market acceptance. real oppor- 
j tunity—act now. State all particulars in saa letter to: 


Box 166, Boston 49, Massachusetis 
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Claasihied Opportumitien. Section... 











Sales wes Wanted 


WE NEED MEN TO CALL ON RETAIL 
HARDWARE AND IMPLEMENT DEALERS 
for several territories. Attractive proposition for 
the right men. Write giving lines now repre- 
senting and territory covered. Personal refer- 
ences and bank references desired. Address Box 

N-587, care of Harpware Ace, 100 
4 New York 17, N. 





SALESMEN & REPRESENTATIVES NOW | 


CALLING ON PLUMBERS & HARDWARE 
STORES — Manufacturer changing method of 
distribution selling direct to retailers the best 
competitive low price, high quality Wall Type 
Chrome Plated Swing Spout Faucet on the mar- 


ket, protected territories, liberal commissions 
Please write to Box N-588, care of HARDWARE 
Act, 100 East 42nd St., New York 17, N. Y 











ELECTRICAL WIRING DEVICES 


Manufacturer of approved line of sockets, switches, 
ete., wants experienced aggressive salesmen with es- 
tablished contacts among electrical, hardware and 
housefurnishing wholesalers. Many territories open 
including Metropolitan New York areas. Unusual 
earnings on protected commission basis. Write con- 
fidentially all details. 


Address Box N-607, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















SALES REPRESENTATIVES 


To sell Sterling Sliding Door Hardware and 
Casement ware to Builders’ Hardware 
Dealers and Lumber Yards. Liberal Com- 
missions. Exclusive Territory. 


STERLING HARDWARE MFG. CO. 
2345 W. Nelson St., Chicago 18, Illinois 


Tales Repnmentalines Wanted] |(— fAiccounts Wanted | 





MANUFACTURERS AGENTS—If_ you call 
on Wholesale Hardware and Lumber Companies 
you'll find our Aluminum Mouldings and Trims 





East 42nd | 

















MANUFACTURER'S REPRESENTATIVE 
FOR PAINT TRADE SALES 


Old established, full-line, paint manufacturer with 
developed business in Northeastern Pennsylvania and 
Central Southern New York offers an unusual oppor- 
tunity in this territory beginning January 10. Plenty 
of sales promotion support. Write fully in confidence— 
Address Box N-575, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















WANTED 


SALES AGENT 


Important nationally known manufacturer has 
developed lowest cost paging and alarm sys- 
tem now produced. Suitable for all medium 
sized factories, offices, hospitals, retail stores, 
restaurants, banks, etc. 

Our own salesmen cannot handle this product 
because they cover different trade. Exclusive 
agent appointments will be made at once. 
Prefer man with small sales organizations now 
covering above mentioned outlets. Liberal 
commission and special discounts on samples. 
Write fullest qualifications to President, 


CHIMES AND SIGNALS, INC., DEPT. SA-4, 


Madison & Redbank Roads, 
Cincinnati 27, Ohio 











HARDWARE AGE, JANUARY 12, 1950 





a profitable tie-in with your present lines. Good | 

territory open now. Write Reliance Aluminum 

Trim Corp., 176 W. Adams St., Chicago, Illinois. 
| TOOL MANUFACTURER OF LONG 


STANDING has One or Two Sales Territories 
Open. Will consider commission sales representa 
tives having established clientele among the better 
grade retail hardware store and jobber outlets 
| Address Box N-591, care of Feel ARE AGE, 100 
| East 42nd St., New York 17, N. Y. 





TOOLS, BULLDERS HARDWARE, ET‘ 
SPECIALIZED LINE. SALES REPRESEN 
TATIVES WANTED to call on Jobbers, Chain 
| Stores, etc. Commission basis State exact terri 
| tory covered, experience, full details. Address 
Box N-595, care of Harpware AGe, 100 East 
| 42nd St., New York 17, N. Y. 
| 
} 
| SALES REPRESENTATIVES WANTED 
Salesmen calling on retail hardware dealers, to 
sell a Complete Line of Steel Disc, Rubber Tired 
Wheels from 4” in Dia. to 10” in Dia. on a 
10% commission. Give references and state 


territory now covered and number of stores 
Wwe Write LaGrange Metal Products, 
| 
| 


con 
4125 
W. Washington Blvd., Hillside, Illinois 





| ILLINOIS REPRESENTATIV E—to 

very complete line of Paint for a_ well 
Chicago manufacturer. Quality lines at 
petitive prices, plus low priced promotional 
that are so necessary and saleable today. Com 
mission or drawing account arrangement. A real 
opportunity for the right man. Address General 
Paint & Varnish Co., 2001-25 N. Mendell St., 
Chicago 14, Ill. 


sell a 
rated 
com 
lines 





1949 METAL GARDEN-PORCH SUMMER 
CHAIRS. Name brand merchandise in popular 
price brackets. Sold to largest concerns over the 
country. Strong short line for volume sales. No 
samples required, sold from pictures. Sales Rep 
resentatives Wanted for retail dealer hardware 
and housefurnishing trades. Commission basis. 
Representatives all territories invited to inquire. 
In first letter furnish resume of exeprience, terri 
tory covered, type lines now handling. Replies 
considered confidential. Address Box N-601, care 

| of Harppware Ace, 100 East 42nd St., 

17, N. ¥ 





| Accounts Wanted 





| AN ESTABLISHED CALIFORNIA SALES 

ORGANIZATION covering the Hardware, 
Housewares and Builders’ Hardware Fields de- 
Advertised Lines on 


| sires Additional Nationally 
| a commission basis. Address Box N-592, care 
Acer, 100 East 42nd St., New York 


of HArpWaRE 
7, B. ¥. 


(Classified Opportunities continued on page 254) 


New York | 








MR. MANUFACTURER 


WE ARE INTERESTED IN STAINLESS 
STEEL COPPER-CLAD COOKWARE AS 
A SELF LIQUIDATING PREMIUM PRO- 
MOTION. WE SERVICE TWO THOUSAND 
ACCOUNTS. WRITE 

CAL-CAST PRODUCTS 

1575 COMPTON AVENUE 

LOS ANGELES 21, CALIF. 











NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa 


Branch Offices 
New York @ Philadelphia @ Detrolt 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 
the accounts or you can bill direct. 
Write for further information and references. 

















EXCLUSIVE DISTRIBUTORS OFFER: 
SCISSORS, POCKET KNIVES. 
RAZORS, SEWING NEEDLES, 

DRAWING INSTRUMENTS, 
IMPORTED FROM GERMANY 
For details contact: 


ULLMANN TRADING COMPANY 
140 Nassau Street, New York 7, N. Y¥ 

















PENNA.—NEW JERSEY—MARYLAND 


We contact the better dealers and jobbers of 
Hardware and Farm Equipment with a sales 
program to fit your product. High grade spe- 
cialized line wanted. Write— 


SYNCO—COMMERCIAL TRUST BLDG. 


PHILADELPHIA 2, PA. 

















MO.-KANS.-IOWA-NEBR. 


ESTABLISHED EXCLUSIVELY IN HARD- 
WARE AND HOUSEWARES. ONE SALESMAN 
AND MYSELF SELLING. WANT TO SELL 
FOR ONE MORE GOOD MANUFACTURER. 
POTENTIAL INCOME EXPECTED, %5,000 
MINIMUM. 
Address Box N-533, care K om te gee 
100 East 42nd Street, New Y 17, N. 

















ATTENTION MANUFACTURERS 


STANLEY QUISENBERRY. 
Sales Manager and Director Shap- 
leigh Hardware Company, now con- 
ducting Manufacturers’ 
Business, will consider adding Any 
Good Lines available for Middle West. 


Soliciting Jobbers only. 


retired 


Agency 


Enjoys wide acquaintance. 


Address care of ARCADE BUILDING 
St. Lowis |, Missouri 








N 
wi 
-~ 
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Accounts Wanted 


}[ Positions Wanted | [Business Opportunities | 





MANUFACTURERS REPRESENTATIVE 
SOLICITING REFINERIES, RAILROADS, 
INDUSTRIAL AND HARDWARE JOBBERS 


n Southwestern territory desires One or Twi 


Additional Lines on commission. Please reply t 
Box N-590, care of Harpware AGe, 100 East 
42nd St., New York 17, N. Y. 

HERMAN E. MILLER COMPANY, 139 Ot- 
tawa N.W Grand Rapids, Michigan, desires 
Houseware Line Merchandising through jobbers 
and detailing retailers in State of Michigxn 


SALESMAN-—-covering Retail Hardware, Sport 
ing Goods, and Department Store Trade in North 


Carolina, Sonth Carolina, Georgia, and Florida 
excepting Lower East Coast, desires Additional 
Non-Conflicting Line—-commission basis. Several 


financially re 
references. 
100 


vears’ experience with this trade 
sponsible excellent trade or personal 
Write Box N-603, care of Hampware AcE 
East 42nd St., New York 17, N § 


EXPERIENCED SALESMAN SELLING A 
TOP CONSUMER LINE direct to Hardware 
Housefurnishing - Sporting - Department Stores 
throughout the six New England States seeks One 
Other Established Consumer's Good Line that is 
tops. Commission—closed territory basis. Only 
substantial established lines considered. Confi 
dences 100% observed. Address Box N-604, care 
of Harpware Ace, 100 East 42nd St., New York 
7, WY 





ESTABLISHED AMERICAN MANUFAC 
PFURERS REPRESENTATIVE AND DIS 
PFRIBUTOR covering Western Venezuela, selling 
the cil fields. contractors, commercial houses and 
through branch stores wants Laine Hand and 
Power Tools, Construction Material and Equip 
ment, Hardware Gifts and Automobile eces 
sories. Address Casa Tecnica Van Cleave, Calle 
Independencia 186, Cabimas, Venezuela, South 
\meri 

ATTENTION MANUFACTURERS TWO 
AGGRESSIVE SALESMEN WITH AN EX 
CELLENT FOLLOWING among electrical 
dealers, hardware stores, plumbers, farm equip 
ment dealers, and lumber yards Eastern Mis 
souri, and Central and Southern Tlinois includ 
ing St. Louis Area want Good Direct Lines on a 
territorial basis to go with present plumbing and 
heating line now carried Reply Sox =N-605, 
care of HArpWARE AGF, 190 East 42nd St., New 
York 17, N. ¥ 

RESULT PRODUCING SALESMAN) seeks 
Outstanding Hardware or Appliance Item or 
Line from Manufacturer for Brooklyn and Long 
Island or Entire Metropolitan Area. Now suc 
cessfull selling to hardware lumber and ap 
pliance jobbers and retailers in Brooklyn and 
Long Island Manufacturers only. Address Box 
N-599, care of Harpware Acer, 100 East 42nd 
St., New York 17, N. Y 
254 


RETAIL HARDWARE AND PAINT 
SALES. Man 45 years old, 20 years’ experience 
and well able to manage business and handle help 
and not afraid to work wishes Position in New 
York City or North Jersey Address Box N-594, 
cxre of Harpware Ace, 100 East 42nd St., New 
York 17, N. ¥ 


SALESMAN 
States 20 yrs. contacting 
hardware and_ house 
Specialty cutlery. Thor- 


EXPERIENCED 
covered Southeastern 
leading wholesale, retail 
wares department stores. 


SPECIALTY 


oughly tamiiiar general hardware. Age 43, 
married. Own late model car, financially respon 
sible. Best business and character references. 
All replies held strictest confiden-e. Address Bux 
N-600, care of Haroware Ace, 100 East 42nd 
St.. New York 17, N. Y 

WHOLESALE HARDWARE, MILL AND 
INDUSTRIAL SUPPLY MAN, thoroughly ex- 


perienced in purchasing, sales, pricing of bids, 
estimating. Experience covers every phase of 
Hardware Business. Splendid record. Best refer- 


ence. New York City Area preferred. Address 
Box N-608, care of Harpware Ace, 100 East 
42nd St., New York 17, N. Y 


HAS YOUR FIRM AN OPENING for a 
Hard Hitting Young Sales Clerk. Married, good 
education, experienced in large hardware and 


with a knowledge of 
position that requires 


houseware establishments 
locksmithing. Desires a 
ambition, initiative, and intelligence. Emp!oy- 
ment must be in New York City. Address Pox 
N 593, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. ¥ 


HARDWARE EXECUTIVE: UNIVERSITY 
GRADUATE WITH OVER TWELVE YEARS 
HARDWARE EXPERIENCE including four 
vears as general manager of large retail store, 
three years as paint buyer and manager of whole 
sale paint division Thorough background it 
merchandising, sales management, advertising, 
displays, budgeting, stock control and purchasing 
Only positions of responsibility will be considered 
\ddress Box N-593, care of HARDWARE AGE, 
100 East 42nd St., New York 17, N. Y 








| Bainess Opportunitien | 





IF YOU HAVE AN ARTICLE that is prac 
tical for the general public or the industry, we 
will be glad to consider it for manufacturing 
and distributing. Send us drawings or a sam 
ple. Address Martin Staunt Mfg. Co., 4439 W 
Rice St., Chicago 51. Illinois 


NEW YORK MANUFACTURERS AGENCY 


JOBBING of Hardware Specialties Business 
For Sale Established twenty-five years and 
growing faster now than ever. Owner wishes to 
retire Yearly net income exceeds ten thousand 
dollars; nucleus of what could be much larger 
business. Price $10,000.00 cash plus inventory 
Address Box N-582, care of Harpware AGE, 
190 East 42nd St., New York 17, N. Y. 


FOR SALE—HARDWARE STORE in Fast. 
est Growing Section of S.E. Florida. Established 
15 years. Gross over $100,000.00. Store modern, 
clean—will sell at inventory, approx. $40,- 
000.00 plus fixtures—Cash only. Owner retiring 
to grove in Central Florida. Address Box N-577, 
care of Harpware Ace, 100 East 42nd St., New 
Torr 17, A. F 


FOR SALE HARDWARE, PAINT, HOUSE 
WARE AND SPORTING GOODS STORE in 
Beautiful Coastal South Carolina Resort Area Town 
on U. S. highway 17. All year established business 
direct from owner. No brokerage fee. Wonderful 
Opportunity for expansion unlimited.  Addres 
Box N-609. care of HArpware AGE, 100 East 
St., New York 17, N. Y 





HERE'S YOUR CHANCE TO RETIRE! 
Am looking for Hardware and Industrial Sup 
ply Store in progressive town 5,000 to 15,000, 
doing $50,000 to $75,000 yearly gross. Within 
200 miles radius of New York City. Full par- 
ticulars first letter. References exchanged. Ad 
dress Box N-570, care of Harpware Ace, if 
East 42nd St.. New York 17. N. Y 





HARDWARE STORES WANTED 


Anywhere in the U.S.A. 
Substantial Cash Buyers Waiting 
No obligation to list with us 


GOLDEN BUSINESS AGENCY 


Est. since 1918. Founded on Fidelity 
jm 2525 BROADWAY, NEW YORK 25, N. YJ 











Over 60% Off! 


Brand new $200.00 show- 
cases for $75.00... brand 
new $60.00 flush type 
counters for $24.00. Yes, 
brand new .. . in their 
original crates in Grand 
Rapids, Michigan. The rea- 
son? We ordered too many 
...+ more than we could 
use. We're clearing them 
out at a fraction of their 
original worth or today’s 
replacement cost. For full 
information write: 


cae of HARDWARE ALE 


New York 17, N. Y 


Address Box N-598, 
100 East 42nd St., 
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bd | Four - Square Electro-Welded 
Prepare for Spring! - Pali / 
Disc-Wheels ( Tubular Steel Handle 
| j . Stands Vertical 
Grass starts growing early Sik Dictate mater Gene 
Rubber Tires 


Order your READING LAWN MOWERS now! 
Here's a well balanced line to meet 

various levels of competition. 

Consider these features for more sales and profits 
Free folder contains prices and complete 


information on five leading models 
WRITE FOR IT TODAY! 


READING HARDWARE CORP. 


ESTABLISHED 1851 
READING, PENNSYLVANIA 


Streamlined Chassis 
Electro-Welded Reel 
Ball Bearings 
Simple Adjustment 


\ Five Blades-Four Spiders 


| Precision Ground 
Hardened Alloy Steel 
Self-Sharpening 
Rubber Roller 


Brilliant Colors 












SS — 


When YouAre Looking 


For a Certain Product THERMO-RITE . 


The World's Most Practical 
TEMPERED Gladd 
FIREPLACE SCREEN 





and only the trade-name is known— 
look in the General Directory Section 
of the “WHO MAKES IT?” Number | 
of HARDWARE AGE for that par- 
ticular trade-name. You will find it | 
listed alphabetically under the prod- 
uct heading of the item in question. 



















HEAT 
Radiates maximum 
fireplace heat con- 
stantly throughout 
room. 


SAFETY 

Protects children, 
rugs, furnishings, 
from flying sparks 
and ashes. 
EFFICIENCY 
Reduces heat loss, 
saves fuel bills by 
controlled draft. 
BEAUTY 
Enhances fireplace 
| charm winter and 
summer. 
CLEANLINESS 


Eliminates soot, 


There alongside the trade name you 
will find the name of the manufac- 
turer who makes it. The address of 
the maker will also appear with the 
firm name arranged alphabetically in 
the same list. ; | 


Keep this Merchandise Directory 
Number where you can reach it | 
quickly whenever you need help in 
buying hardware products. 


smoke — keeps 
upholstery, drapes 
clean. 


PERMANENCE 
Solid brass con- 
Struction, hear- 
treated crystal- 
clear glass doors. 







AVAILABLE NOW 
PROMPT DELIVERIES 

ALL SIZES—SIMPLE TO INSTALL 

THE THERMO-RITE MFG. COMPANY 
AKRON 11, OHIO 












Write for literature 
illustrated in full 
color and new price 


list. K-150-16 


Ne EDDY E-1-Y ASH SCOOP 


ONLY STOKER “SPOON-OUT” ASH SHOVEL 
Nothing else does the job like this lifetime tool. 10 years of 
approved use. Gets EVERYWHERE in firebox; completely 
removes loose ash. Clean, easy to use; reduces coal waste. 
Money-Back Guarantee. 

THROUGH ANY JOBBER ANYWHERE! 
MANUFACTURER TO YOU! ORDER NOW! 


HARDWARE AGE | 
100 E. 42nd Street, New York 17, N. Y. | 
















Asked for by Thousands! As Adver- 

tised in BETTER HOMES & GARDENS Z Z 
42-in. handle ge 
Zin, disk scoop 
Weighs approx. 2-lb. 





(3 
ZF” Ash Master 
Of Any Furnace 


NOT FOR SALE 
SOLD DIRECT — 
































Retails At YOUR PRICE: $13 per mini- ‘ EDDY MANUFACTURING CO. 
: : S. 817 Adams, Spokane 9, Wash. 
$2 30 mum wholesale unit of 10. + 

e SOR. Sechene. $3 ear cet ' Fill the following order for Eddy EZY [] 60 
—— a - peta pr paces of ‘ Ash Scoops to be shipped immediately. [7] 50 
50% Mark-up = te +n guanaaaemeeemmammamanas [) 30 
or more. TERMS: 2%, 5 ERTIES 
> days, Net 30 days. i es [) 10 
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COLYMBIAN VISES 


THE BEST MADE 


% Columbian Vises 
are the standard for 








strength, workman- 
ship and depend- 
ability. Columbian 
Vises offer your cus- 
tomers the greatest 
value in_ efficient 


and economical vise 
equipment. All types 





for all work. See 
your distributor. 
THE COLUMBIAN VISE & MFG. CO. 


9017 Bessemer Ave. Cleveland 4, O. 





No 
ALUMINUM 
with 
INTERCHANGEABLE 

VIAL CASES 


aga 


BOX 97, DEPT 


SUPER SQUARE GAGE 


re No. 49 


Instantly clamped 
on carpenters’ steel 
squares to lay out 
yy angles for stair 
Only .75 the pair! stringers and other 
saw cuts. Precision-made—light-weight fixtures with 
brass thumb screws. 


SUPER DRILL GRINDER $2.95 © SUPER SHINGLE GAGE .25 © SUPER ARBOR 1.50 
A. D. McBURNEY ©2175 ,4th St. Dept. H-1 


LOS ANGELES 13, CALIF. 


705 MILWAUKEE 13, WISCONSIN 






























Genuine DOMES of SILENCE 


SLIDE SILENTLY — SOFTLY — SMOOTHLY 


10c SET SAVE FURNITURE & 
FLOORS—CREATE QUIET 


Name ''Domes of Silence’’ 
on each genuine Glide. 


5O0c SET - 15¢ SET 


Domes of Silence 
VA Rubber Cushion Glides 
wr For Tile, Marble, Cement and Bathroom Floors 
Nee J Noiseless. Sizes for metal beds, wood beds. large 
; —_ chairs and all furniture. 


Ask your Jobber. If he is not supplicd write to 


DOMES of SILENCE, Inc., 35 Pearl St. N. Y. C. 


256 
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A Dietz Co., The, R. E. 210 
Ackermann-Steffan Div. ..... 90| Domes of Silence 256 
Air Capitol Mfg. Co., Inc... 231 | Dominion Electric Corp. 67 

| Ajax Hardware Mfg. Corp. . 240 | Dormont Coil Co. 246 
| Alabama Mfg. Co. 225 | Doyle Engineering Co., J. C 224 
Alaska Freezer Co., Inc. 205| Du Pont deNemours & Co., Inc 
| Allen Mfg. Co., Hartford, Conn... 62| &: |., Plastics Dept. 35-36-37-38 
| Allen Mfg. Co., W. D. 144 
Aluma Kraft Mfg. Co.. 78 E 
Aluminum Co. of America — 
(Screen Cloth Div.) 30 | Eagle Lock Co. ‘04 
American Brass Co. ... _ 77| Eddy Mig. Co. ..... 255 
| American Pad & Textile Co. _ 237 | Edlund Co. ........... 8 
| Anchor Products . 229] Embury Mfg. Co. ...... 2 
Armour Fertilizer Works. 69 | Empire Level Mfg. Co. 256 
Armstrong Bros. Tool Co. 240 
Artmoor Co. 238 
Arvey Corp. ms 79 F 
Atkins & Co., E. C... 6 eae, Inc. . 190 
Automatic Products Co 80 | Federal Seat Corp. 96-97 
Autoyre Co., The .. 1g} | Federal Tool Corp. \4 
Ferry Cap & Set Screw Co 163 
Flexible Stee! Lacing Co. 183 
. | Fox Shotguns 82 
| Frisch & Co., Inc 189 
Ballonoff Metal Prod. Co 220 | 
= Fuller Tool Co., Inc 182 
Bassick Co., The 199 | F es 
4 ulton Products Co. 207 
Beaver Pipe Tool, Inc. 166 | 
Bethlehem Steel Co. 103 | 
Black & Decker Mfg. Co. 169 | 6 
Blade Mig. Co. 78 Gardex, Inc. 25) 
Blair Mfg. Co. 204 2 ‘ is 
General Slicing Machine Co., Inc. 223 
Boker & Co., H. 221 Gi 
neds Galen Wines Co 258 ibson Good Tools, Inc. 244 
Gilbert & Bennett Mfg. Co 15) 
Boss Mfg. Co. 208 
B Goldblatt Tool Co. .. 8 
Briggs & Stratton Corp. 149 Bain On 23) 
Brooks & Sons, M. S. 244 | é ‘ 
| Goulds Pumps, Inc. (eS 
Bruce Co., E. L. - 28 | : ‘ . 

: | Granite State Mowing Machine 
Brushwise Corp. : 251 o. ta 207 
Burlington Basket Co. . 213 | Great Neck Sow Mfrs., Inc 249 
Burpee Co., W. Atlee... 193 Greenlee Tool Co. .... 177 

Griffin Mfg. Co 227 
| Grumbacher, Inc., M. 257 

c 
Calf-Teria Co. 246 
Cambridge Mfg. Corp 226 H 
Camp Chemical Co., Inc. 229 | Hager & Sons Hinge Mfg. Co., C. 4 
Campbell Chain Co. 93 | Hamilton Mfg. Corp. 20-21 
Carlisle Mfg. Co. 98 | Harrington & Richardson Arms Co. 237 
Central Screw Co. 159 | Hawkins Iron Co., Inc. 197 
Chair-Loc Co. 246 | Heineke & Co. 16 
Chicago Die Casting Mfg. Co. 86| Heller Brothers Company 63 
Chicago Roller Skate Co. 83 | Heller & Co., W. C. 249 
Chicago Screw Co. 71 | Herculean Appliance Corp.. 42-43 
Chicago Spring Hinge Co. 231 | Hooper & Sons Co., William E. . 157 
Cleveland Chain & Mfg. Co. 135 | Hooven & Allison Co. ..... e 
Coburn Prod. Dept. Horrocks Ibbotson Company 100 

Wickwire Spencer Steel Div. 92 | Hotchkiss Co., The E. H. % 
Coldwell Phila. Lawn Mower Co., | Hoyt & Worthen Tanning Corp.... 246 

Inc. apy 155 | Huenefeld Company, The 260 
Columbia Malleable Castings 

Corp. 198 | 
Columbian Rope Co. 94 | I 
Columbian Vise & Mfg. Co... 256 | ideal Cabinet Corp tb 
Columbiana Pump Co. 246 | Indestro Mfg. Co. 102 
Conco Engineering Works......... 172| ives Co., H. B 211 
Congoleum-Nairn, Inc. ; 24 
Consolidated Lithographing Corp. 40 
Continental Motors Corp. 183 | 4 os 
Corning Glass Works 64-45 | Jacobsen Mig. Co * 
Cornish Wire Co., Inc. 223 aoa of London Products e 
Crescent Tool Co. 48 Jac son Mig. Co. c 218, 2 
Crown Cork Specialty Corp. 223 Jacobus’ Som, Inc., A. 6. die 

, James Mfg. Co. 3) 

Cummins Portable Tools Div. 99 
Cummins Business Machines Johnson & Son, Inc., S. C. 

Corp. od Eee 9 | Johnston Lawn Mower Co 13 

| Judd Co., Inc., H. L. 62 

| Judsen Rubber Works, Inc 195 

D 

Davis & Newcomer Elec. Elevator K 

Co. 46 | Keiser Aluminum & Chemical 
Decto Products Co. . 243| Corp. 186 
Dempster Mill Mfg. Co. 54 | Kay-Tite Company 39 
DeWitt Div., Bill 229 ' Keystone Steel & Wire Co 9 
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Keystone Varni 
Knape & Vogt 
Kromex Corp. 
Kwikset Lock, | 


Londers, Frary 
Larson Co., Cl 
Lawrence Co., 


Libbey Glass 
Glass Co. .. 


Lockwood Hdw 
Lodge & Shipl 
Lucas & Co., 

Lufkin Rule Co 
Lux Clock Mfc 


Malco Co. ... 
Marquart Mfg 
Marquette Ap} 
Marshalltown 1 
Mast-Foos Mfc 
Master Lock C 
Master Rule M 
Maurey Mfg. 

Mayes Bros. Tc 
McBurney, A. 

McGill Metal 
McKinney Mfg 
Mell-Hoffman 

Melnor Metal 
Metal Industri: 
Metaloid Co., 
Miller, Inc., R 
Minute Mop C 
Moe Bros Mfc 
Montague Rod 
Moore Push Pi 
Myers & Bro. 


National Cast 
National Lock 
National Mfg. 
National Met 
National Screv 
Neptune Pump 
Norcross & So 
North Bros. M 
Norwich Line | 


Ocean City M 
Okonite Co., ' 
Oster Mfg. C 


Parker Mfg. C 
Parker Hardw 
Patent Novelt 
Pennsylvania | 
Petersen Mfg. 
Petko Industrie 
Phoenix Table 
Pioneer Gen-E 
Pitegoff Broth 


Pittsburgh Pla 
Brush Div. . 


Pennvernon | 
Plomb Tool C 
Plymouth Rubk 
Portable Elect: 
Porter Cable | 


Ray-O-Vac Cc 
Reading Hard 
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Keystone Varnish Co. . ... 34) Red Devil Tools .... 3. 
Knape & Vogt Mfg. Co. . 187 | Redfield, F. E. ... 237 | 
Kromex Corp. ...... 249 | Reeves Steel & Mfg. Co. . 87 | 
Kwikset Lock, Inc. .. . 49%| Remington Arms Co., Inc. .... 131 
Reo Motors, Inc., 
Lawn Mower Div. 60-61 
L | Revere Copper & Brass, Inc. 27 | 
Londers, Frary & Clark 28-29 | Richards-Wilcox Mfg. Co. : 95 
Larson Co., Charles O. 258 | Rival Mfg. Co. ..... ea 66 
Lowrence Co., George . 251 | Roberts Colonial House a 249 | 
Libbey Glass Div., Owens-Illinois Rockford Brass Works. 48 
Glass Co. .......-.. eee sees ° Roebling's Sons Co., John A. 167 
Lockwood Hdwe. Mfg. Co. - Pl arms Mfg. Co., Div.. 27 
Lodge & Shipley Co. .. . i Rugg Co., E. T. ...... 55 
Lucas & Co., Inc., John . 147 
Lufkin Rule Co. . 235 
lux Clock Mfg. Co. 18-19 | s 
Savage Arms Corp. 
Arms & Ammunition Div. 62 
M Lawn Mower Div. ~ ; 47 
OS ee ae re 249 | Schacht Rubber Mfg. Co. 238 
Marquart Mfg. Co. . 17 | Schalk Chemical Co. 23 
Marquette Appliances, Inc. . 26| Schlueter Mfg. Co. .. 58 
Marshalltown Trowel Co. ... 251 | Scovill Mfg. Co. 10-11 
Mast-Foos Mfg. Co. 193 | Seal Rite Caulking Co. ... 257 
Master Lock Co. .... ...... 5] Shaw Supply Co. 249 
Master Rule Mfg. Co., Inc. . 209 | Sheffield Bronze Paint Corp. 53 
Maurey Mfg. Co. .. : 85 | Shelby Spring Hinge Co. 208 
Mayes Bros. Tool Mfg. Co., Inc... 251 | Simonds Saw & Steel Co. : 45 
ee, Gy TW. ..cccceves a 256 | Simonsen Industries, Inc. 257 
McGill Metal Products Co..... . 210 | Skillman Hardware Mfg. Co. 70 
McKinney Mfg. Co. ..........-..- 145 | Skilsaw, Inc. .... 161 
Mell-Hoffman Mfg. Co. ... . 191 | Skuttle Mfg. Co. .. 247 
Melnor Metal Prod. Co........... 46| Smith & Son, Inc., Seymour 59 
Metal Industries, Inc. ... ..... 201 | Southern Screw Co. . ie 88 
Metaloid Co., The .... .... 102] Standard Horsenail Corp. . 258 
Miller, Inc., Robert E. 256 | Standard Tool Co. ... ; 89 
Minute Mop Co. es . 251 | Stanley Works, The ... 8I 
Moe Bros Mfg. Co. 72-73 | Star Heel Plate Co... . 195 
Montague Rod & Reel Co... 75 | Star Metal Products Co... 213 
Moore Push Pin Co. ... 257 | Starrett Co., The, L. S. 143 | 
Myers & Bro. Co., F. E..... 8| Stevens Arms Co., J. . 62 | 
| Super Tool Co. . 153 
Superior Fastener Corp. 241 | 
N | Swift & Co . 24 
National Cash Register Co. 217 | 
National Lock Co. ...... 251 
National Mfg. Co. ....... 241 T 
National Metal Products Co. ...68| Tatcher, Ernest . 6] 
National Screw & Mfg. Co. . 259] Tate Co., E. H.... ; ves 249 | 
Neptune Pump Mfg. Co. . 229| Taylor Instrument Companies . 744 
Norcross & Sons, C. S. . 179| Taylor Lock Co. ee 78 
North Bros. Mfg. Co. : . 154] Templeton, Kenly & Co. 207 
Norwich Line Company, Inc. . 251 | Thermo-Rite Mfg. Co. 255 
Toastmaster Products Div. 15 
Topflight Tape Co. .. 244 
° Toro Mfg. Corp. 138-139-140-141 
Ocean City Mfg. Co. . 
Okonite Co., Tape Div............ 258 
Oster Mfg. Co., The . 148 u 
United States Plywood Corp. 
(Weldwood Div.) . 52 
- | 
Parker Mfg. Co. .... . 189 
Parker Hardware Mfg. Corp., S. 195 v 
Patent Novelty Co. pe Oe Se 7” 
Pennsylvania Lawn Mower Div. 106 
Petersen Mfg. Co. . aanbense: EN Ww 
Petko Industries, Inc. 49 Wagner Mfg. Co. 195 | 
Phoenix Table Mat Co. ! | Walker-Turner Co., Inc 165 | 
Pioneer Gen-E-Motor Corp. . 100 | wall Mfg. Co., P. 245 | 
Pitegoff Brothers, Inc. 22| Walworth Co., The 9 | 
mumps Slow Co. | Waren Dade ving Woon 
a ge Western Tooi & Stpg. Co. 243 
Senoeth ts site - . ps Westwood Mfg. Co. ; 175 
. seesecnedletg White Studios ... . 203 
‘ortable Electric Tools, Inc........ 88 Wickwire Spencer Steel : 92 
Porter Cable Machine Co. 5! | Wiss & Sons Co., J. 56-57 
Worthington Mower Co. 33 
R 
Ray-O-Vac Co. ..... 101 Y 
Reading Hardware Corp.. . 255| Yale & Towne Mfg. Co. 3 
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MOORE 


PUSH-LESS 
PICTURE HANGERS 


will safely support 10-100 
Ibs. of mirrors or pictures. 





Sell them to your cus- 
tomers with COMPLETE 
CONFIDENCE 
nationally advertised. 


They're 





ore perfect for lighter wall dec- 








orations, curtain tie-bocks, etc 


MOORE PUSH-PIN CO. Since /900 


PHILA. 44, PENNA. 





























Recast oe 
from The House of Quality  — 
America’s Fastest Selling f —— 


TOOL CASE 


Here’s a tool box that’s 
the favorite of mechanics 
everywhere. 4 tray canti 
lever action, baked ham 
mer finish. 18” x 10'/2” x 
13”, also in 20”-24” sizes. 
2 side bolts, 1 center lock- 
ing hasp. Form fitting 
handle. Made of heavy 
gauge steel. 


SIMONSEN INDUSTRIES INC. 
1410 S. MICHIGAN AVE. 
CHICAGO, ILLINOIS 








NEW FEATURES 


@ A Roll-Up Key with Every Tube. 
@ Now packed 12 to a carton. 
play card in each master carton. 


SEAL RITE CALK-O-TUBE 
Fills cracks around sinks and bathtubs. Fills seams In 
kitchen and bathroom tile — does not dry out and crack 
like tile cement. Seals openings around windows, doors, 
etc. Available in white or gray (same price). 


SEAL RITE CALKING CO., Inc. 


Mfars. of 5 sizes of Caulking Guns 


LOS ANGELES 44, CALIF. DETROIT 21, MICH. BROOKLYN 22, N. Y. 
6001 So. Gramercy Place 6335 Lyndon 192 Green St. 


Free 2-color dis- 











World’s Largest Producers of Caulking Materials 





BRUSHES) 


on cards 








Touch-Up Bronzing 
Marking Varnishing 
Enameling Lacquering 





M..GRUMBACHER 


464 WEST 34th STREET WEW YORK | NEW YORE 


Send for Descriptive Folder. 


Order from your Jobber 
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"'Stanho" Taper Pins are milled from selected screw stock 
Recently added to the ‘Stanho” line are Centerless 
Ground Taper Pins—precision made with a total diam- 


eter tolerance of .0005—these are the finest obtainable. 





JHORSE NAIL ’CORP 


NEW BRIGHTON, PA. 


ye igelel-Vinlels axsiala- este) 


agit presents "KEILSON" 
MAIL BOXES 











cS = —. | 


es oa 


GROUP "C" GANG 











THE qs 


re QUALITY LINE 


| ; of 
Larson Bright Wire Goods 
| are packaged in extra heavy 
tan kraft boxes. Yellow labels 
with half tone illustrations 


are used giving complete in- 
formation. 


All Larson products are 


SS i - ° 
(Cx Garam) -O) 100% sorted and inspected 


Larson's Bright Wire 


° 
Goods fit the need 
of every consumer. 


See Your Jobber or Write to 


CHAS. O. LARSON CO. 
STERLING * ILLINOIS 








f WORTH ASKING FOR 


Reliability 
in every 
splice 


“The tape with the ¥ 
yellow core” 


made by 
OKONITE 


Sold Only Through \ ei 
Recognized Wholesalers ne aon 


; 
fl : 
Them 12 anther and Der 


fy awe 


Y friction and rubber tapes 
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